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Introduction
The Marketing Mix Concept was first published in 1964 by Neil H. Borden. Borden's original concept included "product planning, pricing, naming, delivery networks or sites, personal sale, advertisements, ads, packaging, display, servicing, and physical handling" (Zineldin and Philipson, 2007, p231). Twelve components of the advertisement blend can be tailored according to this concept. It would depend on the elements or areas researchers emphasize in order to affect greater improvement, but Borden (1964) explained precisely why he selected the twelve elements as the marketing mix in The Concept of Marketing Mix.
While Borden coined the term "marketing blend," Jerome McCarthy popularized the four Ps of marketing: Product, Price, Promotion, and Place (Constantinides, 2006; Gummesson, 2008). Anderson and Taylor (1995, p2) state that "the major contribution to popularizing the marketing mix was Jerome McCarthy's 1960 publication of Basic Marketing: A Managerial Approach."
The aim of this paper is to discuss whether or not the marketing mix remains an important technique for contemporary marketing. For instance, modern marketing patterns such as partnership marketing and service marketing are evolving as a result of new innovations and corresponding shifts in people's lifestyles. Thus, is the marketing blend still valid today, or can it be supplemented or even supplanted by modern themes; this is a controversial topic.

Relationship marketing and the marketing mix
Numerous critiques of McCarthy's 4Ps model have been leveled, largely because scholars feel the model is oversimplified. Critics of the model have argued that it could be expanded to include additional factors (Traynor, 1985; Magrath, 1986; and Doyle, 1994) or also substituted for the 4Ps for other factors, such as the 4Cs (Lauterborn, 1990). Grönroos (1994) even asserted that the marketing mix should take a back seat to allow for the emergence of a new paradigm.
Additionally, the controversy about whether the brand mix should be replaced by other paradigm-shifting marketing principles has raged for many decades (Constantinides, 2006; Gummesson, 2008). Relationship marketing, as Grönroos (2006) addresses, is one of the most viable solutions to the marketing mix among the various competitors. Furthermore, as Grönroos (1994, p5) observes:
In marketing research, teaching students how to use a toolbox has trumped exploring the significance and implications of marketing concepts and the method essence of consumer partnerships.
This shows that the marketing mix is an important and unforgettable example for students to understand the idea of marketing strategies in general. However, it can restrict students' ingenuity in order to adhere to the system.

Although many authors continue to use the marketing mix, which is used in the majority of textbooks, others have suggested that consumer experience management is a new development (Grönroos, 1994). The trend and partnership between sellers and buyers have changed dramatically over time (Coviello and Brodie, 2001). Consider the Taiwanese hospital industry: for decades, doctors have played a vital role in this field. They are kings and self-contained, when hospitals depend on them for revenue generation. Additionally, the educational qualifications for entrance into this sector are comparatively high in comparison to other industries, implying that supply (hospitals) was considerably less than demand during that period (patients). This also implies that hospitals will function profitably in the absence of an effective management or marketer. Patients who are sick are often put on long waiting lists. Occasionally, even though they have an appointment made, they would be asked to wait due to a high number of appointments during the same time span. Additionally, when patients actually get to see doctors after a long delay, the majority of doctors are not especially pleasant. This form of scenario, however, no longer exists. The health care sector is no longer a monopoly. When more hospitals are built, competition gets more serious. As a result, health care system owners place a premium on the doctor-patient relationship. Additionally, administrators assume that all workers who engage in customer interaction are "part-time marketers" (Gummesson, 1990). This form of transition is mostly motivated by the fact that shoppers (patients) today have more choices. For example, if two sellers (doctors) have similar physical characteristics but one offers superior intangible service and fosters beneficial relationships with customers, buyers will inevitably prefer the seller who shows greater regard for them. As a result, health care executives must place a premium on their partnerships with patients and doctors or face losing business. This further reflects the relative youth of the partnership marketing movement.
Although it is important to note that some scholars contend that the marketing blend is out of date and cannot be considered an unquestionable cornerstone of marketing, they argue that the term was developed about 40 years ago and is no longer applicable to current business or scholarly studies. Relationship marketing, by contrast, is the newest emerging marketing theme. Relationship marketing is not a new concept or theory; it has existed for a very long period of time. "Relationship marketing is one of the oldest ways of marketing," Zineldin and Philipson (2007, p229) write. According to Crosby and Stephens, Berry coined the term in 1983 as a technique for service marketing (1987).
When compared transactional marketing, which is a part of the marketing mix, to partnership marketing, the majority of companies continue to prioritize attracting new clients over maintaining long-term relationships with current customers. Zineldin and Philipson (2007) report that it is less costly to acquire new clients than it is to maintain current customers. Additionally, while it is profitable to sustain a long-term relationship with customers, customer appetite is infinite. Consumers will often demand more rather than less as more resources and a wider range of goods are available, and their tastes will alter regularly. As a result, companies must act quickly to increase earnings (Zineldin and Philipson, 2007).

