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ABSTRACT:- Marketing mix is the fundamentals of marketing, which presently consists of 7P’s. Over time,
the mix had evolved from the 4P’s status around about 1948/9 in relation to goods. Subsequently, this was
formalised in 1961. Later, three more variables emerged in relation to services, which were added to the mix to
become 7P’s in 1981. In an increasingly globalised, dynamic, competitive, innovative and technology based 21
century business environment, it has now made it necessary to consider adding the 9" Ps mix elements, which
is the Platform of the internet. In fact, there is yet a similar theorization with respect to the 9. As well as
reviewing the nascent literature, the purpose of this article is to examine if the 9" P should be added to the mix.
It also seeks to analyse the inherent implications and highlights the justifications for its inclusion or otherwise.
The article adopted a reviewing of relevant literature approach as a methodology, back-up with pilot qualitative
and quantitative studies. Drawing heavily from literature evidence and the pilot data outcome, this paper uses
descriptive analysis to isolate the variable 9™ mix elements. This article re-in forces the proposition and argues
for the 9™ P to be added, as well as suggesting what roles the 9"P variables would play in advancing the
benefits for marketing, more broadly, whilst the finding revealed the addition would significantly enhance the
chances of facilitating quality of marketing in this 21* century digital age. Importantly, this finding highlights an
important shift in paradigm with respect to the 4-9 P’s discourse.

Key words: Marketing mix; fundamentals of marketing; 4-7Ps and 4-9Ps; Internet Platform, Digital Marketing;
Global marketing; Paradigm shift

l. INTRODUCTION

To put it in a context, this paper is about promoting the insight that the platform of the internet (digital
marketing or digital up-skilling). It seeks to conceptualise and sensitize the role of the platform of the internet in
a 21% century digitalised modern marketing environment. In the context of marketing, this article highlights the
value of the changes, which are long overdue, but necessary and relevant to the increasingly advancing
competitive digitalise world. That has inevitably overtaken nearly all aspect of our day-to-day living, which is
beyond human control. Marketing mix, essentially, is the fundamentals of marketing, that dominates business
activities in terms of business strategizing, which until recently consists only of the 4-7P’s. Over time, the mix
had evolved significantly in a way unimagined. This was, made more so, with the advent of the platform of the
internet, which has brought these dramatic changes in the way businesses are being run.

This paper is being arranged as follows. Under the literature column below, this article endeavours to
describe, highlight and analyse the developments surrounding the 4-9Ps phenomenon. Under the methodology a
table has been constructed, which describes the changes in relation to each mix element. Ultimately, a
determination had to be made as to whether the 9" P be justifiably added or not to the mix elements, as this
papers seeks to achieve. In fact, it would be up to the readers/respondents to determine that, whilst the role of
this paper is to do the relevant analysis based on the data that has been gathered.

1.1 Research problem /gap

Research problem is driven by the assumption given the perceived dominance of the digital
platform(platform of the internet) amongst citizens and businesses around the globe, a scholarly discourse and
more awareness on the subject of the platform of the internet (digital platform) would bring and make a
meaningful impact in peoples’ lives. This would benefit not only people on an individual career advancement
need levels. It might also bring about competiveness more broadly, for organisations and nations. Increase in
the skills and knowledge of the digital marketing, the Platform, would lead to more benefit than detriment in
terms of competiveness. Although the 4-7" Ps of the elements of the marketing mix have long evolved
(Borden,1948, 1949; McCarthy,1961, Bitner, 1981), however, their adaptability, usefulness and relevance have
been seriously challenged in the 21% century environment. While the case of the 9" P (Platform of the
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Internet) has not yet been made. If it has, then, its inclusion is relatively unoticed or under-publicised. Thus, this
paper is imperative.

1.2 Research question

1. In what ways the inclusion of the 9" Ps to the current 4-7 marketing mix elements framework, impact on the
effectiveness of marketing in the 21* century? and

2. What are the possible implications for social marketing?

1.4 Research objectives

1. To critically review and analyse the literature relating of the Fundamental of marketing and identify the
elements relating to the 9" Ps and argue for these to be added to the marketing mix elements framework.

