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Decisions
 
r
el
a
t
ed
 
t
o
 
the
mar
k
e
ting
 
mix
All
 
businesses
 
h
a
v
e
 
choices
 
t
o
 
ma
k
e
 
when
 
it
 
c
omes
 
t
o
 
mar
k
e
ting
 
their
 
p
r
oducts:
) (
•
•
•
•
) (
Wh
a
t
 
shall
 
the
 
price
 
be?
Wh
a
t
 
is
 
the
 
be
s
t
 
design
 
f
or
 
the
 
p
r
oduct?
Whe
r
e
 
should
 
it
 
be
 
s
old?
H
o
w
 
should
 
the
 
p
r
oduct
 
be
 
p
r
omo
t
ed?
) (
These
 
decisions
 
and
 
how
 
th
e
y
 
r
el
a
t
e
 
t
o
 
each
 
other
 
a
r
e
 
kn
o
wn
 
as
 
the
 
mar
k
e
ting
 
mix,
 
of
t
en
r
e
f
er
r
ed
 
t
o
 
as
 
the
 
4
P
s
 
of
 
mar
k
e
ting
 
–
 
price,
 
p
r
oduct,
 
place
 
and
 
p
r
omotion.
) (
Place
) (
The
Mar
k
e
ting
Mix
) (
Price
) (
P
r
omotion
) (
P
r
oduct
)
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E
v
e
r
y
 
p
r
oduct
 
sold
 
will
 
h
a
v
e
 
dif
f
e
r
e
n
t
 
c
ombin
a
tions
 
of
 
these
 
f
our
 
f
ac
t
o
r
s
 
and
 
these
c
ombin
a
tions
 
will
 
chan
g
e
 
o
v
er
 
time.
 
None
 
of
 
the
 
4
P
s
 
c
an
 
be
 
igno
r
ed,
 
but
 
priority
 
will
 
be
gi
v
en
 
t
o
 
dif
f
e
r
e
n
t
 
c
ombin
a
tions
 
of
 
the
 
f
our
 
f
ac
t
o
r
s.
 
The
 
priorities
 
a
 
business
 
will
 
decide
 
upon
will
 
depend
 
as
 
much
 
on
 
the
 
needs
 
of
 
c
onsume
r
s
 
and
 
the
 
actions
 
of
 
c
omp
e
ti
t
o
r
s
 
as
 
upon
the
 
n
a
tu
r
e
 
of
 
the
 
p
r
oduct
 
or
 
se
r
vice
 
itsel
f
.
 
The
 
eleme
n
ts
 
of
 
the
 
mar
k
e
ting
 
mix
 
which
 
h
a
v
e
priority
 
will
 
v
a
r
y
 
o
v
er
 
time,
 
depending
 
on
 
the
 
n
a
tu
r
e
 
of
 
the
 
mar
k
e
t
 
in
 
which
 
the
 
p
r
oduct
 
or
se
r
vice
 
is
 
being
 
sold.
) (
Global
 
b
r
ands
 
and
 
mar
k
e
ting
) (
The
 
d
e
v
elopme
n
t
 
of
 
global
 
b
r
ands
 
has
 
been
 
one
 
of
 
the
 
mo
s
t
 
impor
t
a
n
t
 
chan
g
es
 
in
 
h
o
w
p
r
oducts
 
a
r
e
 
mar
k
e
t
ed
 
ac
r
oss
 
the
 
w
orld.
 
B
r
ands
 
th
a
t
 
c
r
oss
 
i
n
t
ern
a
tional
 
bo
r
de
r
s
 
a
r
e
li
k
e
 
g
old
 
du
s
t
 
t
o
 
c
ompanies.
 
Businesses
 
th
a
t
 
a
r
e
 
able
 
t
o
 
ma
k
e
 
their
 
p
r
oducts
 
appealing
t
o
 
c
onsume
r
s
 
in
 
ma
n
y
 
dif
f
e
r
e
n
t
 
c
ou
n
tries
 
c
an
 
ben
e
fit
 
f
r
om
 
signifi
c
a
n
t
 
mar
k
e
ting
 
and
p
r
oduction
 
e
c
onomies
 
of
 
s
c
ale.
 
