
© 2024 IJNRD | Volume 9, Issue 4 April 2024| ISSN: 2456-4184 | IJNRD.ORG 

IJNRD2404145 International Journal of Novel Research and Development (www.ijnrd.org) 
 

 

b356 

c356 

Subject- "Unlocking Business Growth: The Four 

Pillars of Effective Marketing"  

AUTHOR - AMAN KUMAR 

 

In today's era, we witness daily emergence of new and inventive products. 

Everywhere—on radio, TV, websites, social media, magazines, and other platforms—they have been 

promoted. Business organizations are engaged in a variety of activities aimed at achieving their goals and 

objectives like production, logistics, marketing, finance and etc to develop their product. However, how do 

these products reach us physically, or how do customers get to know about the products produced? "Companies 

take a number of actions to guarantee that their goods or services are received by customers. This is achieved 

by means of marketing. Organization has separate department for marketing research, with all activities being 

under the purview of the department of company product and services are done. It is imperative that all 

organizations incorporate market research into their business operations in the current digital era. Any company 

that wants to keep ahead of the current market competition must now do this.   

   
We will discover more about what marketing is in this piece, along with the four principles of 

marketing.   

  

1.0 What Is Marketing?   
The process of promoting and selling goods or services to consumers is the core of marketing. It serves as a 

conduit between the company and its clients. In order to create and capture value for the consumer and the 

business, marketing involves a variety of activities such as market research, product creation, pricing, 

distribution, advertising, branding, and customer relationship management. It's all about bringing in new 

clients, keeping them satisfied, offering post-purchase services, and trying to keep them around for as long as 

you can. The primary goal of marketing is to generate interest in any given good or service, as this generates 

leads or potential customers. Having a good marketing is an advantage is like having a gun in a knife fight. 

let’s take an example of marketing- Consider that the makers of The Blair Witch Project spent $350,000 making 

the film and $11 million to market it. Every firm needs to concentrate on the four Ps -product, place, price, and 

promotion play a significant role in devising an effective marketing. 

   

1.1 Product  
A product is the item offered for sale. A product is any tangible or intangible offering that can satisfy a need or 

want of a consumer. Tangible products are real, actual things like vehicles, clothes, and smartphones that can 

be held, felt, and seen. Conversely, intangible products are experiences or services that offer value to consumers 

but are not tangible, like banking, entertainment, or education. The product does not necessarily have to be a 

physical good. It can be an idea, a viewpoint, an institution, a culture, or a geographical place. A marketer must 

completely understand the product, its width, length, and the line he is offering the customers. Branding of the 
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product should be such that the customers find it interesting, and they must be able to distinguish it from others. 

A product needs a name: a name that people remember and relate to. A product with a name becomes a brand. 

Labelling and Packaging must be done according to the nature of the product. There are four paths of companies 

decide that how to sell the product.  

    

 Selling something that already exists.    

 Making something that someone asks for.    

 Anticipating something that someone will ask for.   

 Making something that no one asked for but that will give buyers great delight.   

   

1.2 Price  

After the product features and functions have been performed, the next stage is proper and adequate pricing of 

the product. For this, various things must be kept in mind. First, pricing decisions must be taken after seeking 

the competitor's product pricing. It's about finding the right balance between what customers are willing to pay. 

price also depends on demand. In some cases, business decision-makers may raise the price of a product to 

give it the appearance of luxury or exclusivity. Or they may lower the price so more consumers will try it. It 

includes the cost of production costs as well as the profit margin set by the business. There are various ways 

of pricing the products like penetration pricing, cost-based pricing, target return pricing, competition-based 

pricing, bid pricing, demand-based pricing, perceived value pricing, etc. After this, the cost is determined, and 

competitor pricing is considered. Then, the proper pricing method is selected to fix the final price of the goods 

or services.   

1.3 Promotion  
Promotion is one of the four key components of the marketing mix, often referred to as the 4Ps. The primary 

purpose of promotion is to create awareness, generate interest, stimulate demand, and ultimately drive sales. 