2. To critically examine and analyse the role of the 9" P (Platform of the and its implication for social
marketing

1. Review of Related Literature
As already stated above, marketing mix is the fundamentals of marketing, which presently consists of
7Ps, having expanded from 4Ps. This sets out the theoretical framework that underpins this paper. Below, the
related literature development is, accordingly, in progress.

2.1 4Ps: Product, Price, Place & Promotion

As already stated, over time, the mix had evolved from the 4Ps relating to goods. It was initially
suggested and developed by Borden(1949) but first used or formalised by McCarthy(1961). The key variable
elements that compose this original 4Ps include product, Price, Place and Promotion. Subsequently, three more
variables were added in relation to services, to become 7P’s in Booms and Bitner(1981). The main variables
that compose this 3 additional Ps are: People, Process and Physical evidence. Booms and Bitner(1981) were
influenced by the value of humanity: humans are people that sustains the whole marketing or business process.
After all marketing is a phenomenon that is being developed by responding to needs and or changes, which
makes marketing so relevant and needed on a daily basis by almost every sphere of life.
The Criticism against the 4 Ps mix framework is that not all of the elements could withstand the test of times
in relation to the marketing needs of products over time or at different points in time. For instance, when 4Ps
(product, price, promotion, place) were introduced, it was purposively meant for addressing the marketing needs
of only goods, not services per se, which gave the impetus for the 5-7 Ps (process, people and physical
evidence).
2.2 The5-7 Ps: People, Process and Physical evidence
2.2.1 People

There is no way a business could operate without People. Be it the customer (consumption) or the
producers (or offerings) middlemen (channels and physical experiences). So, importantly the human element
was ever crucial; having been motivated by crucial role that humans play in every dimensions of marketing.
This same reasoning is also behind the phenomenon of inseparability: it is almost impossible to distant the
provider of a service from the service itself. This inseparable dual personality of service and the provider
becomes all the more contentious with respect to the People variable within the marketing mix (Eguruze, 1996;
Palmers, 2004;Kotler, 2012).
2.2.2 Process

Similarly, as with people, the Process phenomenon is equally vital. The process refers to the way in
which a particular service is delivered. So, the delivery processes or methodology becomes all the more
important. In fact, in clarifying further the process variable, Chaffey and Smith (2017) added the linkages
between Process and people. They argued “if you’re introducing a new approach, a new process, a system or
even a new way of thinking, this can be strategic, eg. Introducing to measure, understand and drive all future
decisions, nurturing ‘Constant Beta Culture’ or introducing a new customer service process integrating
telephone, Twitter and Facebook”(Chaffey and Smith, 2017). In fact, this highlights the fact - quality standards
should not be compromised between and/or among different experiences. That means there is need to
standardise process, so as to help sustain such integrity of service or process. This may mean accessing criteria,
measurement criteria, etc. It may become necessary in the planning; that means capacity building or quality
standards training may be absolutely necessary.
2.2.3 Physical Evidence

The aspect of Physical evidence reminds us of the fact of intangibility of the services. Since service is
intangible, it is sometimes cumbersome to quantify. Which is why it becomes necessary to embed into it some
physical aspect as to evidence or impact the experience, in such a way that a service becomes
feelable(experienced): provision of evidence of purchase, interior design/decoration, special lights effects,
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special nature of the brand log or the building or premises., etc all geared towards creating a positive
memorable purchasing experience or some form of negative dissonance after a purchase of a service.
Increasingly, a more globalised, 21* century, dynamic and technology based business environment has made it
now necessary to consider adding the 8" and the 9" P mix element, which is the Platform of the internet.
Criticism surrounding the 4-7Ps, as with the 4Ps, is that the originally marketing progamraame was no longer
suitable for services marketing. That was the problem: a marketing miss-match or conflict between good and
services marketing needs. Accordingly, again, as with the advent of time changes, as opposed to goods, there
came along different marketing needs and so also the need to change strategy to cope with those changing need.
Again, times and circumstances have changed. The marketing strategies that were meant for coping with
services, apparently no longer appropriate, with the advent of the internet. So, the phenomena of the partnership
and platform were necessary.

