Marketing Mix

In business, developing a well executed marketing strategy is essential to the success of an organization. An organization must consider the marketing mix prior to implementing the marketing strategy. The marketing mix involves for elements, product, place, promotion, and pricing. These four elements are vital points in developing a marketing strategy. This paper will focus on the marketing mix elements. This paper I will describe what each element is, how these elements affect an organization’s marketing strategy and tactics, and how an organization implements each element. To explain the role of marketing mix within an organization, Best Buy will be used as the organization in this paper.

Best Buy the Organization


Best Buy is a fortune 500 retail company building their reputation and success on offering consumer electronics to the public. Best Buy opened their first door in 1966 under the name of Sound of Music. This early beginning the company offered audio components in their stores. In the early 1980s the company expanded the assortment to video products and appliances, thus changing the company’s name to Best Buy (Best Buy History). Best Buy after this expansion set themselves apart from other retailers offering the same products; Best Buy offered the public one of the first non-commission sales environment to shop in. 


Best Buy growth throughout the 1980s came from building a strong presence in the retail market through offering consumer electronics and appliances. The company in 1989 pioneered the concept of the superstore (Best Buy History). This concept of a superstore was a first, where a retail store that sold consumer electronics and appliances keep a majority of their inventory in the stores. This concept was soon adopted by other retailers. Best Buy had become a proactive retail store, constantly anticipating the market and adapting to the change.

Marketing Mix


Marketing mix regardless of the organization is comprised of the same four elements. These elements are product, place, promotion, and price. The difference between the organizations is how each element is approached by the organization and implemented within the organization.

Product


The first element in the marketing mix is product. Best Buy captured the consumer electronics market by staying on the forefront of the newest technology trends. Best Buy was able to offer the right products to their target markets by changing their buyers (O’Loughlin). The change in buyers to a more technology knowledgeable individual(s) allowed Best Buy the advantage of bringing both the hardware packed technology and the newest gadgets to market. Best Buy had built a reputation for themselves of bringing the latest technology from all vendors. The products that Best Buy has been able to offer to their target market(s) are high end electronics to entry-level electronics. 


Best Buy has also introduced through the acquirement of the Geek Squad fast reliable computer and home theater installation services (Marketing, 2010). This introduction of technology service for any computer or home theater installation need, open the market to reach customers’ who may not have purchased their products from Best Buy. 

Product Element Influence on Marketing Strategy

A portion of Best Buy’s marketing strategy has revolved around the products lines that the company offers to the market. During 2003 Best Buy launched the marketing strategy customer-centric marketing Blueprint, this strategy allowed Best Buy’s stores to offer their demographics the exact products that are in demand for that particular area (O’Loughlin). For example, the Best Buy in Mission Valley, California, which demographics tend to be younger and more technological savvy. In this store there is a need for higher end products, so the company decided to put in a large Magnolia area. It is this area that has in demonstration mode high -end products. This compared to the Best Buy in Chula Vista, California, which has high-end products but also carries a larger inventory to middle to lower -end products.

Element Implemented


Best Buy has used the knowledge of their employees who work in the individual stores to identify the target market of the area. The buying habits of these customers in the individual stores   along with the employees’ feedback, have allowed Best Buy ‘s stores to keep the correct  inventory in stores. This tactic gives the target market the items more likely to be purchased in the area. Thus, not allowing unwanted product to sit on the shelves and have to be sold below cost at a later date.

Place


In the marketing mix, place is an element that cannot be over looked. Best Buy knows that if a product is not available for a customer, the customer may purchase the item at a different retailer. This is especially the case with consumer electronics because most customers purchasing a television for example, will want the product at the time of purchase and would prefer not to wait for product to be ordered. Best Buy has done well in keeping inventory in their stores; ensuring that products are available for their customers.


Best Buy also has figured out that if the stores are not carrying the right products for the target market then this will impact sales. Best Buy has used the customer-centric model, to evaluate the stores product needs. The company will ensure that inventory for the most purchased items have a heavier inventory level for the individual stores (Marketing, 2010). Although Best Buy stores carry a wide variety of products and keep stock of just about all of them, because of the success of the super stores. 

Place Element Influence on Marketing Strategy 


The place element has a major influence in Best Buy’s marketing strategy. The company must constantly be in contact in the various suppliers trying to keep inventory in their stores. Best Buy also sends buyers and executives to different technology expos to understand the new technology that is coming to the market. 