R
eaching
 
millions
 
of
 
po
t
e
n
tial
 
c
onsume
r
s
 
a
r
ound
 
the
 
w
orld
with
 
a
 
mar
k
e
ting
 
s
t
r
a
t
egy
 
th
a
t
 
dif
f
e
r
s
 
v
e
r
y
 
little
 
f
r
om
 
one
 
c
ou
n
t
r
y
 
t
o
 
another
 
c
an
 
dri
v
e
 
d
o
wn
c
o
s
ts
 
and
 
inc
r
ease
 
p
r
ofit.
 
Global
 
supe
r
s
t
a
r
s
 
c
an
 
be
 
used
 
t
o
 
p
r
omo
t
e
 
a
 
p
r
oduct
 
th
r
oughout
the
 
w
orld
 
be
c
ause
 
th
e
y
 
h
a
v
e
 
uni
v
e
r
sal
 
appeal.
 
G
e
tting
 
the
 
li
k
es
 
of
 
D
a
vid
 
Beckham
 
t
o
p
r
omo
t
e
 
y
our
 
p
r
oduct
 
c
an
 
boo
s
t
 
global
 
sales
 
massi
v
el
y
,
 
fully
 
ju
s
ti
f
ying
 
the
 
enormous
 
f
ee
such
 
a
 
supe
r
s
t
ar
 
m
a
y
 
c
ommand.
) (
The
 
mar
k
e
ting
 
mix
 
in
 
dif
f
e
r
e
n
t
 
c
o
n
t
e
xts
) (
H
o
w
 
the
 
mar
k
e
ting
 
mix
 
is
 
applied
 
will
 
dif
f
er
 
in
 
a
 
v
ari
e
ty
 
of
 
c
o
n
t
e
x
ts:
) (
•
•
•
•
•
•
) (
lo
c
al
 
mar
k
e
ts;
n
a
tional
 
mar
k
e
ts;
global
 
mar
k
e
ts;
g
oods
 
or
 
se
r
vices
 
mar
k
e
ts;
nic
he
 
mar
k
e
ts;
mass
 
mar
k
e
ts.
) (
Lo
c
al
 
mar
k
e
ts
 
all
o
w
 
specific
 
mar
k
e
ting
 
t
actics
 
t
o
 
be
 
used,
 
ada
p
ting
 
the
 
4
P
s
 
t
o
 
lo
c
al
 
t
a
s
t
e
 
and
in
c
omes.
) (
N
a
tional
 
mar
k
e
ts
 
need
 
mo
r
e
 
c
onsi
s
t
enc
y
.
 
A
 
n
a
tional
 
mar
k
e
ting
 
s
t
r
a
t
egy
 
needs
 
t
o
 
be
d
e
v
eloped,
 
all
o
wing
 
the
 
b
r
and
 
t
o
 
be
c
ome
 
kn
o
wn
 
and
 
unde
r
s
t
ood.
) (
With
 
global
 
mar
k
e
ts
 
w
e
 
h
a
v
e
 
seen
 
the
 
need
 
t
o
 
e
s
t
ablish
 
an
 
ide
n
tifiable
 
global
 
b
r
and
 
–
making
 
p
r
omotion
 
as
 
homo
g
enous
 
as
 
possible.
 
Utilising
 
the
 
same
 
ad
v
ert
 
with
 
a
 
lo
c
al
v
oice
o
v
er
 
is
 
typi
c
al
 
of
 
ma
n
y
 
global
 
mar
k
e
ting
 
c
ampaigns.
 
Whe
r
e
 
global
 
mar
k
e
ting
 
of
t
en
)
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dif
f
e
r
s
 
is
 
in
 
r
el
a
tion
 
t
o
 
pricing.
 
The
 
l
e
v
el
 
of
 
in
c
ome
 
of
 
the
 
t
a
r
g
e
t
 
mar
k
e
t
 
m
a
y
 
v
a
r
y
 
f
r
om
c
ou
n
t
r
y
 
t
o
 
c
ou
n
t
r
y
 
and
 
pricing
 
needs
 
t
o
 
r
e
flect
 
this.
 
In
 
some
 
ci
r
cum
s
t
ances
 
pen
e
t
r
a
tion
pricing
 
needs
 
t
o
 
be
 
used
 
in
 
o
r
der
 
t
o
 
e
s
t
ablish
 
a
 
p
r
oduct
 
or
 
se
r
vice,
 
especially
 
when
 
s
t
r
ong
dome
s
tic
 
b
r
ands
 
domin
a
t
e
 
the
 
mar
k
e
t.
) (
Goods
 
a
r
e
 
perha
p
s
 
easier
 
t
o
 
mar
k
e
t
 
than
 
se
r
vices
.
 