The goal of advertising is to sell a dream or a solution, not the facts about a thing. Advertising should speak to 

the desires of your target audience. Products can be advertised through print media, broadcast media, the 

internet, mobile phones, posters, etc.  Ads primarily create product awareness, sometimes product knowledge, 

less often product preference, and more rarely, product purchase. That’s why advertising cannot do the job 

alone. Another way is through personal selling, where customers or consumers are approached individually by 

the salesmen. Thus, a salesman must understand customers' needs, have complete knowledge of the customers, 

and have convincing power. Then, there is sales promotion, which acts as a link between advertising and 

personal selling. There are many ads which are not particularly creative, and most are not memorable like auto 

ads. “In our factory, we make cream. In our advertising, we sell hope.”   

To reach their target audiences, marketers often combine placement and promotion strategies. For instance, 

"place" and "promotion" aspects are equally important online and offline in the digital age. In particular, the 

places on a business's website or social media pages where a product is featured, as well as the kinds of searches 

that will result in the product's targeted advertisements. According to David Ogilvy cautioned: “Never write 

an advertisement which you wouldn’t want your own family to read. You wouldn’t tell lies to your own wife. 

Don’t tell them to mine.”   

 

1.4 Place  
The last P represents a place. Once a company has a product that fulfils a demand, a price that customers can 

afford and a promotion strategy that they can use to raise awareness of their product, they use a place to 

distribute that product and make sales.  It’s not totally about physical distribution. It also talks about through 

direct sales, retail outlets, online platforms, or a combination of these or others. By using distribution channels, 

customers can easily access the good and service. Ultimately, a well-implemented place strategy ensures that 

the product or service is accessible to customers, increasing customer satisfaction and driving up sales. 

Customers' needs and preferences must be properly addressed, which requires one to act responsibly and be 
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present at the proper time and location. In two-level channels, retailers and wholesalers are both present. To 

sum up, agents play a critical role as intermediaries in three level channels. Putting a product in the right place 

and making it accessible to customers could boost a seller's sales. To determine the best locations, marketers 

take into account information about their products as well as the characteristics of their target audience. Greater 

odds of sales over an extended length of time are associated with the correct place and time. 1 

 

2.0 Market segmentation    

2.1 What is market segmentation?   

Marketers can use the approach of market segmentation to break up their consumer base into smaller groups 

according to shared attributes like location, income, age, and interests. Segmenting the market makes it easier 

to comprehend and target. Businesses can increase customer happiness, develop more tailored and pertinent 

services, and boost overall marketing effectiveness by segmenting the market. The practice of taking a large 

market and dividing it into different groups (also known as segments) based on needs or qualities is known as 

segmentation.   

For instance, a brewery's broad target market comprises of people who enjoy eating and drinking pub-style 

cuisine and beer. However, there are numerous market sectors when examining the target market.    

A section that enjoys eating vegetarianism, drinking IPAs, spending less money, and drinking more alcohol, 

preferring beers with inventive names, and hosting dinner for their entire family are all possible ones to identify.    

What makes segmentation crucial for marketing teams, then? Comprehending parts can be beneficial in various 

aspects. In summary, we can put it this way:    

Marketers may target the right consumers with the correct offers and messaging by using segmentation.    

Using the brewery as an example once more, suppose the marketing department discovered a lucrative niche 

in the market comprised of well-to-do families with little children. By concentrating their marketing efforts on 

one specific market niche, the marketing team may attempt to attract this audience to their company.   

For instance, the marketers may design a promotion for a kid's meal or set up some outside furniture with a 

kid-sized play set. They would display their ads in locations where parents are likely to notice them, 

emphasizing in their messaging the family-friendly environment and possibly include pictures of families 

dining out.   

There are some Market Segmentation:    
 Enter new markets. 

 Build products that solve customer pain points.   

 Streamline sales processes. 

 Drive more revenue from email marketing.   

 Drive more revenue from social media marketing.  

   
There are 4 Key market segmentation: ▪ Demographic 

segmentation.   

