
Werner Pepels
━

The 4Ps in Marketing-Mix
A German Perspective



V

Unique features
This textbook reflects the main contents of the operational marketing. The emphasis is 
on strong structuring, which is achieved through short paragraphs and multiple inden-
tations and highlightings. The text is supported by numerous illustrations in an over-
view form. An essential characteristic is the combination of theory-based explanations 
and practice-oriented applications. In accordance with the chosen perspective, the ex-
amples given refer to the German market.

Target group
This textbook is intended for students of business administration majoring or minor-
ing in marketing at scientific and applied-sciences universities. It is intended for foreign 
students who want to learn about marketing from a German perspective in a common 
language. Furthermore, this text addresses students in international study programs 
of demanding further education and training institutions as well as professionals in 
marketing as beginners and advanced, who have an international background and/or 
whose employer’s working language is English.

Outline of contents
A.  Product policy
 AI.  Cornerstones of product marketing
 AII.  Performance mix in marketing
 AIII.  Program design
B.  Price policy
 BI.  Countervalue mix in marketing
 BII.  Effective pricing 
C.  Promotion policy
 CI.  Classical advertising media
 CII.  Online media mix
 CIII.  Non-classical advertising instruments
D.  Place policy
 DI.  Distribution mix in marketing
 DII.  Sales operations



About the author
After studying at UAS and university, both business administration with a focus on 
marketing with diploma degrees, Werner Pepels worked for twelve years as marketing 
consultant (account executive, account director) in international advertising agencies 
and as managing director and shareholding partner in two sales promotion agencies. 
Among his clients were numerous international top marketing brands and key accounts.

He then worked as a professor of business administration for 27 years. During this time, 
he managed numerous projects, was involved as study director, professional examiner, 
conference director, etc., and is recognized as one of the most widely read authors in his 
field (over 180,000 sales circulation). Other of his activities include serving as chairman 
of a non-profit foundation.

Acknowledgement
This book is based on the German edition “Die 4 P im Marketing”, issued by the same 
publishing house as the present book. Due to a great interest in an English edition, 
its contents have been transferred. The Berliner Wissenschafts-Verlag (BWV) is to be 
thanked for this offer. All readers are wished every possible success now with the imple-
mentation of the herewith acquired marketing knowledge.



VII

Table of contents

List of figures . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . XIII

Prolog  
Marketing development and marketing instruments . . . . . . . . . . . . . . . . . 1

A. Product policy . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 5

I. Cornerstones of product marketing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 5
1. Branded goods . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 5
2. Positioning . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 9
3. Market segmentation. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 12

II. Performance mix in marketing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 14
1. Idea generation . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 14
2. Research and development . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 16
3. Market test . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 19
4. Product care. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 23
5. Product elimination. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 24
6. Packaging . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 24
7. Customer service . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 25
8. Product quality . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 26
9. Property rights . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 28

III. Program design . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 28
1. Conceptual dimensions . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 29
2. Program analysis. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 30
3. Program planning. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 33

B. Price policy. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 37

I. Countervalue mix in marketing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 37
1. Significance for the success of companies . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 37
2. Mechanics of the price-performance ratio. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 39
3. Increasing the probability of purchase . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 42
4. Competition-oriented pricing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 43

4.1 Price elasticities as parameters . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 43
4.2 Price leadership and success . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 46



VIII

Table of contents

5. Demand-oriented pricing. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 48
5.1 Elements of price interest. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 48
5.2 Hybrid purchasing behavior . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 50
5.3 Demand and income effects . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 51
5.4 Purchasing power as price base . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 53

6. Operational goal-oriented pricing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 54
6.1 Price constancy. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 54

6.1.1 Premium pricing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 55
6.1.2 Discount pricing. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 55

6.2 Price variation . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 56
6.2.1 Penetration pricing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 56
6.2.2 Skimming pricing. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 57
6.2.3 Promotional pricing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 58

6.3 Price innovation . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 59
7. Administered pricing. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 61

II. Effective pricing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 63
1. Reducing price transparency. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 63

1.1 Price lines . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 63
1.2 Price construction kits . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 66
1.3 Price bundlings . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 68
1.4 Yield management . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 69

2. Internal control function of the price . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 70
2.1 Price compensation policy  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 70
2.2 Steering prices. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 72
2.3 Foreign sale disturbances . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 74

3.  Terms and conditions . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 75
3.1 Terms of payment and delivery . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 75
3.2 Discounts and surcharges conditions . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 77

C. Promotion policy . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 81

I. Classical advertising media . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 81
1. Media planning . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 81

1.1 Framework data . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 81
1.2 Campaign strategy . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 85

2. Intermedia comparison. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 88
2.1 Print advertising media. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 88

2.1.1 Newspapers . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 88



IX

Table of contents

2.1.2 Magazines . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 90
2.1.3 Special print media . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 92
2.1.4 Special forms of print advertising . . . . . . . . . . . . . . . . . . . . . . . . . . 95

