
College Business
Lesson: 4/9/2020

Learning Target: Explain the nature of marketing and 
understand the 4 P’s of Marketing.

Let’s Get Started:
Watch Video: 4 P's of Marketing

https://youtu.be/Mco8vBAwOmA


Vocabulary for this Lesson
ADVERTISING: Any paid form of nonpersonal presentation of ideas, goods, or 
services

FEATURE: A fact about or characteristic of a product

PERSONAL SELLING: The form of promotion that determines client needs and 
wants and responds through planned, personalized communication that influences 
purchase decisions and enhances future business opportunities

PLANNING: The management function of deciding what will be done and how it will 
be accomplished



Vocabulary for this Lesson
PRICING: A marketing function that involves determining and adjusting prices to 
maximize return and meet customers’ perceptions of value

PRODUCT: Marketing element referring to what goods, services, or ideas a 
business will offer its customers

PUBLICITY: Any nonpersonal presentation of ideas, goods, or services that is not 
paid for by the company or individual that benefits from or is harmed by it

SALES PROMOTION: Promotional activities other than advertising, personal 
selling, and publicity that stimulate customer purchases



Marketing strategy is developed by addressing the four marketing mix elements, 

AKA the FOUR P’s: Product, Price, Place, Promotion.

Product: The goal here is to to make a product or provide a service that satisfies the needs or wants of 

the targeted customer. After researching who potential customers are and what they expect, marketers 

share what they’ve learned with others in the company. Staff in product development or operations would 

need to design and create the product, if it’s new, while those in finance would determine whether it’s a 

wise financial decision to offer the product. If so, marketers take the new product, or prototype, for a test 

drive to find out whether what has been created meets the needs of customers or whether changes still 

need to be made before the product is mass produced. In this way, marketers ensure that the company 

offers the products that customers want. Some companies buy goods from manufacturers to resell to 

customers. Marketers at these retail or wholesale stores need to make sure that they have the latest 

colors, styles, models, etc., in the right amounts to satisfy customer demand.

 

F

or a quick example of how these mar-

keting activities come together to form

one marketing campaign, check out

Kelly Foley’s video, “4 P’s of Marketing,”

found here:

.

The Where, Who, and What of Marketing

Where does marketing occur?

In everyday places. Marketing occurs

wherever customers are present—in all kinds of businesses. Customers

can be individuals like you, businesses, or institutions such as schools.

Marketing can be done online, in an office, in a store, in a school, at

home, and in thousands of other locales. Some businesses, in fact, are almost entirely devoted to marketing activities. You might be

familiar with some of them, such as retail stores, advertising agencies, marketing-research companies, and public relations firms.

Many businesses have their own marketing departments or work with outside companies to fulfill their marketing needs.

Who takes part in marketing?

Everyday people. Marketers are those individuals and businesses who connect goods and ser

-

vices to the people who buy them. Car repair shops, hospitals, and online retailers are a few examples. Not-for-profit organiza

-

tions, such as charities, are marketers, too. Even you are a marketer. If you’ve interviewed for an after-school job or filled out a

college application, you’ve marketed your own abilities to someone else. In reality, almost everyone has marketed

something

at

some time in some way!
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What is marketed?

Practically anything and everything. Items that are marketed are broadly grouped into categories such as

goods

(durable and nondurable),

services

, organizations, experiences/events, places, ideas, information, and people.

You may not realize that you see both durable and nondurable goods on a daily basis.

Durable goods

are tangible items that last a

long time, such as mobile phones, automobiles, and laptop computers. In contrast, items such as fruit smoothies, unleaded gasoline,

and lipstick are

nondurable goods

, which means that they are typically consumed within a short period of time.

Services—intangible activities that are performed by other people for 

money—are also easy to find. Examples include haircuts, dental treatments,

and Internet service. And, if you’ve ever mowed someone’s lawn or walked

someone’s dog, you’ve provided a service, too.

The rest of the categories of marketed items are a bit less obvious.

Organizations such as Operation Smile, which provides free surgeries

to repair cleft lips, cleft palates, and other facial deformities, market

themselves on a regular basis. Events as small as a county fair or as

large as the Olympics are also marketed. The state of California uses

the slogan “Dream Big” to attract tourists from around the world.