2.2.4 Partnerships (8" P)

But before engaging in full analysis of the Platform and its characteristics inherent therein, it must be
noted that a 8" P (Partnership) apparently already has been introduced by other scholars (Smith, 2015;Chaffy
and Smith,2017). To them, Partnership should the 8" P, to which the author now agrees, having analysed its
component parts. The main reason being, their authorities, quite simply had preceded the value of this current
research finding efforts. The lesson to learn is that before a scholar sets out to undertake a research on a
particular phenomenon, its newness (or research gap) must be thoroughly analysed and researched, which is
what occurred in this instance. In presenting and analysing their 8"P element, Partnership, Chaffey and
Smith(2017) argues “introducing, strengthen or reducing strategic partnerships/marketing marriages/marketing
alliances — can be strategic. They asked the crucial question - Are there potential partners out there whose
customers would welcome your organisation’s product or services? Selecting the right partner can firstly give
you access to a much bigger target market and secondly, strengthen your brand. But remember partnerships
have to benefit both parties, with, clear goals, roles and responsibilities.” From their perspective it is strategic to
include partnership in the mix variables. The core elements of partnership include: mergers and acquisitions,
joint venture, agency, franchising, social networking, collaborating, working together and sharing together,
achieving together, partnership marriages, co-branding, affiliations, interconnectivity, influencers, etc. In fact
anything that two or more individuals act together with view to creating some form of collective impact in the
quality of life of people, communities and society at large, may be deemed partnership. According to Smith
(2016a) the mix also constitutes “intermediaries, affiliates, influencers, marketing marriages, strategic alliances,
link partners”.

Crucially, anything that helps to making that business processes more mutually rewarding or might
lead you to enjoy some leverages over your competitors. As the authors summarised — Partnership is all about
“introducing, strengthening or reducing strategic partnerships or strategic alliances — (and) can be strategic” The
asked “ Are there potential partners out there whose customers would welcome your organisation’s product or
services?” Furthermore, they added “selecting the right partner can firstly give you access to a much bigger
target market and secondly strengthen your brand.” And reminded us to “remember partnerships have to
beneficial or has provide mutual values to the both partners, or: benefit both parties, with clear goals and
responsibilities” (Chaffey and Smith, 2015, 2017; Smith 2016a). The work by Chaffey and Smith has had
significant positive impact on the development of the fundamentals of marketing such as the marketing mix
variable. And there is very close linkage with elements that constitutes the Platform (the P element of the
marketing mix), as seen below.

However, there seem to be a basic issue with the partnership mix elements. The problem is that these
variables are more related to highlighting methods of market entry or market entry strategies or expansion
strategies, which are particularly related to the emergency of the platform of the internet or necessarily arising
from the developments of the internet.

2.2.6 Platform (9" P) (Platform of the Internet)/(Digital marketing)

Reverting to the Platform, as previously stated, with the increase in globalisation, the 21% century
dynamic and technology based business environment has made it now necessary to consider adding the 8" P
mix element, which is the Platform of the internet. Platform of the internet is also “Digital marketing.
“Digital marketing (formerly called e-marketing or internet marketing) — is at the heart of digital business’
Chaffey and Smith, 2017) and also (Swabi, 2013; Dominci, 2009; Chaffey and Ellis-Chadwick, 2012). Its
involves ‘getting closer to customers and understanding them better, adding value to products, widening
distribution channels and boosting sales through digital marketing campaigns using digital media channels such
as search marketing, online marketing and affiliate marketing, etc’. ‘It also includes using the website to
facilitate customer leads, sales and managing after-services. As with mainstream marketing, digital marketing is
a way of putting the customer at the heart of all online activities eg getting different user groups to test your
website on different browsers in different settings on different connections’(Chaffey and Smith, 2017).
Alternatively put, ‘digital marketing (seen as e-commerce or internet marketing — ‘generally refers to as paid-
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for-transaction, whether B2C or B2B, but some commentators include all communications between customers
and business’(Chaffey and Smith, 2017). But ‘Digital business is broader, including e-commerce, and is a
means to optimise all business processes that are part of the internal and external value chain.’(Chaffey and
Smith, 2017). Importantly, ‘Digital marketing is best considered as how digital tools such as websites, CRM
systems, databases_can be used to get closer to customers — to be able to indentify, anticipate and satisfy their
needs efficiently and effectively (Chaffey and Smith, 2017). In relation the Platform of the internet, these
scholars outlined the five objectives of Digital Marketing or the five benefits of digital marketing: to grow sales,
Add value, Get closer to customers, Save costs and extend the brand(Chaffey and Smith, 2017; Swabi, 2013;
Dominci, 2009; Chaffey and Ellis-Chadwick, 2012)

