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CHAPTER 1

INTRODUCTION

Marketing has made several transitions over the last 50 years, from seller of a firm’s
output to key player in shaping a company’s products, technologies and strategic

direction.

Today’s marketing deals much more with dynamic issues where interaction is a key
theme. Marketing now often involves groups of companies and organization on both the
supply and users sides, although such business networks are not entirely new, their
number, form and complexity have evolved rapidly. Investigating marketing involves
trying to capture an empirical world that is not a given, but is constructed by the
companies involved, who are constantly wrestling with the issues of how to combine and
activate resources beyond company and organizational borders. In today’s marketing, the

value of resources is not given but developed.

The marketing mix model

Despite these changes, most of the research tools used to analyze marketing problems
have developed out of the marketing mix model — and particularly the 4Ps of product,
price, place and promotion which were launched in the 1960s. The marketing mix model
has a clear micro economic “allocation of resources” background. The assumption is that
the relevant resources involved in the exchange process including the products, are
homogeneous. The economic value is very much independent of how they are combined.
The model also assumes that there is a linear dependency between the resources put into
each of the 4Ps and the outcome. In other words, each of he 4Ps is assumed to have a

specific influence on the outcome.