An example of idea marketing is the government-sponsored “Click

It or Ticket” campaign, which encourages young people

to buckle up. And who hasn’t heard of basketball

superstar LeBron James? He even has his own

marketing company to handle the marketing of

his personal image and those of 

other athletes.

Surf’s up! California’s Travel & Tourism Commission uses marketing

to share the adventure and beauty of the state with the world.
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A popular fast-food restaurant chain recently hired female college students to promote the company’s

newest chicken sandwich. In exchange for $500, the young women agreed to pass out coupons for

the new sandwich while wearing fitted sweatpants with the sandwich’

s name emblazoned across their

backsides. Since the target market for the new sandwich is young men aged 18-25, the company felt that one of the best ways to grab its tar

-

get market’s attention was to advertise its newest product on the women’s rear ends. Did the company make the right choice? Do you approve

of its marketing campaign? Or was it demeaning to women?

To read more about the way that organizations, places, events, and ideas are marketed, 

visit Shreyasi Ghose’s article “What is Marketed for Consumers (10 Types of Entities)” here: 

http://www.yourarticlelibrary.com/marketing/what-is-marketed-for-consumers-10-types-of-entities/50804/

. 

Summary

Marketing, which links producers with the customers who want to buy

their products, involves a wide range of interrelated activities. These

include planning the logistics of the marketing process, finding out who

customers are and what they want, offering the products customers want,

determining how much to charge for the products, communicating with

customers, and putting products where they need to be. Almost any

-

thing—goods, services, organizations, events, places, ideas, and people—

can be marketed, in almost any situation, by almost anybody.
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xplain the activities that make up the marketing process.
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Price: The goal here is to determine how much to charge for the product or service. This is not a simple 

process as marketers must consider the customers’ perception of value, as well as the business’s 

objectives. For most companies, making a profit is the number one goal. The challenge for marketers is 

identifying an exchange price that buyers and sellers both see as giving them the best value. In other 

words, products must be priced low enough for customers to want and/or to buy them, yet high enough 

that sellers can make a profit.

Place: The objective here is getting products where they need to be and in the right condition. Also 

services need to be offered where customers can use them. What point would there be in finding out what 

customers want, developing products or services customers want, determining how much to charge, and 

communicating with customers if the customers don’t have access to the products that they want to buy? 

Therefore, putting the product in the customer’s hands is foremost in the marketer’s mind. Marketers 

determine where customers are most likely to purchase the products/services that they want and then 

make sure that their products/services are available in those locations—whether online or off.



Promotion: This element addresses communicating with customers. To capture their customers’ attention 

and generate demand for their goods and services, marketers conduct several activities, including 

advertising, personal selling, publicity, and sales promotion. Each activity involves contact with the 

customer, whether in person or not. You’re exposed to advertising whenever you watch a television 

commercial, click on an Internet ad, or read a billboard. When you are asked to buy Girl Scout cookies, 

you’re the target of personal selling. If you’ve ever participated in a charity event sponsored by a local 

business or in a contest to win free concert tickets, you’ve seen publicity and sales promotion in action. 

Outdoor advertisements can capture attention by adding creative, realistic, or interactive elements. 

All 4 of these elements (the 4 P’s) MUST be addressed whenever any product or service is presented. 

Here is an example of PROM as an event to consume:

Product - Social event for entertainment, Price - the cost of admission plus anything bought to attend 

such as a dress, tux, limo. Place - Where the dance occurs. Promotion - School announcements, school 

calendar, word of mouth, and social media. If any of these 4 are not addressed, prom will not happen!



ACTIVITY #4
1 - Reflect upon the example of prom and the presence of the 4 P’s in making it 
happen. Use that as an example to help you answer the following two problems.

2 - In your Journal, pick any tangible product(something you can touch, hold, 
smell), and list how the 4 P’s are addressed to make the product available to meet 
a customer’s wants/needs.

3 - In another paragraph, pick any service or event, and list how the 4 P’s are 
addressed to make the product available to meet a customer’s wants/needs.


