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General nature of the Organisation
General History and functions
Matsushita Electric (UK) LTD (MELUK) has been manufacturing Panasonic Colour Television (CTV) since 1971 in Pentwyn Cardiff.  A microwave plant was added in 1984 and most recently, set-top boxes for digital receiving in 1997.  This manufacturing facility employs around 1000 people, housing Pan-European marketing and a 170-strong Research and Development centre.  Alongside a sister plant in Pilsen, Czech Republic (Panasonic AVC Networks Czech, PAVCCZ), and MELUK serves the entire European market for 24” CTV and above.  Smaller screen CTV, mainly 14” and 21” are sourced from outside manufacturers, Orion and Daewoo in the local area.  These are produced to Panasonic specifications by the OEM partners.  The European strategy headquarters are in Wiesbaden, Germany; as are order coordination/ dealer support functions.
Application of Assignment
A brief analysis of the organisational functions of MELUK will afford specific focus to the application of theoretical frameworks and models of analysis.  Sasser et al (1978) and Cowell (1984) worked toward identifying five main characteristics of service markets.  These characteristics are accepted as unique to the service organisation.  As a result of this MELUK cannot be seen as a pure service organisation in fact, quite the opposite as it provides a tangible product with specific ownership and perishability.  The products are homogeneous in that each product matches specific blueprints and guidelines and separable from the customer experience as they are produced in advance of their use.
However, much of MELUK’s success and application as a manufacturer centres on the service that its marketing department provides to its sales companies (Panasonic owned) and distributors.  The companies are the wholesalers and MELUK’s window to the market.  They must take Panasonic products so it can be argued that the product centred marketing is not comprehensive enough to examine MELUK’s performance.  This assignment will present evidence to suggest that an application of the 7 element marketing mix previously reserved for service organisations will be more apt for MELUK in spite of its “official” product based designation.
Secondary research on the analysis concept
In the 1950s, according to Svensson (2002) marketing theorists began to adopt a more managerial based approach to marketing.  Wroe Alderson advocated the organic functionalist approach and others including Fisk (1967) were adopting systems-orientated approaches.  These were subsequently and soundly over powered by the paradigm of the marketing mix (Gronroos, 2002).
McCarthy (1960, 1964), recognized as the founder of the "4Ps," wrote; 

“We can reduce the number of variables in the marketing mix to four: product; place; promotion; and price. It may help to think of the four major ingredients of a marketing mix as the "4Ps."
This work succeeded the identification of 12 components of the marketing mix (Borden, 1964), by creating the “4P’s”.  The marketing mix was now easily communicable and implementation was widespread in management circles (Svensson, 2002).
Since McCarthy and Borden (1964), there have been many developments regarding the marketing mix itself and its implementation within organisations.  The most obvious is the addition of three more P’s by service marketers.  According to Van der Zwan and Bhamra (2003) the pioneers of this field were: Rathmell (1966), Shostack (1977), Grönroos (1978), Zeithaml (1981), and Lovelock (1983).
Booms and Bitner (1981) completed the concept that 4P’s were not sufficient for a service sector organisation to formally create the 7P’s by adding people, physical evidence and process to the existing McCarthy model (1964).  It is these seven P’s that were to become the focus of later writing on the subject by Lovelock (1983) and more recently Zeithaml and Bitner, their book Services Marketing (1996) assessing the special considerations inherent in services marketing including an understanding of consumer needs and frameworks for performance and delivery to satisfy them.  These main concepts have been the springboard for further developments in the theory and application of the services marketing mix model. 
The following developments, although by title referring to services marketing will set the basis for an application of their key concepts to MELUK marketing efforts when the sales companies and distributors are considered as the customer.  