There must also be a careful watch on the distribution channel that is utilized to bring products into the stores. If the products are delayed in the distribution channel then the stores will not be able to carry the item that the customers want. This would create issues because the items in demand will not be available for the target market(s). 

Element Implemented


Best Buy can keep the right inventory in their stores through stocking the sales floor and keeping a large inventory in the stores warehouse. The company also schedules a minimum two to three deliveries weekly to every store, ensuring that products will constantly be in-stock. 

The company uses their customer-centric strategy information on the buying trends from the stores primary customer-centric groups to keep the right inventory in the stores (Marketing, 2010). With this information constantly changing inventory in the stores are changing regularly to keep up with the demand of the ever-changing buying trends of the target market(s). 

This where the buyers need to be in the forefront of what is new in technology. The buyers must keep in contact with all the vendors to place any orders in for the newest technology that will be offered in the near future.

Promotions


The third element in the marketing mix is promotions. Best Buy does a great job in mass promoting their brand. They have weekly ads that have money saving deals; these ads draw customers into the stores looking for the items that have been featured. Best Buy also uses mass promotions to acquire new customers, this occurs when Best Buy commercials are on television or the company pays to have their logo in camera view during sporting events.


Personal selling is another avenue that Best Buy does well; the company has been successful because the company was the first to offer a non-commissions sales floor. Sales promotions that are meant to stimulate interest but would not fall under advertising promotions (Perreault, pg 35). Best Buy actually runs different sales promotions in the form of contest events within individual stores. For example: according to sales manager Gary Drive with Best Buy, the Mission Valley store in 2009 was running a contest for the customers in the store during a period, they could enter to win different items which were signed by L.T., the San Diego Charger football player and had a chance to win football tickets to a San Diego game(Driver, Personal Communication).

Promotion Element Influence on Marketing Strategy


The marketing strategy is influenced by the promotions that the company runs, especially in their mass advertising. Best Buy uses mass advertising throughout the year, using weekly ads to promote weekly specials, which reaches millions of people regularly and tries to entice them with the promotions to come into the stores.


The company understands that just getting the customers into the stores is not enough, which is why the company also uses personal selling in their promotion. Gary Driver a Sales Manager with Best Buy stated “that having a non-commissioned sales floor put customers at ease and the customers believe there is less pressure when trying to make a decision (Driver, Personal Communication). “


Best Buy realizes that many other retailers take this same approach, so to set themselves apart from their competition the company uses sales promotions. This occurs at different times throughout the year in different store locations. The company has the ability to have high profile celebrities to come into the stores for special promotions due to the large number of spoke persons that the company has had over the years. With these sales promotions the company intends to drive new business into the stores. 

Element Implemented


Best Buy uses the mass media to reach the different target markets with their weekly ads and commercials. The company will also during different times of the year saturate the television with commercials to drive more business into their store. These times are chosen carefully due to buying patterns for example, the Christmas season and Super Bowl these ad campaigns are effective for the company’s sales.

Pricing 


The final element in the marketing mix is pricing. Best Buy uses their buyers to constantly try to  get the most competitive deals on merchandise. This allows the company to offer competitive prices above their competition. 

Pricing Element Influence on Marketing Strategy


Pricing in consumer electronics can drive customers in or drive customer away. Best Buy over the years has gained buying power with the suppliers of consumer electronics. Best Buys pricing strategy is to offer the target market the best price possible on the core item. 


This communication with the suppliers must be maintained because the company understands that without the great pricing that Best Buy is known for then no amount of marketing will allow the target markets to buy from them. 

Element Implemented


Best Buy implements pricing to work with their marketing strategy by lowering the cost of the core products. For example: the company may only make 1% on every television being sold but will make 60% with every accessory sold with that television. It is this pricing strategy that has allowed Best Buy to stay competitive in a competitive market.

Conclusion 


Best Buy encompasses all the elements of marketing mix into their marketing strategy. Every element is closely tied to one another, which causes many times for the elements to overlap. This intertwining marketing mix has given Best Buy a strong marketing strategy that reaches different target markets. The company has exectuted a marketing strategy that has been directly influenced by the four elements of the marketing mix, product, place, promotion, and pricing.


This combination has made Best Buy become a fortune 500 company over the years and has become as the leader in the consumer electronics retail business.
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