 Psychographic segmentation   

 Geographic segmentation   

 Behavioural segmentation   

   

   

2.1.1 Demographic Segmentation  
Demographic segmentation is the categorization of consumers according to several attributes such as age, 

gender, income bracket, family structure, and more. Due to its ease of identification, this kind of segmentation 

                                                 
1 https://www.knowledgehut.com/blog/digital-marketing/what-is-marketing 
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is the most popular. Understanding your audience and how to best target them with your marketing can be 

aided by demographic segmentation. Demographic segmentation gives you unbiased data on the people who 

are considering your offering.    

    

• Age group  

The most fundamental factor of all is age, but it's also the most significant since as people age, their preferences 

alter more and more. Nearly all advertising initiatives focus on audiences according to their age.    

Generational differences also exist in age segmentation: baby boomers, Gen X, millennials, etc. Members of 

each of these distinct groups frequently have similar traits and ways of thinking because they were all born 

around the same period and had comparable upbringings. Because baby boomers and gen X behave and think 

differently from one another, targeting them with the same offer and marketing approach is likely to result in 

unfavourable outcomes.  Generations and age groups vary not only in what people buy, but also in how they 

react to advertisements. They frequently speak on several platforms and have distinctive speech patterns. For 

instance, while elderly enjoy their email inboxes, millennials can spend the majority of their time on Facebook 

and Instagram.   

• Gender    

In general, the likes, dislikes, wants, and mental processes of men and women differ. For example, very few 

males use cosmetics, while the majority of women do not wear boxers. In addition, women are more likely 

than males to contribute to charity causes and to undertake most of the grocery shopping in the home.   

• Revenue    

Targeting customers who cannot afford your goods or services is pointless. You wouldn't recommend a 

Mercedes or Ferrari to someone who is unable to pay for one, after all. You can typically obtain data to support 

consumer spending on both the higher and lower ends of the spectrum once you know the range of incomes 

that your target audience falls into. Many businesses utilize this information to provide various product levels 

to customers according to their financial level. For instance, Sampo, Masala, and airplanes.    

• Family status  

 Compared to single people or couples without children, families with children have different demands. The 

firm designs its products and services with both single couples and couples with children in mind.  2 

   

2.1.2 Psychographic segmentation   
  

A marketing research technique known as psychographic segmentation divides consumers into groups 

according to psychological traits that affect their purchasing habits, personalities, values, beliefs, lifestyles, 

attitudes, and a host of other characteristics. You can discover not just the characteristics of your customers but 

also their thought processes and life goals.    

  

• Character    

A clothing manufacturer may divide up its clientele based on personality traits. For instance, they can create a 

marketing campaign with products that stand out from the competition if they group clients based on 

personality and discover that many of them prefer being the centre of attention.    

• Lifestyle    

To better understand their target demographic, coffee companies might divide up their clientele based on 

lifestyle and daily routines. For instance, they might identify a market niche of clients who lead active, health-

conscious lifestyles, to whom they can market coffee items that increase metabolism or energy beverages.    

 

 

 

                                                 
2  https://instapage.com/blog/demographic-

segmentation/#:~:text=Demographic%20segmentation%20is%20a%20precise,the%20most%20commonly%20used%20method 

 

http://www.ijrti.org/
https://instapage.com/blog/demographic-segmentation/#:~:text=Demographic%20segmentation%20is%20a%20precise,the%20most%20commonly%20used%20method
https://instapage.com/blog/demographic-segmentation/#:~:text=Demographic%20segmentation%20is%20a%20precise,the%20most%20commonly%20used%20method


© 2024 IJNRD | Volume 9, Issue 4 April 2024| ISSN: 2456-4184 | IJNRD.ORG 

IJNRD2404145 International Journal of Novel Research and Development (www.ijnrd.org) 
 

 

b360 

c360 

 

• Status social  

A premium car manufacturer may find that some of its clients aren't as well-off as they had previously assumed. 

By separating low-income consumers from other clients, this business could market its more reasonably priced 

cars to individuals who are most likely to buy them.                                       

• Attitudes  

Recall that upbringing affects a person's attitudes. For instance, a business that sells home décor may discover 

that a significant portion of its clientele is religious. They can begin creating and marketing religious products 

for interior design with this knowledge.     
  