An important development in the field of the marketing mix, specifically place, is the concept of efficient consumer response.  Kotzab (1999) applied the key concepts of ECR in the USA to European trade in order to highlight its benefits.  Essentially, ECR is a sub-cursor to SCM thinking of the past 10 years adopting the role of mediator between manufacturer and retailer in the logistics channel.  As outbound logistics are of paramount importance in a service environment, this writing can be applied to MELUK at a later stage as part of the original marketing mix model as place but more important is its identification in the 7P’s as process.
The marketing mix is considered "A complex of tangible and intangible elements to distinguish it [the product or service] in the market place" (Czinkota, 1993).  The intangible elements can perhaps be considered tantamount to the extra three P’s employed in services marketing when examined in the context of MELUK marketing.  The Marketing Mix Mapping technique (MIXMAP) as considered by Vignali and Davies (1994), allows:
“..a means by which purists can become practitioners and finally use the "Ps" in their everyday environment, thus developing further Cullotin's philosophy of "Business by Practical Marketing".

Mapping the highs and lows of two variables in a quadrant style is a well regarded method of strategic application as used in Ansoff’s matrix and the BCG matrices to name but a few.  The MIXMAP technique involves the employment of quadrant mapping on the marketing mix to enable its practical and tactical use.  This technique argues that a lack of understanding about the difference between mix variables and mix elements causes confusion amongst practitioners.  The mix elements can be considered the existing 7P’s model in this case, the mix variables being identified by Kotler (1980) as a; “set of controllable factors that a firm can use to influence the buyer's response", an example of such a variable is brand strength.  Vignali and Davies (1994) maintain that cooperation between these two factors is evident in the majority of business decisions.
The final development in the marketing mix literature existing is the possibility of a shift in the marketing paradigm from marketing mix to relationship marketing (Gronroos, 1994).  This essentially critiques the application of marketing mix and develops the need for a “marketing strategy continuum”.  This continuum develops the marketing mix to include a focus on marketing, pricing, quality management, internal marketing and intra-organisational development.  The concept is also to induce a shift in general marketing theory to involve “the relationship building and management approach” (Gronroos, 1994).
Having defined the main developments in marketing mix theory, their consideration in relation to a trading organisation in today’s marketplace will give an insight into their overall practical relevance through examples of their application.
Marketing mix theory in the “Real World”

In order to compare theory in light of practice and vice versa, the services marketing mix definitions used by David Jobber (2001) must be applied.  As previously mentioned, the 7P’s will be applied to MELUK’s marketing function due to its close contact and problem resolution relationship with its agents.
The separation of the MELUK marketing function from the rest of the organisation is necessary to argue the service orientations of the company.  The product focused marketing mix can be applied to MELUK’s sales companies as they make the decisions in that respect.  MELUK provides a support function to these dealers to allow them to deliver the product to the right people in the correct place with effective promotion.
The service offered by the marketing department is essentially coordination.  MELUK also houses a large dealer support service section allowing dealers to call in with any technical queries or problems. In identifying the product as a coordination service for sales companies throughout Europe, the 7P’s become relevant.  Existing theory states that the brand name is one of the most important elements of the service product.  
Although the service function is not classed by the organisation as a separate entity, it can be argued that MELUK is the brand name of the service.  Berry et al (1980) stated that there are four characteristics of a successful brand name:  distinctiveness; relevance; memorability and flexibility.  The sales companies see MELUK as the prime resource for product knowledge, industry knowledge and the synchronisation of production levels with the requirements of their separate markets.  So although MELUK is not a “brand name” as defined by Berry et al (1980), it carries with it the association of the qualities and services offered by the company.
The promotional element of MELUK has two main facets.  Jobber (2001) argues that it is necessary to use tangible cues to implicate the intangible elements of the service.  MELUK has a website for procurement but the tool that fits best in terms of promotion of the service offered id the images mini-website where dealers can download the latest photography for catalogues and the like.  Also, MELUK mails out a “toolkit” each season with technical specifications, photography and press releases.  The most apt of the elements identified by Cowell (1984) for promotion is the targeting of opinion leaders.  The targeting of leaders allows a step into their circle of networks.  Also, word of mouth is a valuable source of recommendation and promotion for MELUK.  
Pricing decisions are made at MELUK marketing regarding the price at which the goods are passed on to these intermediaries.  Jobber (2001) states that the price of a service is often perceived as an indication of quality.  This is not the case in MELUK as the service is supplied free.  However although there is no tangible payment for the service, there are rewards.  The dealer that is happy with MELUK’s service will make sacrifices in order to satisfy MELUK’s requirements.  An example being if the factory was overstocked, a satisfied dealer will take on the extra product and attempt to move it into the market faster to aid MELUK, this can be considered payment.  So the pricing decisions on the product and the quality of the service dictate the rewards that are returned in the manner that the strength of the relationship affords favours of mutual benefit are exchanged.  

