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Discuss the 4 P’s of marketing and how does this model differ from the 4 C’s? In your opinion which model is best?

The four P’s of marketing are very simple: product, place, promotion and pricing. These four things are also known as the marketing mix. The marketing mix stresses importance on the four most prominent things in marketing. In order to have a good product it has to be sold in the right place with the right promotion at the right price consumers are willing to pay. 

The first component, product, describes what you are offering to your target market, be it a tangible product or a service (Marketing 101, slide 13). Originally, the idea about a product is that a good product will sell itself. Yet, today’s market is highly competitive meaning everyone makes a “good product.” Customers also have more control over what they buy with more laws being made so that customers have the right to return purchases they see as bad. Because of this, the question on product has become: does the organization create what its intended customers want (McCarthy)? Now when creating a product, a company must also think of the needs of the customer; most products must have a purpose.  The second P is place; this is concerned with making products available when and where customers want them (Lamb, Hair, McDaniel 25). This is important to think about; if you price your products too high, you may lose profits. Although, if you price products too low, you may also lose profits (Robertson)fragment sentence Other considerations that have to be made when thinking about price is how you are going to define your pricing strategy, suggesting a retail price, volume discounts and wholesale pricing, seasonal pricing, and bundling the product with other products (Brito). The third strategy, promotion, describes the various characteristics of an integrated communication plan (Brito). This includes: advertising, public relations, sales, promotion, and personal selling (Lamb, Hair, McDaniel 25). Having good promotion strategies can increase sales dramatically; companies spend millions on presenting or reminding people about a particular product or service. The last P is pricing; this is what a company will charge for a product as well as what the consumer is willing to pay or give up to get the product. Pricing is often the most flexible of the four strategies’, as well as the quickest element to change (Lamb, Hair, McDaniel 25). A company must remember that the consumer is sensitive to price discounts and special offers. In addition, a person tends to assume that ifa product or service is expensive, then it must be good (McCarthy). 

The four C’s of marketing are a more client-oriented marketing philosophy. In place of ‘place’ it is ‘convenience; instead of ‘price’ it becomes ‘cost to the user;’ ‘promotion’ becomes ‘communication;’ and ‘product’ becomes ‘customer needs and wants’ (Webber). Convenience is to know how each subset of the market prefers to buy—whether that be from a catalogue, by phone, the Internet, etc. Customers now consider in not just the cost of the product, but also the convenience of the product, the cost of driving to go to where the product is, how easy is it to do business with you, etc. (McClean). The third C, communication, is about communicating with the customer. Where as promotion is more about getting the product out there in front of the customer, communication is about listening to what the customer wants and keeping with changing trends. A business does not want to assume what a customer wants, but should know; this will prevent companies from guessing if the product is right as well as keeping up to date (du Toit). The customer defines the final C, customer needs and wants; in the four P's model, product is defined by a company and how they present it (ManyWorlds). Paying attention to customer needs and wants allows the customer to feel better about purchasing a product or service. 

Both the P and C models are useful in marketing. I think that it is important to look at both models when talking about the marketing mix. The four P’s model is good for a company to look at first. Once they have gone through that, they should next look at the four C’s model. By doing this, the company not only looks at what is best for the company, but also then looks at what is best for the consumer. This is because the four P’s model is more of an inside-out look at marketing, where the four C’s model is an outside-in look. Nice analogy. Both of these can work together to make a company successful. If the consumer is happy, the company will likely make more money, therefore becoming a win-win situation for both the customer and the business. 
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	Criteria
	Ratings
	score

	Writing Style and Grammar

Learner has followed the basic rules of grammar and has written in a concise and clear  manner. Sentence structure is complete and non-cumbersome.  


	10 - minimal or no errors

8-9- a few obvious errors

5-8 - some obvious errors

1- 4 - many obvious errors

0 - no effort made at compliance
	8

	MLA format 

MLA format followed including appropriate headings, title,  text size, line spacing, page numbering, and in-text citations.
	10 - minimal or no errors

8-9- a few obvious errors

5-8 - some obvious errors

1- 4 - many obvious errors

0 - no effort made at compliance
	10

	Sources

Used an appropriate number of sources and cited all sources properly according to MLA format including textbook. (caution: improper citations or absence of citations can be  considered plagiarism which could result in failing the assignment or the course)
	10 - minimal or no errors

8-9- a few obvious errors

5-8 - some obvious errors

1- 4 - many obvious errors

0 - no effort made at compliance
	10

	Organization of Content

The structure is appropriate to the content. Paper has appropriate introduction and conclusion. It is supported with details that follows a logical thought process.  Paragraph breaks are appropriate, and sentences are in the proper order. 
	10 - minimal or no errors

8-9- a few obvious errors

5-8 - some obvious errors

1- 4 - many obvious errors

0 - no effort made at compliance
	10


	Appropriate Business style writing

Learner used headings, subheads and bullet points to ease reading and establish hierarchy of information. Whenever possible, uses active voice rather than passive, eliminates unnecessary words and avoids long cumbersome sentences. 
	10 - minimal or no errors

8-9- a few obvious errors

5-8 - some obvious errors

1- 4 - many obvious errors

0 - no effort made at compliance
	9

	Assignment Criteria

Paper meets all criteria of the assignment. (see specific assignment instructions)
	18-20 – all criteria covered in depth and new insights explored

15-18 – all criteria met with full understanding of material covered

10-14 – key points of assignment covered, but not all of the assignment criteria met.

1-9 – paper does not meet most of the assignment criteria.

0 - no effort made at compliance
	20

	Content

Learner has written clearly and persuasively. The learner has succinctly presented the various perspectives that credible authors have on the concept or idea presented. The learner has clearly explained his or her position and has built a credible and convincing case. Sources, where appropriate are valid, and the learner takes a position beyond the sources.  
	18-20 content surpasses expectations.  The learner has made connections between ideas and concepts and taken ideas deeper.

15-18 content is at a college learner level; critical reflection and construction of new insight is evident. 

10-14 content is acceptable at this level, some critical reflection and construction of new insight is evident.

1-9 content is insufficient, lacks evidence of critical reflection or the construction of significant new insights. Content is primarily a summary of other authors.

0 content is inadequate; no sources; no evidence of reflection
	20

	Total 
	Late – 10% deducted from total score
	87/90

87%