The platform of the internet as an important marketing tool, arose from the advent of the phenomena of
digital marketing, which is predominantly about BRANDING. Alternatively, it is about Virtual Brand (VB)
and the Virtual Brand Community (VBC). With the introduction of the Platform, it is argued the phenomenon of
Virtual Brand Community could be added, which automatically enlarges the 4-8Ps now to 9" in total. Scholars
have defined “specifically, a virtual brand community is a group of people who share the same interest in a
particular brand or product” (Casald, Favian and Guinaliu 2008). So, unlike other marketing mix elements, the
Plaform, the VBC, is variable without any physical boundaries or barriers. With the platform there is the
increased risk of fraudulent activities: VBCs depend on individual users’ participation, both group unity and
awareness can strengthen users’ satisfaction with a VBC. So, a safe and enjoyable risk free VBC is paramount.
The criticism against the platform is that it is a relatively new and niche area with limited of few players but
huge interest and curiosity over this. However, it has a huge potential to develop over time, as technology
advances further and further, which is why it is most interesting and attractive phenomenon. In spite of all these
limitations, platform of internet is the way forward, as it is overwhelming controlling everything we do in this
21% century.

Justification for the 9™ P to be added.

The justification for this as follows: it offers a unique distinct platform for marketing of brands, which is a
fundamental aspect of digital marketing. Through the use a digital marketing platform (platform mix or VBC or
(Virtual Brands Communities) organisations advance their various on line activities. “VBC can be described as
aggregations of consumers that occur on the internet because of their interest in some brand or product” (Muniz
and O’Guinn as cited in Georgi and Mink 2012, 3). Alternatively, VBC’s are “the site[s] of complex brand
meaning creation and consumption efforts” (Mufiiz and Jensen Schau, 2007). It is added when a member is
trusting of the VBC that they are part of, it increases their amount of participation, and consumers who have a
positive participation experience are more loyal to the brand (Casalé, Favian and Guinaliu (2008). Trust is a
central aspect to guarantee the VBC’s survival. Trust factor, is crucial during conversations between on line
users(on line consumers). According to Cha (2009), that security is a major factor affecting a consumer’s
opinions toward social networking sites and can ultimately impact trust. Since VBCs depend on individual
users’ participation, both group unity and awareness can strengthen users’ satisfaction with a VBC (Casalo,
Favian and Guinaliu 2008). Similarly, the study carried by Casald, et al.,(2008) demonstrated the powerful
influence VBC had on online interaction between consumers can have on their buying behaviour.

The CIM itself sees the Platform as “ the process responsible for identifying, anticipating and satisfying
customer requirements profitably’(CIM, accessed 04/06/19 The Plaform mix could consist of: website location,
periodic reviews of the brand contents, stimulating advertising, building trust(trust is vital part of the experience
relating to the platform), as trust may lead to customer loyalty, positive participation experience, negative
participation experience (eg risk to fraudulent or scam or hackers, etc), attracting recommendations, checking
track records, what need — identity, ensuring consistency/competitiveness (to be more competitive), ensuring
shop windows — listing consistently, building strong perception is vital to ensuring online portfolio. So, the
platform is also about getting the planning processes right.

The Platform is a unique addition to the fundamental of marketing, in a way never experienced by
marketers until recently. In fact, this has brought about a paradigm shift in the way in which marketing is being
conducted or experienced. Thus, platform has been described as the VBC. A main topic being studied involving
social media as a marketing tool is VBC. So, it should be embedded in to the mix.

1. METHODOLOGY
Below there we constructed a table constructed, purposely for this paper. This is for ease in
understanding the subject for analytical purposes. The paper adopted a reviewing of relevant literature approach;
while drawing heavily from same (literature evidence). We used descriptive analysis to isolate the variables with
respect to the 4-9 P mix elements, as seen in the table (1) below.
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Table 1: A table highlighting contrasts among the 4-9°s by description of the key marketing mix elements

and their characterisations

4-9Ps
Marketing Mix Elements

Description of key elements & characterizations

1P Product

In fact, a product may take the several forms and shapes and colours. All
inclusive phenomenon, which encompasses whatever businesses/you offer
to the whole wide world for sale: represented by several elements: design,
quality of technology, branding, good or services, availability, features,
colour, package, warranties, guarantees, investments, tangible and/or
intangible, PLC,ROlI, etc In this context all Borden(1949);
McCarthy(1961); Kotler (2012); (Palmers, 2004).