2.1.3 Geographical segmentation   
  
A marketing tactic known as geographic segmentation splits a market into various geographic sections or 

regions according to a given place, such as a nation, state, city, or neighbourhood. Prior to delivering the goods 

and services, its primary goal is to comprehend the market and audience. Grouping people into distinct 

categories or groups according to their place of residence is known as geographic segmentation. Customers are 

divided into groups according to variables such as population, temperature, food preferences, attire, and so 

forth. In addition to their place of residence, in this kind of market segmentation. Because a customer's 

residence influences their decisions and routines. A business can design marketing initiatives that are more 

successful. Additionally, goods that, by considering these variations, more effectively satisfy the demands of 

customers in every area.  Using regional segmentation, we are able to ascertain market trends and patterns that 

impact the demand for your good or service. Furthermore, regional segmentation provides you with relevant 

data that can assist you in creating more effective marketing strategies and positioning your company 

appropriately. To give a simple example, during the winter months, people prefer to drink tea and coffee and 

ask to be dressed in winter clothing. Conversely, during the summer, people prefer to wear summer clothing 

and drink cool beverages (soft drinks).  

• Location   

By including a tiny area, such as a neighbourhood, or a huge area, such as a continent, with towns, cities, states, 

and countries in between, this variable can have an impact on geographic segmentation.    

The types of sales ads you receive may change if businesses have access to your location data. For instance, 

Google search results for nearby restaurants in New York City will utilize your location (based on your device's 

IP address) to find nearby locations to visit within a specific radius.   

• Climate  

Selling goods that are suitable for the local environment, weather, and season is known as "climate 

segmentation." This indicates that the appropriate goods and services are selected considering the climate.  

For instance, warm clothing and boots are essential to your comfort and safety if you're considering a journey 

to Antarctica. As a result, if you make winter boots, say Cool Antarctica, your product marketing plan centres 

on attracting travellers who are looking for vacation spots in that area.   

  

• Culture  

It could be necessary for you to modify your products to accommodate for cultural differences and sensitivities. 

things are not considered appropriate in particular cultures or countries, and certain customs have dress codes 

that must be followed. For instance, the business takes cultural differences into account when operating 

McDonald's. McDonald's does not serve any beef or pork in any form at any of its restaurants in India. The 

Indian McDonald's menu offers 100% vegetarian Indian burgers in place of ground beef and pork patties.   This 

is because Indian meals have been influenced by various religions for a very long time. Hindus abstain from 

eating beef because they revere cows. There is no beef on the McDonald's menu in India since most people 

their practice Hinduism. Moreover, pork is not allowed out of respect for Muslims.   
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• Population  

Knowing who the potential clients are in your area is a crucial component of any marketing efforts. Because 

you are more likely to be able to relate to and service clients within your target audience groups, population 

density or type will aid in the creation of successful marketing campaigns.    

Since distribution is simpler and there are more target consumers in cities, a brand may decide to sell there 

rather than in a rural location. However, compared to a less varied rural agricultural community, a Chinese 

grocery store might trade more in a city region with South Asian communities.    

For instance, Japanese nationals looking to cut expenses are increasingly choosing to stay in capsule hotels in 

China and Japan.  However, there is a growing demand from travellers for classic hotels.   

  

• Language  

Not everyone is able to read marketing in Mandarin, Spanish, or English, or wants to. Languages specific to 

the intended audience must be used for labelling, internet communication, and promotion.    

Through the use of regional segmentation, we are able to ascertain market trends and patterns that impact the 

demand for your good or service. Furthermore, regional segmentation provides you with relevant data that can 

assist you in creating more effective marketing strategies and positioning your company appropriately. To give 

a simple example, during the winter months, people prefer to drink tea and coffee and ask to be dressed in 

winter clothing. Conversely, during the summer, people prefer to wear summer clothing and drink cool 

beverages (soft drinks).  3 

   

    

2.1.4 Behavioural Segmentation  

  
Behavioural segmentation is a fundamental concept in marketing, whereby customers are categorized based on 

their purchasing, product usage, brand-related behaviour, and response to marketing stimuli. This approach 

recognizes that consumers have a diverse variety of interests and buying habits, which can significantly 

influence the products they choose to purchase. Businesses that divide their customer base according to 

behaviour can more effectively tailor their marketing campaigns to the distinct needs and preferences of 

different customer groups. In this essay, we will look at the significance of behavioural segmentation, its key 

components, and its practical uses in contemporary marketing techniques.   