2.2 Electronic advertising media. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 96
2.2.1 Television. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 96

2.2.1.1 TV station landscape . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 96
2.2.1.2 Special forms of TV advertising . . . . . . . . . . . . . . . . . . . . 100

2.2.2 Radio. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 103
2.2.3 Movie theater . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 105

2.3 Poster advertising media . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 107
2.3.1 Stationary outdoor media . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 107
2.3.2 Mobile outdoor media . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 108
2.3.3 Special forms of outdoor advertising . . . . . . . . . . . . . . . . . . . . . . . 109

2.4 Adjustment of media profiles . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 110
3. Procedure for intramedia comparison . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 112

3.1 Database . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 112
3.2 Media countings . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 114
3.3 Problems with the evaluation . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 117

4. Variables of media tactics . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 118
II. Online media mix . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 120

1. Web 1.0 media. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 121
1.1 Corporate website . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 121

1.1.1 Characteristics . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 121
1.1.2 Functionalities . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 123
1.1.3 User guidance . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 126

1.2 Display advertising. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 128
1.3 Programmatic advertising . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 131
1.4 WWW metrics . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 132
1.5 Targeting routines . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 134

2. Electronic mail . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 136
2.1 E-mail service . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 136
2.2 E-mail functionalities . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 137

3. Online communities . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 139
4. Search engines. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 140

4.1 Types of search engines . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 140
4.2 Use for marketing. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 143



X

Table of contents

5. Web 2.0 media. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 144
5.1 Social network. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 145
5.2 Weblog . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 146
5.3 Media sharing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 147
5.4 Content aggregation . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 148

6. Mobile communication . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 150
6.1 Generic media benefits. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 150
6.2 Common applications . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 152

III. Non-classical advertising instruments . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 155
1. Live advertising. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 156

1.1 Exhibition. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 156
1.2 Event . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 159

2. Direct advertising . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 159
2.1 Direct mailing . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 159
2.2 Other forms . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 162

3. Sales literature . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 163
3.1 Brochure . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 163
3.2 Catalog . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 164

4. Public relations . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 166
4.1 Traditional PR. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 166
4.2 Sponsoring . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 168
4.3 Other forms . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 169

5. Integrated communications. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 169
6. Advertising controlling . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 172

D. Place policy . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 175

I. Distribution mix in marketing. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 175
1. Sales channel as bottleneck for distribution . . . . . . . . . . . . . . . . . . . . . . . . . . . 175
2. Sales channel design . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 178

2.1 Sales channel depth . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 178
2.2 Sales channel width . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 179
2.3 Sales channel structure . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 181
2.4 Sales channel system . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 184
2.5 Sales channel form . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 186

3. Forms of direct sales . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 187
3.1 Zero-stage direct sales. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 187
3.2 Half-stage direct sales . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 189



XI

Table of contents

3.3 Market places. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 191
3.4 E-commerce . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 192

4. Forms of indirect sales. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 195
4.1 Trade as sales stage. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 195
4.2 Retail types of business. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 197
4.3 Wholesale types of business . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 199

5. Market level relations . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 200
6. Customer equity management . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 203

II. Sales operations. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 209
1. Distribution logistics. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 209
2. Supply chain management  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 211
3. Sales promotions . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 215

3.1 Classification . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 215
3.2 Promotion mix subinstruments . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 215

3.2.1 Product and program . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 215
3.2.2 Price and conditions  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 217
3.2.3 Advertising . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 219
3.2.4 Distribution and sales  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 221

3.3 Target group allocation. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 223

English language literature sources for further study. . . . . . . . . . . . . . . . . 225

German language literature sources for further study . . . . . . . . . . . . . . . . 227

Index . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 231



1

Prolog  
Marketing development and marketing instruments

Marketing means the planning, organization, implementation and controlling 
(= management) of all activities with the intention of achieving psychographic 
and/or economic targets (= goal orientation) by establishing, maintaining, expand-
ing or re-establishing (= care) business relationships with relevant stakeholders in 
procurement, production, sales, environment and media (= stakeholders).

Historically the bottleneck always determined the focus of economic activities. Initially, 
the bottleneck was not marketing, but rather the procurement of capital with solution 
through stock corporations, personnel with solution through training/qualification and 
goods with solution through foreign trade. This changed with the shift from a seller’s 
market to a buyer’s market, in which it is easier for the customer to find a supplier than it 
is for the supplier to find customers. Within the resulting market orientation, the trans-
action phase (sales) dominated first, then the pre-sales phase (acquisition) and finally 
the post-sales phase (satisfaction) emerged.