2P Price

Going price, discounts, debts/bad debts, write off, mark up, loss, profit,
gross profit, net profit, differentiation, cyber frauds/scams, fraudulent
payments, list price, discounts, allowances, payment method, credit
terms(30 days trial), payments(trial and returns), with service (attendants
costs/tips) labour costs, overheads, raw material costs, warranties,
guarantees, cannot be patented, etc Borden(1949); McCarthy(1961);
Kotler (2012); (Palmers, 2004).

3P  Place

Locations (situation), ease of access, delivery modes (intermediaries,
channels of trade eg road(motorways, railways, waterways, airways, sub-
marines, pipelines(oil/gas,water); coverage, assortments, locations,
transportation, logistics, digital marketing(e-commerce/online marketing or
internet business), geographic, territorial, specific locations - street
markets, stock markets, fruit markets, bargain markets, boutiques, fried-
plantain market, restaurants, retail shops, offices, etc Borden(1949);
McCarthy(1961) ; Kotler (2012);(Palmers, 2004)

4"P  Promotion

Advertising, personnel selling (face-to-face), sales promotion, public
relation, direct marketing (direct mailing), publicity, corporate identity,
form of promotion, business-to-business(industrial marketing), consumer
marketing(business  to  consumer),  merchandising,  exhibitions,
demonstrations, window displays, etc, mainly paid-for forms; non-paid for
forms, PR, Publicity, etc  Borden(1949); McCarthy(1961); Kotler
(2012);(Palmers, 2004). .

5"P  Process

The process design, the specific procedures, the unique experience,
operationalisation, blueprinting approach, interior design, decorations,
reception areas design, customer experiences, customer delight,
organizational core service support, standardizations, measurements, CRM
systems, etc (Booms and Bitner, 1981; Eguruze (1996); Kotler (2012);
Palmers (2004).

6" P People

Personality, Business culture, staff recruitment, staff training, staff
development, assessment, involvement, control support, trust/participation,
delivery process, appraisals systems, etc (Booms and Bitner, 1981);
Eguruze, (1996); Kotler (2012);(Palmers, 2004)..

7" P Physical Evidence

Buildings, proof of purchases (receipts or tickets), appearances/uniforms,
the unique experience; elaborateness of interior design; elaborateness of
decorations; elaborateness of reception areas design; customer
experiences; image; customer delight; organizational core service support;
colour decorations & lightings eg, brightness, dark, red, white, etc (Booms
and Bitner(1981); Eguruze(1996); Kotler (2012); (Palmers, 2004).

8" P Partnership

Concepts and various marketing relationships (partnership marriages) such
as mergers and acquisitions, joint venture, agency, franchising, social
networking, collaborating, working together and sharing together,
achieving together, co-branding, affiliations, interconnectivity, influencers,
gate keepers, subsidiary, strategic alliances, etc. Chaffey and
Smith(2015, 2017); Smith( 2016 a&b); Kotler (2012).
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o p Platform  (of the | Variety of concepts from digital marketing: website (Location — as with
internet) land — securing prime and/or subprime positions is key to this), digital
media(all aps); branding (the phenomena of Virtual Brand (VB) and the
Virtual Brand Community (VBC), community; databases, search,
conversation, trust/participation; reviews/copy text; content, social media
utilizing ads and contents via (pay per click(PPC), display ads, search
engine optimizations(SEO), etc; social media marketing, filtering(bias), e-
commerce, online marketing, the various forms of electronic payments
(EP) — these include electronic funds transfer (EFT); electronic banking;
(EB); mobile banking(MB); electronic data interchange (EDI); telephone
banking (TB), cyber frauds/scams, etc. There are not exhaustive
list.(Chaffey & Smith, 2015; 2017); Smith, 2016a & b; Suabi (2013);
Kotler (2012).

