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The Core Principles of Marketing
Article 1: Integrating the 4Ps into a Marketing Mix
It may seem like a pretty easy idea to start a business. However, successful entrepreneurs understand the relevance of the marketing principles in evaluating a business to ensure a successful starting and that the business reaches its full potential.  The marketing principles have stood the test of time and remained constant with little variation in the past decades (Philip, 2017).  It is easy to ask why these have remained unchanged even with the exponential growth of technology.  The answer, however, lies in the four defining aspects of a company’s marketing: the 4p marketing mix. 
The four core principles of marketing, namely the price, product, place, and promotion, form the basis for any company's marketing.  Before delving into any venture, a company must identify the goods or services they seek to offer their customers, as argued by Kotler & Armstrong (2013). Suppose a company wants to excel in selling its products and realize a profit. In that case, it must view the product through the customer's eyes, thus developing products that fulfill the customer's criteria. As attested in the Purple cow of Seth Godin model, companies must develop distinctive products if the aim is to maximize their profitability (Thabit & Raewf, 2018). Take Apple company, for example; the company deals in quality-based products with many extra features but effectively fulfills the customers' need.  This can account for the company’s unrelenting success.  Secondly, the company has to define the price, the cost that a customer has to pay for goods or services. The pricing may either be cost-oriented or market-oriented pricing depending on the market value of the product. Notably, it is crucial to adjust the price with time to fit the market changes. 
 	So why is place important in the marketing mix? Dang (2014) notes that every company must choose the right place convenient for the customers and reach out to potential customers to increase the product sale. For instance, Starbucks's coffee company offers its products at safes or coffee houses and supplements these with retailers and mobile apps.  Lastly, promotion refers to creating an awareness of the products and services that a company is offering (Dang, 2014).  This can be achieved using a direct promotion or even sales promotions. The 4ps of marketing can withstand the test of time because they accurately map all the crucial aspects of marketing. 
Article 2. Why is the product the most important of the 4ps? 
This question will often arise from debates as people reflect on the importance of every component of the marketing mix. However, now more than ever, the world is awash with different products from which customers can always choose (Khodaparasti, Aboulfazli & Isakhajelou, 2015). Nevertheless, even the best marketing strategy cannot conceal a bad product, making a product the most important element in the marketing mix. 
One reason why a product is the most influential of the four Ps is that they present the potential customers with the purchase decision.  While people are spoilt of choice, they are also compromised by a non-ending supply of information from advertising campaigns pushing products (Khodaparasti, Aboulfazli & Isakhajelou, 2015). Especially today where social media have made it easy to present ads for online users, this calls for a product to stand out in the competition to safeguard potential customers.  A company can, for example, conduct the Porter Five forces model of a market to determine the impacts of various aspects in marketing. When the product stands out, it is easy to implement the other four marketing P's.
In light of this, it becomes necessary for entrepreneurs to decide which need a product satisfies and is not currently met in the marketplace. Any product being developed needs to provide additional benefits other than the basic functions to enable it to stand out (Kotler & Armstrong, 2013).  This is where market research comes in. For the product to be successful, a market research needs to be done to assess the market's nature, thus provide a good starting point on the target audience and demographics (Khodaparasti, Aboulfazli & Isakhajelou, 2015). From these premises is where the other aspects of the marketing mix come in. Although people quote other aspects of the marketing mix, the product is the most important P, making the other P's relevant by shaping their course. 
 Article 3: Why Your Company Should Embrace the Additional 3Ps. 
It is common for most marketers and companies to focus on the basic 4ps of marketing and optimize them in their marketing strategy. However, being on top of your competitors, you must invest in exclusive strategies to achieve exceptional results, which calls for consideration of the three additional Ps; people, packaging, and physical evidence. 
People are an important aspect of any organization.  The product is usually developed by manpower, uses people to market the product to a target population. You are not likely to succeed in a venture if you have not sourced people with whom you share goals and visions (Sofica & Cosma, 2018). For instance, a company should hire the right employees and give them the right working incentives. For example, in their organizational structure, Starbucks Coffee upholds these aspects and treats the employees as their partners.  The results have always been satisfied employees who work to the best of their capacity to achieve the set goals. People with a solid knowledge of their work are self-driven and motivates themselves to work.
The packaging is another additional principle of marketing that most organizations usually sideline. Given the importance of the first several minutes, a customer interacts with your product, how your services or products are presented to other people has a great impact on the impression they create. An appealing package is a good way of attracting people to your product and thus swaying their purchasing decisions (Rathod, 2016).  A good example of a company that invests in appealing packages is Belgium eye candy.  The company's glasses are in different colored boxes designed to appeal to the customer during the first interaction and the product.  Invest in a good package, because this is the only opportunity of making your product different from others. It creates a profound impression on the consumers making them to choose your product over the others. 
Lastly, physical evidence is an important determinant of a company’s overall success.  Physical evidence is an important aspect of the marketing mix because it gives customers a solid knowledge of your product (Sofica & Cosma, 2018). Furthermore, it allows the customer an exclusive interaction with your products and services, which encourages them to choose your product.  Looking at these three Ps, it is evident that these are equally important to a company's marketing plan. These marketing principles contribute to the success of a company’s marketing strategy and should therefore be utilized to give a company an edge over competitors.