With
 
g
oods
 
the
r
e
 
is
 
a
 
t
angible
 
p
r
oduct,
but
 
with
 
se
r
vices
 
it
 
is
 
perha
p
s
 
mo
r
e
 
difficult
 
t
o
 
ide
n
ti
f
y
 
wh
a
t
 
the
 
cu
s
t
omer
 
needs.
 
The
 
f
ocus
on
 
mar
k
e
ting
 
f
or
 
ma
n
y
 
se
r
vices,
 
f
or
 
e
x
ample
 
insu
r
ance,
 
holid
a
y
s,
 
c
ar
 
hi
r
e,
 
p
r
o
f
essional
se
r
vices
 
(health
c
a
r
e)
 
is
 
of
t
en
 
based
 
on
 
simplicity
 
and
 
clarit
y
.
 
‘
This
 
is
 
wh
a
t
 
w
e
 
d
o
,
 
w
e
 
do
 
it
e
f
f
ecti
v
ely
 
and
 
quickl
y
,
 
and
 
w
e
 
will
 
ma
k
e
 
clear
 
the
 
ben
e
fits
’
.
 
W
e
 
see
 
this
 
with
 
a
 
r
an
g
e
 
of
 
TV
ad
v
erts,
 
f
or
 
e
x
ample
 
BU
P
A
 
health
c
a
r
e,
 
Hertz
 
c
ar
 
hi
r
e,
 
the
 
mar
k
e
ting
 
of
 
financial
 
c
omparison
w
e
b
si
t
es
 
e
t
c.
) (
Of
t
en
 
f
or
 
businesses
 
mass
 
mar
k
e
ting
 
is
 
not
 
an
 
op
tion
 
–
 
a
f
t
er
 
all
 
appealing
 
t
o
 
and
 
d
e
v
eloping
p
r
oducts
 
f
or
 
a
 
mass
 
mar
k
e
t
 
is
 
an
 
e
xpensi
v
e
 
business.
 
The
r
e
 
a
r
e
 
hu
g
e
 
p
r
oduct
 
d
e
v
elopme
n
t
c
o
s
ts,
 
massi
v
e
 
e
xpenditu
r
es
 
on
 
p
r
omotion
 
and
 
c
on
s
t
a
n
t
 
c
omp
e
tition.
 
Smaller
 
businesses
will
 
the
r
e
f
o
r
e
 
h
a
v
e
 
t
o
 
acce
p
t
 
th
a
t
 
aiming
 
f
or
 
specific
 
niches
 
m
a
y
 
be
 
their
 
only
 
o
p
tion.
 
With
niche
 
mar
k
e
ting
 
a
 
business
 
will
 
t
a
r
g
e
t
 
a
 
single
 
niche
 
within
 
the
 
mar
k
e
t,
 
ignoring
 
the
 
r
e
s
t
 
of
the
 
mar
k
e
tplace.
) (
Niche
 
mar
k
e
ting
 
is
 
based
 
on
 
designing
 
g
oods
 
or
 
se
r
vices
 
specifi
c
ally
 
t
ailo
r
ed
 
f
or
 
the
 
needs
of
 
a
 
r
el
a
ti
v
ely
 
small
 
t
a
r
g
e
t
 
mar
k
e
t.
 
The
r
e
f
o
r
e,
 
the
r
e
 
mu
s
t
 
be
 
a
 
full
 
unde
r
s
t
anding
 
of
 
the
desi
r
es
 
and
 
needs
 
of
 
the
 
niche.
 
This
 
unde
r
s
t
anding
 
c
an
 
be
 
g
ained
 
th
r
ough
 
mar
k
e
t
 
r
esea
r
ch,
but
 
is
 
of
t
en
 
based
 
on
 
an
 
unde
r
s
t
anding
 
of
 
a
 
particular
 
mar
k
e
t
 
th
a
t
 
c
omes
 
th
r
ough
 
pe
r
sonal
e
xperience.
 
The
 
i
n
t
ern
e
t
 
has
 
all
o
w
ed
 
businesses
 
selling
 
niche
 
p
r
oducts
 
t
o
 
access
 
mar
k
e
ts
f
ar
 
mo
r
e
 
r
eadil
y
.
 