Consequently, marketing has gone through different stages of development (see figure 1: 
Stages in marketing development). After the pre-marketing era (sales economy), the fo-
cus was on stimulating the flow of mainly goods, but also money and information, in the 
sales channel as distribution (in Germany with origins in trade management). This was 
followed by reactive market adjustment as passive market adaptation as outside-in 
perspective, which is still widely postulated today as a marketing mindset, replaced by 
active market design of the inside-out perspective, which avoids massive problems 
of market adjustment. Today, customer relationship marketing (CRM) dominates 
the exchange with internal and external partners, especially in sales and procurement 
markets as well as in the general public. For the future, marketing is to be understood as 
generic relationship management for any exchange with social partners. On the way 
to achieving this, marketing has already been deepened as non-profit marketing (social 
marketing for non-profit companies) and as non-business marketing for public organi-
zations and associations, and marketing has also been broadened to include ecological 
marketing in the reuse of recyclable materials and corporate social responsibility (CSR) 
to take into account humanitarian/social and societal/sustainable requirements.

Marketing as generic relationship management (GRM) maintains contacts with vari-
ous stakeholders. It is possible to distinguish them between relationship, transaction 
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Fig. 1: Stages in marketing development 

and interaction partners according to their intensity, the former being internal and ex-
ternal:

– Internal relationship partners are e. g. owners, management, employees, directors,

– External relationship partners are e. g. sales agents, commercial and private end 
consumers and users, processors and converters, i. e. customers,

– External transaction partners are e. g. suppliers, creditors, service providers, au-
thorities with whom business transactions are conducted,

– External interaction partners are e. g. associations, political parties, citizens’ initia-
tives, NGOs, to which mainly communication relations exist.

These stakeholders each have interests and also the means of power to enforce these 
interests, and in case of doubt they do not shy away from using their means of power to 
enforce selfish goals, e. g. air traffic controllers, train drivers, airtraffic controller.

Currently, the focus is still on satisfying the needs of customers and moreover their 
customers (CRM). Marketing as specific customer relationship management strives 
for a relationship cycle in marketing (4 Rs) as follows (see figure 2: Cycle of relationship 
marketing):

– Customer acquisition (also recruitment) through initial contact (pre-emption 
phase) with the aim of making the first purchase,

– Customer retention through repeat purchases (already in the re-purchase phase, 
as well as the following),
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– Customer development (also reinforcement) through customer value enhance-
ment,

– Customer recovery through continuation of transactions only with profitable 
customers.

Fig. 2: Cycle of relationship marketing

For this purpose, a success chain in customer management is claimed, which consists of 
the following links (4 Cs) (see figure 3: Success chain in customer management):

– Customer proximity as intellectual and also actual closeness to customers, be-
cause only marketers which immerse themselves in the world of thinking of their 
customers are able to understand it,

– Customer satisfaction (usually according to the C-D paradigm), i. e. not necces-
sarily enthusiasm, but also by no means disappointment,

– Customer loyalty through voluntary or involuntary commitment to a provider 
(the latter through contract, technology, economy, specificity),

– Customer value through development from first buyers (of the type) to trial buy-
ers (of the brand) via repeat buyers, exclusive buyers, intensive buyers and promo-
tion buyers to multiple buyers (cross selling) and recommendation buyers. The 
customer value represents the actual “asset mass” of every company, because every 
company only exists through its customers budgets.

Fig. 3: Success chain in customer management 
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When it comes to operational marketing, the classic and still usual approach is to start 
with die 4 Ps of instruments, i. e. product, price, promotion, place. Product policy is 
formed by performance and program, price policy by countervalue and conditions, pro-
motion policy by communication media and identity and place policy by distribution 
and sales. In this way, a clear structure of the relevant activities can be achieved.

The 4 Ps in marketing presented here go back to McCarthy/Borden and thus to the 
middle of the last century. Since then, marketing has developed dynamically, both in 
terms of diversity as broadening and in terms of differentiation as deepening. As a result, 
the 4 Ps have often been called obsolete and replaced by other systematizations. In the 
end, all approaches have remained unsuccessful, only for services the 7 P-systematic 
has prevailed (additionally for personnel, process, physical/Magrath). Otherwise, the 
familiar 4 Ps are used again and again. Of course, these have been changed and updated 
over the time, but in essence they have endured.

A different arrangement could happen according to the modern organization into struc-
tural and process activities. To the former belong the product and the price policies, 
they concern the “what” of the offer, to the latter belong the communication and distri-
bution policies, they concern the “how” of the marketing. Product and price concern 
the tangible and intangible quality offered and the value demanded in return. The re-
sulting price-performance ratio determines the marketability of the offer. Communica-
tion and distribution concern the transition of information and performance from the 
supply to the demand side.

It is also conceivable, however, to distinguish on the time axis between sales-preparing 
and sales-executing activities. The former would then include the product policy, price 
policy and the promotion policy, while the latter would include the place policy. First, 
the prerequisites for successful marketing must be created, i. e., a competitive range of 
merchandise, the premium to be paid for them by customers, and familiarization of the 
target group with the goods and services. Only then the actual marketing can begin, 
which alone can monetize all the preceding efforts.

In the following text however and according to the general opinion, there are four equal 
relevant instruments (4 Ps: Product, Price, Place, Promotion) in marketing, which 
are objects to closer investigation.




