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1. Introduction.
[bookmark: _Hlk531531450]The following  will demonstrate the method of how the Marketing mix (Culliton, 1948) by the use of the Four Ps (Armstrong, et al,2009(1)) and other methods when used in conjunction with a marketing plan as applied in a motorsport and retail field, the example used  to illustrate this  marketing mix use is the Ducati Motorbike Manufacturer which is a global Motorbike Manufacturer held by Volkswagen AG via Audi and the through Lamborghini S.P.A  the reason this is structured so is to avoid  anti external influence legislation to stop Foreign companies totally holding/owning Italian companies, this is done as a protection for Italian jobs and industry) (AGCM,1990). 
The reason that this marketing approach works so well for such a relatively small company is that Ducati can respond relatively quickly to market trends and fluctuation which with their ethos of racing enclosed in  the DNA of Ducati which is reinforced with winning at a high level of motorsport i.e. Moto GP and WSBK which leads to increased sales, and unit production and onto revenue stream increase, an adage “win on the Sunday sell on the Monday” (Redfern, 2016) still has an effect on the consumer in this respect.
1.1 Aims
To analyse operations utilising the Marketing mix via the 4p’s to demonstrate the use in Ducati’s motorsport business.
The Marketing mix is a combination of four sectors these are product, price, place and promotion an explanation of these terms follows.

Product is the service and goods that a company offers to a specific sector of the market in Ducati’s case it being the more affluent members of society, but this is changing going forward as Ducati now offer entry level products to increase market share and capture loyalty at an earlier stage of the consumers life and lead to a long term equity for both Ducati and the consumer.

Price is the cost of goods or service to the consumer, in the case of Ducati sometimes more than recommended retail price (RRP) can be asked due to the demand of certain models because of rarity and limited numbers of production which can increase the demand for that particular model, especially when they are winning in a high-profile event i.e. Moto GP.

Place is the activity of the making the product available to the consumer or purchaser,
In Ducati’s example this is mainly using independent franchises worldwide which handle sales, apparel, maintenance, warranty and the financial aspects of selling and servicing Ducati’s. With strong influence and support by Ducati to maintain a uniform and strong brand image and associated style to ensure a standard face of the Ducati brand and maintain the quality of the entire process.

Promotion is demonstrating and convincing the extra value of products or service to the consumer i.e. the most advanced technology, quality aftersales, one of the fastest motorbikes manufactured, the most expensive motorbike, riding a winning motorbike. The Ducati motorsport division uses promotional techniques for increasing sales, increased media presence, maintain the brand image of Ducati being a manufacturer high-end performance motorbikes and create an air of exclusivity and want for the Ducati brand.
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1.2 [bookmark: _GoBack]Objectives


The objective of using the marketing mix in conjunction with a strength, weakness, opportunities and threats (SWOT)(Armstrong,2009(2)) analysis is to give an awareness, information and strategy of the business to move forward and further the marketing plan. 
This gives the relevant information to proceed with marketing planning and then onto marketing implementation which turns the why and what into who, where, when and how.
The implementation of a Marketing mix analysis alongside other analytical tools like SWOT, The Boston Consulting Group Matrix approach (BCG)(Armstrong,2009(3))
And Unique Selling Proposition (USP)(Levitt,1986) will lead to a more informed evaluation of the Marketing Mix which will lead to a balanced outcome of the information gleaned about the organisation being analysed.
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2. Literature Review

The report was researched using established authors in this field along with online resources, UWTSD online library, Google scholar and Pdf, journals, text books that specialise in marketing areas “Marketing An Introduction” by G Armstrong et al being one example.
 The reading of these various sources has confirmed there is consensus regarding the Marketing Mix which is that it is a well-established analytical tool that has evolved since its first conception and evolved into more in-depth versions.
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3. Methodology
3.1 The Marketing Mix Analysis.
The process used to ascertain the processes that go into a marketing mix analysis are outlined in the following table, this is done by listing the various attributes of the business being analysed and then distributing them under the 4p’s, this allows a clearer view of the distribution of the functions in the business for further integration into the marketing plan.
Table .1.     4 p’s breakdown.
[image: ]