In
 
the
 
pa
s
t,
 
one
 
of
 
the
 
major
 
p
r
oblems
 
f
acing
 
niche
 
p
r
oduct
 
businesses
has
 
been
 
being
 
unable
 
t
o
 
e
c
onomi
c
ally
 
t
a
r
g
e
t
 
cu
s
t
ome
r
s
 
who
 
a
r
e
 
li
k
ely
 
t
o
 
be
 
g
eog
r
aphi
c
ally
dispe
r
sed.
 
N
o
w
 
the
 
i
n
t
ern
e
t
 
r
em
o
v
es
 
this
 
p
r
oblem
 
and
 
r
aising
 
a
w
a
r
eness
 
is
 
much
 
simple
r
.
The
r
e
 
is
 
no
 
need
 
t
o
 
li
s
t
 
in
 
lo
c
al
 
Y
ell
o
w
 
P
ages
 
th
r
oughout
 
the
 
c
ou
n
t
r
y
 
or
 
use
 
ma
g
azine
 
ads
th
a
t
 
m
a
y
 
be
 
ir
r
el
e
v
a
n
t
 
t
o
 
mo
s
t
 
r
eade
r
s.
 
In
s
t
ead,
 
po
t
e
n
tial
 
cu
s
t
ome
r
s
 
c
an
 
access
 
the
 
niche
p
r
oduct
/
se
r
vice
 
p
r
o
vide
r
s
 
b
y
 
quickly
 
sea
r
ching
 
w
e
b
si
t
es.
)
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N
e
w
 
t
echnology
 
and
 
mar
k
e
ting
) (
The
 
d
e
v
elopme
n
t
 
and
 
widesp
r
ead
 
use
 
of
 
the
 
i
n
t
ern
e
t
 
o
v
er
 
the
 
la
s
t
 
t
w
e
n
ty
 
y
ea
r
s
 
has
 
had
 
a
hu
g
e
 
impact
 
on
 
mar
k
e
ting.
 
E
ach
 
of
 
the
 
4
P
s
 
has
 
had
 
t
o
 
chan
g
e
 
and
 
e
v
ol
v
e
 
t
o
 
me
e
t
 
the
 
de
-
mands
 
of
 
this
 
n
e
w
 
m
e
thod
 
of
 
r
eaching
 
cu
s
t
ome
r
s.
) (
Clic
k
s
 
and
 
bric
k
s
) (
Clic
k
s
 
and
 
bric
k
s
 
is
 
a
 
mar
k
e
ting
 
t
erm
 
which
 
means
 
th
a
t
 
businesses
 
need
 
t
o
 
h
a
v
e
 
a
 
w
eb
 
p
r
esence
 
(clic
k
s),
 
plus
 
a
 
p
h
y
si
c
al
 
p
r
esence
 
on
 
the
 
high
 
s
t
r
e
e
t
 
or
 
in
 
shopping
 
ce
n
t
r
es
 
(bric
k
s).
 
E
x
amples
 
of
 
bus
i
-
 
nesses
 
using
 
this
 
f
orm
 
of
 
widening
 
of
 
di
s
tribution
 
channels
 
include
 
PC
 
W
orld,
 
A
r
g
os
 
and
 
T
es
c
o.
 
E
ach
 
of
 
these
 
businesses
 
has
 
been
 
v
e
r
y
 
succes
s
ful
 
in
 
using
 
a
 
w
eb
 
p
r
esence
 
t
o
 
inc
r
ease
 
sales
 
and
 
cu
s
t
omer
 
l
o
y
alt
y
.
) (
Social
 
media
) (
Z
oella,
 
the
 
hu
g
ely
 
popular
 
f
ashion
 
and
 
li
f
e
s
tyle
 
blo
g
g
e
r
,
 
has
 
ju
s
t
 
boug
h
t
 
a
 
£1
 
million
 
house.
 
She
 
has
 
se
v
en
 
million
 
Y
ou
T
ube
 
f
oll
o
w
e
r
s
 
and
 
each
 
video
 
she
 
po
s
ts
 
is
 
t
opped
 
and
 
t
ailed
 
with
 
ad
v
erts
 
aimed
a
t
 
the
 
demog
r
aphic
 
of
 
her
 
f
oll
o
w
e
r
s.
 
This
 
is
 
a
 
typi
c
al
 
e
x
ample
 
of
 
h
o
w
 
social
 
media
 
is
 
used
 
t
o
 
mar
k
e
t
 
p
r
oducts.
Vi
r
al
 
ad
v
ertising
 
is
 
another
 
f
orm
 
of
 
social
 
media
 
ad
v
ertisin
g
,
 
with
 
fun
n
y
 
or
 
s
tylish
 
ads
 
being
 
se
n
t
 
f
r
om
 
pe
r
son
 
t
o
 
pe
r
son.
 