Additionally, partnership marketing focuses on the relationship between companies and their clients, as well as the relationship between businesses. As a result, relationship marketing is not suitable for every company. For example, if a tin company obtains all of its ingredients from the same supplier and the supplier's product becomes contaminated, the tin company's business will inevitably suffer from ingredient shortages. As a result, some companies may be wary of being too reliant on another (Zineldin and Philipson, 2007).
Another critique leveled at the marketing mix by several research experts is that some traditional marketing products are left out of textbooks in order to create a full entire body (Grönroos, 1994;Gummesson, 2002). They are comparable to pizza toppings: the additional Ps are the toppings, while the 4Ps model acts as the foundation. This form of outcome happens as a result of oversimplification of the model, from a list of elements to four Ps. However, one cannot deny that the marketing blend and four Ps contribute significantly (Jobber, 2007). Although several new ideas have arisen, this does not mean that the advertisement mix will be made obsolete. To some extent, it remains viable as a theoretical framework for those interested in researching or investigating this area. It is possible to develop marketing theory by integrating the marketing mix with other emergent theories. Despite his opposition to the marketing blend, Grönroos asserts the following (1994, p14):
Even if marketing mix strategy is fading as the dominant marketing methodology and the Four P model must be replaced, this does not mean that the Ps themselves, as well as other strategic principles such as market segmentation and, indeed, the marketing concept, are any less important (McKitterick, 1957; Keith, 1960). Relationships are not self-contained.
Thus, because of the evolution of marketing concepts, the marketing mix remains central to these modern paradigms. Of necessity, it also applies to modern marketing methods and is viewed as a basic marketing value.

E-commerce promotion and the marketing mix
Today's world is becoming increasingly integrated through the use of interactive components such as outsourcing, global communications, and computers, as well as through physical practices such as direct and local meetings. The more you address how the marketing mix has evolved, the more likely it is that it is no longer relevant. Peattie (1997, p142) similarly notes that.
When it comes to marketing strategies, even the most fundamental aspects such as strategy rarely deviate from the evolving e-markets, but the combination of technologies must incorporate both virtual and electronic technologies into the strategy and mix. Businesses are now leveraging new generations of innovation to upgrade or restructure critical components of their marketing mix in order to prepare for the technological transition.
They explain that the marketing mix, which is revolutionizing this industry, requires a different interpretation when applied to e-commerce, and the 4Ps definitions do not align. Capable of real-world use, it has already been adopted by a large number of businesses for a long period of time (Peter and Olson, 2005). To demonstrate the impact on electronic commerce as well, a virtual value chain can incorporate the four Ps: process, production, price, and promotion (Bhatt and Emdad, 2001). However, several firms continue to use the marketing combination and the four P's as the standard, with few to no changes to the way the four P's have historically worked. Because traditional marketing strategy firms have demonstrated that they are incapable of identifying, developing, and sustaining e-commerce-based strategies, "the contributions that many e-commerce strategies make to strategic planning are better accomplished by incorporating these models into the other three components: product, price, and promotion" (Allen and Fjestad, 2001, p22) It substantiates the claim that the 4Ps (marketing and strategy integration) are critical to both marketing and overall business strategy. It is equally critical for businesses to remain current with twenty-first-century concepts such as e-commerce. As a result of its close connection to contemporary marketing philosophy, it is determined that the marketing mix must be expanded and re-enabled.

Conclusion
Marketing mix and marketing are comparable to a country's constitution. A nation's constitution serves as the bedrock. The legislation can be amended or revised over time, as the world and mindsets of those born 50 years ago have shifted dramatically. As a result, it is inescapable that the statute be amended, repealed, or expanded. Nonetheless, regardless of the manner in which the law is modified, the fundamental rule remains. It is unchangeable because it embodies a country's spirit and beliefs. As a result, in my mind, this is the same as the marketing mix.
Although some academics argue that marketing is no longer an acceptable strategy, others argue that it should be supplemented by emerging marketing concepts. However, often used concepts such as partnership marketing, service marketing, and e-commerce marketing all refer to a subset of marketing. They can address a particular issue, but the marketing mix and 4Ps form the foundation of a much more general principle. Additionally, while critics argue that the marketing mix is an outdated term with diminishing significance today, they acknowledge that the marketing mix and marketing remain inextricably linked. The marketing blend continues to have a strong impact today, although not as profoundly as in the past, and even the idea of it continues to demonstrate practical application in contemporary society.
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