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The 4Ps of the Marketing mix
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The 4Ps of marketing mix: examples
Here is an example of a marketing mix for the Chanel brand (perfumes) :
· Target: men and women aged 30 and over with above-average incomes
· Product: high quality, know-how, fashion and innovation
· Price: skimming policy
· Promotion: targeted women's magazines, targeted poster advertising, POS advertising
· Distribution: selective distribution strategy (traditional network of city centre perfumeries)
Here is another example of marketing mix for Ryanair (airline company) :
· Target: all travellers within Europe or to countries close to Europe.
· Product: uniform (no comfort class). Numerous additional services, optional and paying
· Price: aggressive penetration policy
· Promotion: mass communication through mainstream media
· Distribution: sale on own website only.
· Delivery times: What delivery times do I offer? What are the delivery terms? 
· The target: Who is my service for?
· References and achievements: photos, articles, tastings...


The 4Ps are increasingly challenged by the 4Cs
With the evolution of marketing and modes of consumption, the theory of the 4 P's is increasingly challenged by the theory of the 4 C's: Consumer, Cost, Convenience, Communication :
· The Product is replaced by the Consumer: thinking is increasingly focused on the desires, behaviour and expectations of the customer. The product is increasingly becoming a concept rather than an object with a primary utility.
· Price is replaced by Cost: the client sees the acquisition as a personal cost, without necessarily referring to the prices of the competition,
· Distribution is replaced by Convenience of purchase: the customer is looking for the least possible constraints to acquire and dispose of the product; he is ready to leave the traditional consumption networks to make his life easier,
· Promotion is replaced by Communication: traditional promotion policies must be abandoned for multi-channel communication strategies in order to establish a permanent dialogue with the client.


"The support provided by the European Commission for the production of this publication does not constitute an endorsement of its contents, which reflects the views only of the authors; the Commission cannot be held responsible for any use which may be made of the information contained therein.
image3.jpg




image5.jpeg




image4.png
ﬂg&afw%




image6.jpeg
This project has been
funded with support from

E ra Sm U S + the European Commission




image7.png
Les 4 P du marketing-mix

PRODUCT PRICE

Tarifs
Vente en lots
Remises
Rabais, ristournes
Conditions de palement

PROMOTION
Publicité
Promation des ventes
Force de vente
Marketing direct
Relations publiques

owikicréa




image1.png




image2.png




image8.jpeg
SACKING ENTRERRENEURIAL ITATIVES I THE COLINARY s2CTOR P