This
 
f
orm
 
of
 
mar
k
e
ting
 
is
 
of
 
g
r
o
wing
 
impor
t
ance
 
as
 
f
e
w
er
 
y
oung
 
people
 
c
onsume
 
t
r
aditional
 
media
 
(TV
 
and
 
ne
w
spape
r
s)
 
and
 
in
s
t
ead
 
c
onsume
 
e
n
t
er
t
ainme
n
t
 
and
 
i
n
f
orm
a
tion
 
online.
) (
M-
c
omme
r
ce
) (
M-
c
omme
r
ce
 
(mobile
 
c
omme
r
ce)
 
is
 
the
 
buying
 
and
 
selling
 
of
 
g
oods
 
and
 
se
r
vices
 
th
r
ough
 
wi
r
eless
 
handheld
 
d
e
vices
 
such
 
as
 
mobile
 
phones.
 
This
 
means
 
‘h
a
ving
 
y
our
 
r
e
t
ail
 
outl
e
t
 
in
 
y
our
 
c
onsume
r
s’
 
poc
k
e
t
’
.
 
Th
r
ough
 
mobile
 
t
echnology
 
it
 
is
 
now
 
possible
 
t
o
 
r
each
 
y
our
 
cu
s
t
omer
 
24
 
hou
r
s
 
a
 
d
a
y
.
 
M-
c
omme
r
ce
 
does
 
not
 
ju
s
t
 
mean
 
buying:
 
it
 
is
 
about
 
p
r
o
viding
 
y
our
 
cu
s
t
ome
r
s
 
with
 
p
r
oduct
 
i
n
f
orm
a
tion,
 
p
r
omotions
 
and
 
all
 
other
 
aspects
 
of
 
the
 
mar
k
e
ting
 
mix.
 
Consume
r
s
 
use
 
M-
c
omme
r
ce
 
t
o
 
c
ompa
r
e
 
prices
 
online,
 
t
a
k
e
 
pho
t
os
 
f
or
 
futu
r
e
 
r
e
f
e
r
ence
 
and
 
r
esea
r
ch
 
their
 
po
t
e
n
tial
 
pu
r
chases
 
online.
)
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r
esea
r
ch
 
or
 
use
 
c
omparison
 
si
t
es,
 
such
 
as
 
Mon
e
y
 
Supermar
k
e
t,
) (
Pricing
 
and
 
the
i
n
t
ern
e
t
) (
A
 
c
omparison
 
of
 
prices
 
has
 
be
c
ome
 
a
 
g
r
e
a
t
 
deal
 
easier
 
f
or
 
cu
s
t
ome
r
s.
 
Using
 
the
 
w
eb,
 
individuals
 
c
an
 
c
ar
r
y
 
out
 
their
 
o
wn
t
o
 
find
 
the
 
be
s
t
 
deal
 
ac
r
oss
 
a
 
hu
g
e
 
r
an
g
e
 
of
 
p
r
oducts.
 
This
 
access
 
t
o
 
pricing
 
i
n
f
orm
a
tion
 
has
 
had
 
an
 
impact
 
on
 
prices
 
cha
r
g
ed
 
b
y
 
businesses.
 
It
 
has
 
been
 
a
r
gued
 
b
y
 
e
c
onomi
s
ts
 
th
a
t
 
the
 
inc
r
ease
in
 
i
n
t
ern
e
t
 
shopping
 
has
 
had
 
a
 
di
r
ect
 
impact
 
on
 
l
o
w
ering
 
i
n
fl
a
tion
 
r
a
t
es.
) (
E
-
t
ailing
) (
Online
 
shopping
 
(some
times
 
kn
o
wn
 
as
 
E
-
t
ailin
g
,
 
f
r
om
 
‘
elect
r
onic
 
r
e
t
ail’
 
or
 
E
-shopping)
 
is
 
a
 
f
orm
 
of
 
elect
r
onic
 
c
omme
r
ce
 
which
 
all
o
w
s
 
c
onsume
r
s
 
t
o
 
di
r
ectly
 
buy
 
g
oods
 
or
 
se
r
vices
 
f
r
om
 
a
 
seller
 
o
v
er
 
the
 
i
n
t
ern
e
t.
 