3.2 The Marketing Mix Outcome.
The outcome of a marketing mix analysis is to achieve a balanced view between the 4ps in relation to each other and to highlight which sectors of the business take responsibility for each operation highlighted by the Marketing mix and to implement improvements where necessary
An example of this is that if the product or service has a high price point the consumer would expect a higher added value to that product or service  but if the product or service fails to achieve that higher added value for the consumer, it will then have decreased the added value for the consumer who was willing to pay a premium for that added value and that will turn into a resentment for that particular product or service by the consumer which will then produce a negative value and unless resolved by the provider of the product or service will impact upon them very negatively by either having bad feedback on reviews sites, social media, friends and family having a bad opinion given to them by the consumer about the product and in the worst case scenario legal action (Alvin,2017) being taken to retrieve the loss incurred by the consumer.
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Another useful function of the Marketing mix analysis is that it is used to verify where value can be added or removed and what relation it has to the other factions in the mix of 4p’s and the effect those decisions have on the other factions in the marketing mix.
A new more modern version of the 4p’s is now being used it is called the 4c’s(Schaffhauser,2015), they are as follows Customer/Consumer value, Cost, Convenience and Communication, this has come about due to increased awareness of added value especially for the millennial generation(Schweitzer,2010) as they have become more focused on a less material outlook of the world as indicated by the 4p’s and look more to the 4c’s view with a focus on added value through service quality, convenience and millennials being more involved in the transaction of the product or service and the added extra after benefits, an example of this for the Ducati model is the App for mobile phones for the World Ducati Week(WDW) held in Misano Adriatico Italy which brings together the owners and customers of Ducati and they are known as “Ducatistas” which invokes a clan loyalty for the brand of Ducati, the phone App updates the user with Brand information and gives an added value to the user as they feel included in the activity associated with WDW, this is primarily focused on the millennial age group as they are the future customers going forward for Ducati as the market users at the moment are getting older and millennial people are not engaging in motorbikes in the numbers that lead to continuing growth for Ducati due to different values by the millennial generation
Ducati have in the last few years released an entry model range called the Scrambler which has a starting price of £6500 approximately, the cheapest Ducati in the range. This has been done to make the Ducati brand more accessible to millennials and other market segments with less disposable income and to evolve the Marketing mix into Relationship marketing (Grönroos, 1997.).
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4. Discussion
The variations of the Marketing Mix analytical processes are as follows.
4.1 The Four p’s (Baalbaki,2015)
The four p’s have been used as a backbone in marketing since E. Jerome McCarthy first published the concept in 1960 and has been extensively used by marketing organisations, individuals and business involved in motorsport utilising the Marketing mix, the following reference typifies a business plan that utilises the Four p’s (LONG, 2015).  
[bookmark: _Hlk531531928]4.2 The Seven p’s (Baalbaki,2015) are an evolved version of the Four p’s the extra p’s are. Physical Evidence which entails the  design,cleanliness, style, smell, acoustic, staff apperance and decoration.The Process which covers the support,core service and organizational process .People which entails the control,training,assessement,support,recruitment and buisness culture aspects.
[bookmark: _Hlk531532846]4.3The Four c’s (Schaffhauser,2015)
[bookmark: _Hlk531533524]The Four c’s (Duncan,1998) are a more communicative version of the 4 four p’s and were an evolution that developed a way to consider the changing way that communication and media has influenced the role marketing has changed and consumers expectations. The four c’s are as follows customer or consumer value, cost, convenience and communication these are more suited to the modern world we live in due to the prevalence of social media into all aspects of modern society and the four c’s take this into account when doing a marketing mix using them.
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5.Conclusion


The use of the Marketing Mix is an asset in the toolbox of the modern marketing approach to identify differing sectors of the organisations and identify which areas of the organisation are in relation to each other and the symbiotic effects between them.
In conjunction with the other analytical tools the Marketing mix can give an in-depth analysis into what is required to gain an informed view of the organisations marketing needs and the steps required to facilitate an improvement in market share, efficiencies, new market penetration and to give a foothold in an existing market for a new enterprise to have the best chance of succeeding these are just a few examples of what the Marketing Mix can be deployed for.
The conclusion of this work is that the Marketing Mix with the use of Four p’s which has evolved into the Four c’s and the Seven p’s has enhanced the Marketing Mix analysis of a business be it motorsport or any other organisation.
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