Article 4. What is the role of communication in the Marketing Mix? 
While planning on the marketing strategy, communication always comes up as a major concern linking the planning phase and strategy. Be it one-on-one communication, word of mouth marketing, or presenting information online, companies are always seeking new ways of improving their communication systems to tap on a wider communication base; but why is communication such important in a company's communication mix?
Marketing is a people-centered aspect that involves customers, media commentators and customers.  Tsikirayi, Muchenje & Katsidzira (2013) notes that communication is an important aspect of the marketing process because it involves the interaction with all the stakeholders of a company.  As a result, it is crucial to design the communication aspect to cater to all the stated stakeholders' needs. Furthermore, communication can be harnessed to provide a company with a competitive advantage over the competitors (Mihali,2014). According to Porter, every firm ‘has to attempt to put itself in a position where it is likely to perceive and best address the imperatives of competitive advantage.’ (Isabelle, Horak, McKinnon & Palumbo, 2020). To achieve this competitive advantage, the company must utilize communication tools to innovate and successfully deliver a competitive response by adding value to their customers. 
Moreover, in the present age of technology advancements, companies must seek effective ways of ensuring their online presence and fulfill the communication needs of various stakeholders (Mihali,2014). Marketers must design advertisements to capture the eyes and ears of potential customers. For instance, Starbuck's coffee shop modifies word of mouth marketing by giving the customers an exclusive experience at the coffee shops. Communication is a central aspect of the marketing mix. Companies must integrate all communication tools to reach out to a broad customer base and use the appropriate communication strategies to increase customer awareness of their brand. 
Article 5: Winning the marketing funnel: Creating content that Converts
Imagine that you just learned about a product, visited its website, and purchased the product right on during the first visit; how much easier would your life as a marketer be? It is a well-known fact that selling is not that easy, especially today, due to the unlimited information that customers are accessing before choosing to settle on a product.  The content marketing fuel is a theory of marketing that simulates a customer's journey when considering making a purchase. 
The content marketing funnel stipulates that a customer will learn of a product, evaluate it, purchase, and delight in their choice. Like the customer buying model, each of the marketing funnel stages serves a very specific purpose in the customer's journey. It therefore becomes the priority of marketers to find ways of leveraging their services to win the content marketing funnel. One way of remain in control of the marketing funnel is by assuming that when potential customers get into the market, they are unaware of your product. Therefore, it is your duty as the company to design suitable content for easy understanding by the customers (Vinoth & Dilip, 2018). This may include sharable blogs, videos, infographics, among others. The marketing agent should then try to track the success of the content and make improvements where necessary (Shaw, 2018).  Evaluation should therefore be aimed at moving a prospect towards making a purchase.  Notably, a variation in the types of content is useful in ensuring a comprehensive marketing strategy.  Give your potential customers an urge to purchase your products by offering a comparison with other products and showing how yours is s superior product (Shaw, 2018). Lastly, while the content should be aimed at keeping an audience engaged, the content designed should allow customers to give feedback concerning a product. Most importantly, remember that customer engagement does not end with purchasing; rather, giving the customers a reason to come back is the main way of winning and remaining in control of the marketing funnel.
Article 6. How has social media altered the 4ps of marketing?
It is beyond doubt that information technology has changed the world of marketing in unprecedented ways. Companies are now looking out for the challenge posed to their marketing strategies by customers switching to more use of social media (Vinoth & Dilip, 2018). When people talk of online presence, it refers to the drastic changes in doing business mandated by information technology evolution. As a product of the internet, social media has altered the nature of the 4ps in ways that could never have been envisioned. 
Customers now have access to a wide range of items online with which they can compare offers.  Therefore, providing the functionality that meets the customers' needs must be complemented by a note-worthy talk. One core principle of digital marketing is that customers need to have value which is relative their cost (Prasad, S, Garg & Prasad, 2019).  Companies must improve the online experience of their customers with their brand through increased social media reviews, and information calls for companies to enhance their online competitiveness and offer fair prices across various distribution channels (Mohammad, 2019).  Price is one of the major reasons why customers join companies’ social media links. Companies must seek ways of orienting their online strategy within transparency to attract potential customers and retain the old ones. 
In addition to pricing, the revolution of information technology mandates companies to increase their online presence in a broad array of social media offerings. Companies must consider whether their prospects and customers want to socialize around their products or brand and thus design reviews, shopping sites, and conversations among the consumers (Prasad, S, Garg & Prasad, 2019).  Lastly, marketers must create promotions and offer around their products and spread word about their products' value. Promotion is usually about: what makes your brand special that the public wants to associate with it? The challenge to marketers posed by social media can therefore be solved through marketing driven by conversation. 
 The bottom line is; companies must engage their product online in a manner that fully engages the customers. In today's situation, marketers must look for ways to make consumers and fans their brand ambassadors. Therefore, to succeed in any venture, companies and brands must leverage the strengths of social media platforms and build their brands to drive profits. 
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