   

The foundation of behavioural segmentation is the notion that the activities and behaviours of consumers reveal 

their preferences, requirements, and motivations. In contrast to demographic or geographic segmentation, 

which concentrate on exterior factors like age, gender, wealth, or location, behavioural segmentation goes 

deeper into comprehending the reasons behind the behaviours of customers. It looks for common behavioural 

patterns among customers so that it can categorize them appropriately.   

 

• Segmentation based on purchase and usage behaviour.  

Customers' diverse trends and behaviour patterns while making decisions about purchases are separated out 

through segmentation based on purchase behaviour. This type of behavioural segmentation offers information 

about your customer's potential purchase stage, their place in the process, the challenges they face, the 

incentives they are most likely to accept, and a lot more.    

         To ensure they are making the best choice when making a purchase from you, consumers who prefer to 

conduct their own research will frequently consult search engines or reviews. Conversely, customers who are 

extremely frugal could only interact with your brand or product during sales.   

 

 

                                                 
3 https://www.questionpro.com/blog/geographic-segmentation/ 
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• Occasion or timing-based segmentation. 

Events might include life events like a wedding, a move into a new home, or a vacation, as well as national 

festivals like Labor Day and Christmas. A customer's regular activities may also involve occasion-based 

purchase. A caffeinated morning beverage and a round of drinks during happy hour after work are two examples 

of occasion-based purchases because they are only made during specific periods.    

                                             By grouping clients based on this type of segmentation, you may anticipate the 

targeting process by keeping an eye on a customer's purchasing habits and identifying patterns.    

You can use this information to promote to a consumer in the coming weeks, for instance, if they regularly 

engage in your Thanksgiving specials but do not make any other purchases from you.    

• Benefits sought segmentation.  

Let's get into more detail. When we make purchases, we do it with the expectation that the good or service will 

provide a particular amount of value or benefit.    

  

Even for everyday purchases like toothpaste, consumers tend to gravitate toward distinct value propositions: 

While some could be seeking teeth-whitening advantages, others might be seeking relief for their irritated 

gums. Segmentation yields the desired results when consumers are divided according to these criteria.   

 

• Segmentation based on customer loyalty: -   

Focusing on current repeat customers, their requirements, behaviour patterns, and other details is made easier 

by using loyalty-based behavioural segmentation. In addition to bringing in repeat business, devoted clients 

are very helpful for recommendations, word-of-mouth marketing, and customer feedback.4 

Conclusion: 

In today's dynamic and competitive business landscape, effective marketing is essential for unlocking growth 

and sustaining success. Through the exploration of the four pillars of effective marketing - product, price, 

promotion, and place - businesses can navigate the complexities of the market and connect with their target 

audience. Product development lies at the heart of marketing, where understanding consumer needs and 

preferences is paramount. Price determination involves a strategic balance between cost, competition, and 

perceived value. Promotion encompasses various strategies to create awareness, generate interest, and 

stimulate demand. Finally, place strategy ensures accessibility and convenience for customers, maximizing 

sales opportunities. And market segmentation enhances the precision and effectiveness of marketing efforts by 

breaking down the consumer base into smaller, more manageable groups. Demographic, psychographic, 

geographic, and behavioural segmentation enable businesses to tailor their marketing messages and offerings 

to specific customer segments, thereby increasing relevance and resonance. In conclusion, integrating these 

principles and strategies into marketing initiatives empowers businesses to not only attract new customers but 

also foster long-term relationships and drive sustainable growth. By continuously adapting and refining their 

marketing approaches in line with evolving market dynamics and consumer preferences, organizations can 

position themselves for success in the ever-changing business landscape. 
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