Source: Authors’ construction 2019

Above in Table 1, the authors constructed table 1 to highlight the key contrasts among the 4-9 Ps by
describing the key marketing mix elements and their characterisations. This would have enabled readers to find
a rather complex detailed analysis of the 4" to 9" Ps marketing mix variables made easier and simpler to
understand. Again, please the 4-9Ps are listed not in any particular order, merely for convenience for the
purpose of analysis.

V. RESULTS AND DISCUSSION OF FINDINGS

4.1 Discussions

As seen above, in this paper, the 4-9Ps are analysed below. Scholars may add more elements as they
see fit. At least this offered a starting point for researchers, learners and scholars. The 4-9Ps are discussed in
more details below.

Of all the 4-9 mix elements, Product is the key to this. Product basically means good and services.
These terminologies are used interchangeably. In fact, a product may take the several forms and shapes and
colours. It is represented by several elements: design, quality of technology, branding, good or services, and
availability, etc. ~ All other elements are focused around the product. They include Price, Place (another term
for place is physical distribution), Promotion, Process, People, Physical Evidence, Partnerships and Platform.
The changing nature of product character is evident. The ability to adopt to change is critical in a fast changing
technological driven marketing digital world (Chaffey, 2012, 2015, 2016, and Chaffey and Smith, 2017).

Criticism

As previously stated, in spite of all the benefits by we identified a few challenges relating to the
developments of marketing mix framework. The main criticism against the marketing mix framework may that:
it could nor service the entirety of times. As times and needs change over time, so also the role and usefulness or
relavance of the mix elements also do change. The value of 4-7Ps was not defective. Rather the problem was it
was originally introduced to service products that are goods, not services. Which means the 4-7Ps were
traditonally meant to withstand or address or fulfil the marketing challenges relating to goods, not applicant to
services marketing. But over time, with the emergence of services marketing and its associated challenges,
came the 4-7Ps. These elements were purpisvley introduced to cater for the marketing needs of services, as
opposed to goods. Thererafter, and most recently, the 9" P, came along, following the development of digital
marketing platform, that is, the internet. As seen above, the ability to follow the changes is critical, in
accordance with the technological evolution. The awareness of these isssues is fundamental in this.

V. INTERPRETATIONS

5.1 Research limitations/implications

Digital marketing in fact, is a relatively new field in research as a subject compared to mainstream
marketing. As such, it has relatively less research studies on it. This calls for the need to do more with respect
to research effort in this niche aspect of marketing, which is increasingly becoming the future trendy demand
area in marketing. At the same time, it is equally one of the fastest growing areas of marketing that any serious
21 marketing player should afford to ignore. Technological advancement is already known to be an external
factor or threat to many in the business environment, and this

This paper therefore was constraint by certain limitations. The research only relate to the purpose of
this article: to examine if the 9" Ps model be added to the mix. Marketing mix is the fundamentals of
marketing, which presently consists of 7P’s. As the study is limited to the 4-9Ps within the mix, we did not
attempt to go beyond this. This implies that there is a great potential and scope for further research.
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5.2 Practical implications

This research equally highlighted some practical implication for policy makers. One of which is that,
from a digital marketing policy perspective, there should be a greater emphasis/reflection on meeting the digital
skills needs of people at individual levels, as welll as socieal level. This need is not peculiar to one cuntry. In
fact, it is a global need — digital marketing. Similarly, there should be a digital gap analysis: “according to the
(experts) PriceWaterhouseCoopers predicts that 44% of workers with low (digital marketing) education are at
risk of their jobs being automated by the mid-2030s” (with respect to the UK, ”(Klimaki, 2019:4). Which
means that, crucially, a lack of understanding of the platform language in particular, and digital marketing in
general, would lead to loss of compeitiveness or may exacebate reductions in competiveness, for countries that
are less digital friendly.
5.3 Value and benefits

Importantly, this paper may result in enhanced awareness in certain values such as comeptive edge.
Which means that adding the 9" Ps would significantly to increases or enhances the quality of digital
marketing (e-commerce or online marketing, capabilities in a 21% century highlighy competitive digitalised
world. It is important that “a continuous digital education is vital botht for individual workers needing to see
improvements in their personal employability or employable skills and opportunities, but also for advances in
the economy as a whole, arising from digital competnecy. Additinally, for employees who are conscious of
career development, it is critical to take a lead in developing a digital upskilling programme that reflects 21*
century changing workplace demands. According to recruitment and specialists (Klimaki, 2019:4),
understanding digital skill should be seen as a specialist and critical, not a basic skill, and could lead to gaining
competitve edge over competitors. Furthermore, it is argued that staying up-to-date with technology is crucial in
relation to career development, individivially as a citizen and collectively as a country in an increasingly
digitalised competitive world(Klimaki, 2019:4).
5.4 Originality