The
 
i
n
t
ern
e
t
 
has
 
chan
g
ed
 
buying
 
habits
 
and
E
-
t
ailing
 
is
 
now
 
a
 
v
e
r
y
 
impor
t
a
n
t
 
part
 
of
 
the
 
r
e
t
ail
 
indu
s
t
r
y
,
 
and
 
is
 
c
o
n
tinuing
 
t
o
 
g
r
o
w
.
The
 
i
n
t
ern
e
t,
 
and
 
the
 
use
 
of
 
sea
r
ch
 
engines,
 
has
 
made
 
accessing
 
cu
s
t
ome
r
s
 
a
 
g
r
e
a
t
 
deal
 
easier
 
than
 
in
 
the
 
pa
s
t.
 
All
 
a
 
business
 
needs
 
t
o
 
sell
 
its
 
p
r
oducts
 
is
 
a
 
dece
n
t
 
w
e
b
si
t
e,
 
some
 
f
orm
 
of
 
p
a
yme
n
t
 
p
r
ocessing
 
and
 
‘
shop’
 
soft
w
a
r
e.
 
All
 
of
 
this
 
c
an
 
be
 
c
r
e
a
t
ed
 
f
or
 
less
 
than
 
£500.
 
In
 
f
act,
 
the
r
e
 
a
r
e
 
1000s
 
of
 
e
n
t
r
ep
r
eneu
r
s
 
running
 
their
 
businesses
 
th
r
ough
 
auction
 
si
t
es
 
such
 
as
 
Eb
a
y
,
 
with
 
ha
r
dly
 
a
n
y
fi
x
ed
 
c
o
s
ts
 
a
t
 
all.
 
All
 
of
 
these
 
businesses
 
mean
 
e
x
t
r
a
 
c
omp
e
tition
 
f
or
 
e
xi
s
ting
 
t
r
aditional
 
businesses
 
–
 
as
 
w
ell
 
as
 
l
o
w
ering
 
prices
 
f
or
 
cu
s
t
ome
r
s.
)

 (
Cha
p
t
er
 
7
 
–
 
Decisions
 
r
el
a
t
ed
 
t
o
 
the
 
mar
k
e
ting
 
mix
©
 
W
J
E
C
 
|
 
C
B
A
C
) (
Discussion
 
themes
) (
Article
 
in
 
The
 
Drum:
M-
c
omme
r
ce
 
has
 
g
r
o
wn
 
63%
 
in
 
the
 
la
s
t
 
5
 
y
ea
r
s.
h
ttp://
w
w
w
.
thedrum.
c
om/n
e
w
s/2014/02/11/m-
c
omme
r
ce-has-g
r
o
wn-63-la
s
t
-5
-
y
ea
r
s-
 
a
v
e
r
a
g
e-199-spe
n
t
-mobile-pu
r
chases-2013
) (
Theo
’
s
 
Ad
v
e
n
tu
r
e
 
Capi
t
ali
s
ts
 
–
 
India
 
h
tt
p
s://
w
w
w
.
y
outube.
c
om/
w
a
t
ch?v=w
D
V
Ameh5S9U
A
 
40
 
minu
t
e
 
BBC
 
p
r
og
r
amme
 
on
 
selling
 
t
o
 
India.
 
It
 
c
o
v
e
r
s
 
ma
n
y
 
of
 
the
 
p
r
oblems
 
with
 
b
r
anding
 
w
orldwide
 
and
 
ma
n
y
 
themes
 
of
 
i
n
t
ern
a
tional
 
mar
k
e
ting.
) (
Explain
 
the
 
impact
 
of
 
new
 
t
echnology
 
on
 
the
 
use
 
of
 
the
 
mar
k
e
ting
 
mix.
) (
H
o
w
 
mig
h
t
 
the
 
mar
k
e
ting
 
mix
 
be
 
ada
p
t
ed
 
t
o
 
me
e
t
 
the
 
dif
f
e
r
e
n
t
 
needs
 
of
 
c
onsume
r
s
 
in
 
the
 
global
 
mar
k
e
tplace?
) (
‘P
r
oduct
 
will
 
al
w
a
y
s
 
be
 
the
 
mo
s
t
 
impor
t
a
n
t
 
aspect
 
of
 
the
 
mar
k
e
ting
 
mix
.
’
 
Do
 
y
ou
 
ag
r
ee
 
with
 
this
 
s
t
a
t
eme
n
t?
)