This is a conceptual and literature development paper and the authors endeavoured to formulate a table
(Table 1) linking previous 4-7P’s to the 9™ Ps, and highlighted their impact on digital marketing in an
increasingly more sophisticated 21st century competitive world. In that sense, it made some addition to the
marketing mix, which is so fundamental in the 21 century marketing environment.

5.5 Benefits & implications

The paper highlights the numerous benefits associated with understanding application of digital
marketing (the Platform of the internet). It is about the need to change with time, adaptations and learning
positively, being open mindedness and inclusiveness. Ability to work collaboratively with partners or others,
enjoying possible synergies that might come along with these possibilities

Its about realizing to catching on and catching up with new opportunities; new technologies make new
things possible, new innovations and new creations which might lead to a whole new ways of thinking and
living that be helpful and useful to the future challenges. Like technological entrepreneurs that might be able to
explore and discover new things and new ways that are previously unthinkable or thought impossible.

More so, we would benefit from the speed, fastness and possible reliability and therefore reductions in costs in
relation to productivity and more economic growth, etc

5.6 Implications for social marketing

Social marketing is about creating values, opportunities for all. It is force for good causes. It is seen as
a provider of positive social change, thus generally perceived as a change agent in society and it stands for the
good of the population at large. In that context, as the name suggests, it stands for the people’s values, concerns
and promotes quality of life, welfare and wellbeing of the people and society. It highlights and promotes good
causes. Which is why in re-visiting the evolution of social marketing it could be recalled that learning its roots,
it humble beginning was driven by the public or peoples concern? The pioneering scholars of social marketing
defined as “an approach to planned social change” or “ a designed implementation and control of programmes
calculated to influence the acceptability of social ideas and involving considerations of product planning,
communications and marketing research”(Kotler and Zaltman, 1971:3-12). This definition came about in direct
response to the very basic but critical question in which Wiebe asked, Zaltman, why can’t we market
brotherhood, as we do to soaps?(Wiebe, 1951). Which means there was a concern for change and the churches
were exploring their desire for change by utilizing commercial or traditional marketing concepts, techniques and
methods in marketing brotherhood? This suggests churches were inadequately marketed prior to the intervention
of social marketing.
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So, this singular action was there to radicalize the way in which marketing was used to effect social change in
running churches and other non-profit making, non-commercial, and non-governmental organizations(Eguruze,
1996), as well as in marketing public sector and/or governmental services, social marketing is relevant and
useful(Walsh, 1994) and even service marketing(Palmer, 2004). The parallel to this paper in relation to the call
for Platform of the internet to be added or included, shares some similarity. Today many of the modern churches
are employing social marketing techniques. To this end, Nigerian economic institutions should endeavour to
ensure that they achieve positive social change by responding towards satisfaction of human needs or the needs
of the citizens, which is a fundamental social responsibility they have over the citizens, but which they are
largely currently failing to achieve in Nigeria(Gough, 1994; Andreansen, 1995, 2002, 2006; Smith, 1776,
Keynes, 1934, Schumpter, 1934; Crane and Matten, 2016).

In relation to this paper, similarly, the most vulnerable segments of society:

those disadvantaged citizens, including young people and community organizations, are seeking policy makers
to ensure national revenues to be spent judiciously as possible and promote digital marketing opportunities for
all. In fact, developing young people’s capabilities and community organisations’ well being should be a social
priority (Sen, 1993; Gough, 1994) and more so, it should seen as a critical part of the wealth of the
nation(Smith, 1776). So, in same way, young people and community organizations those are part of the
vulnerable segments of society with less or no power and wealth and authority, seeking employment
opportunities through improvement in digital skills, so as to enhance their employability. Policy makers do not
have to over step or ignore the fundamental human right of young people and community organizations to
exercise their superiority in terms of power authority and wealth to deny, deprive young people and community
organizations from employment opportunities or opportunities to make progress on policy making and economic
development (UDHR, 1948; African Charter, 1981; UNCRC, 1999,2014; ICESCR 1996). A good part of
leadership should be about pragmatism and being humane, acting for and on behalf of the people, not against the
needs of the people. It would a humane to create jobs for young people and the communities. To do this will be
a win for all in the society. The most important social obligation as leaders and policymakers is secure and safe
future and welfare and well being of the future generation leadership. Social marketing calls for effective change
of policy making, attitudinal and behaviourial changes that move towards problem solving, solution providing
and ultimately satisfying needs and wants of the people, including young people and community organizations,
from a strategic social marketing perspective(French and Ross, 2015; Eguruze, 2016, 2017, 2019).
The authors also highlighted how useful and helpful with the application of digital marketing tool into
handicraft marketing. The Platform of the Internet had helped to transform the marketing methods of paitker
painting by rural women and indigenous people in the Jharkhand region of India. It is important to note
therefore that, one of the fundamentally critical ways of creating value within disadvantaged rural communities
is by adopting the digital application through the framework of social entrepreneurship (SEs), which contains
the most significant roles of SEs: social leadership, influencing policy making, motivating/inspiring rural
women and indigenous people to help themselves, creating local employment, and building (strategic) networks
and collaborative working together, amongst others (Kumari,2017). We learnt how digital application actually
helped linked target markets to their handicraft products through on line connectivity.

VI. CONCLUSION AND RECOMMENDATIONS

In this paper, the marketing mix elements were discussed. It was argued the 9" Ps be added to the mix,
as it would make more meaningful effort in a 21% century marketing environment — with respect to digital
marketing.

So, also, the problems associated with gradual expansion of the marketing mix framework were briefly
highlighted. Interplay of time, difference characteristics relating good and services, as well as other
environmental factors, over time was a critical determining factor in all of these.

As with (Bitner (1991), Booms and Bitner (1981) and Gronroos(1994), this was seen as a shift in
paradigm with respect to the digital marketing and marketing mix composition. Which means that the mix
elements that needed to be put in consideration in any digital marketing programme is no longer the original 4-
7" Ps, instead the 4-9" Ps would be more applicable with respect to the new marketing environment.

Most importantly, all the 4-9P’s are all individually and collectively unique and relevant at one point in time or
another.

As recommendations, the paper therefore suggest as follows (i) The role of the 9" P should be
embedded into any marketing programmes, as a vital digital tool. (ii) Ensure citizens are encouraged to take
advantage of the shifts in paradigm with respect to gaining digital marketing knowledge, which is crucial in this
21% century competitive work environment. (iii) The lack of understanding of digital marketing skills would
lead to loss in competiveness not only individually but collectively as a country. (iv) In fact, investing in digital
knowledge should be encouraged, as it would be helpful in terms of filling the digital skill gap. (iv) The addition
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or inclusion of digital marketing would significantly enhance the chances of facilitating quality of marketing in
this 21* century digital age. (v) More importantly, this finding highlights a shift in paradigm with respect to the
4-9 Ps discourse, (vi) Crucially, a further research be embarked on digital marketing, as an extended empirical
paper to this, as this was literature and conceptualisation paper. (viii) Global policy makers should realise that,
in a 21% century competitive market place/work environment, “staying up-to-date with technology is
crucial”(Klimaki, 2019:4). In fact, a basic specialists digital knowledge can give you that competitive edge
(Klimaki, 20129; Porter, 2008,2011;Ricardo, 1817). (ix) Disadvantaged communities and institutions ought to
endeavour to be themselves, try and original and learn to be creative and innovative, utilising grass roots
resorces to its full potential rather being dependent or following other advantageous, countries or communities
thereby enriching and empowering others communities already well off, at its own detriment in relation to
resource management and desire to be self sufficient, using the competitive spirit (Porter, 2008, 2011; Ricardo,
1817). (x) Finally, there is need to keep up with technological changes and take advantage of the massive
benefits that following it. Alternatively be prepared to adapt to the ongoing evolutionary changes around the
globe, largely driven by technological advancements (Chaffey, 2012, 2015, 2016, and Chaffey and Smith,
2017).
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