Brassington and Pettitt (2000) identify that a direct supply of services limits the geographical scope and number of customers that can be dealt with.  This problem is overcome by MELUK in that each country is allocated to a sales and marketing controller who is responsible for all of their affairs.  This person considers price revisions; supply schedules of CTV shipments and also provides promotional materials and samples for the dealers.  This adheres to Cowell’s understanding (1984) that differentiation can be achieved by the personal experience.  As the hub for all ordering and promotional activities, MELUK receives masses of communication daily and delivers its service primarily through the mediums of email and telephone.  

This leads to the extended elements of the service marketing mix.  The traditional view of the customer’s limited role in the marketplace is a restriction when applied to services marketing (Gabbot and Hogg, 1997).  The customer is active in the provision of the service in that they have control over the outcome and quality of the experience. Gronroos (1984) observes that this is a kind of product development.  The application of this theory is apparent in MELUK in the respect that a dealer that does not check their email daily or cooperate with sample delivery times will find their service marred.  The writing of Gabbot and Hogg (1997) also implicates every member of the team providing the service as responsible for personal market communications.
The second of the extended variables included in the services marketing mix is physical evidence.  The environment in which the service is delivered and any tangible elements that facilitate the delivery is the physical evidence (Jobber, 2001).  The role of psychology is significant in this area of services marketing as even colour can evoke emotions and links with the consumer.  In MELUK, the tangible means of providing the service are the samples that are shipping to the dealers and personally demonstrated.  This theory is also present in practice whereby the meeting rooms are of an extremely high standard in the VIP section of the company which is not indicative of the standard of the rest of the site, i.e. the large, comfortable chairs are not present in any offices but promote a good image of the company for visitors to the site.
The final extension of the marketing mix is processes, the mechanisms by which the service is acquired.  Berry et al (1980) identified seven guidelines for the implementation of these positioning strategies.  This theory can be applied in light of practice in that MELUK promote the existence of marketing at all levels.  When dealers hold industry events, a MELUK marketer with extensive technical product knowledge will always be present to aid the dealer with questions and discuss matters of price and market conditions directly with the buyers.  New employees in MELUK are extensively trained, specifically in the technicalities of the products but also with regards to the history and preferences of international markets.  For example when country responsibility changes in the case of a new employee, there is a hand over period of four weeks where the new recruit can get to know the operations through a mentoring method.
The MIXMAP method (Vignali and Davies, 1994) is a case of mapping each element of the marketing mix in a quadrant fashion.  The variables labelling the axis are assembled according to an extended marketing mix which considers numerous variables for each element.  Currently, MELUK do not apply any quadrant analysis to their operations.  In light of this theory, the practice of ensuring an understanding of the company’s position is imperative.  The mapping of each individual element of the marketing mix would afford a much greater degree of accuracy in coordinating the organisations efforts.
Implementation of theory in MELUK

Now that existing theory has been critiqued in light of practice and vice versa, one can make connections with MELUK and comment on the appropriateness of its implementation.  The extended marketing mix is an important inclusion for services marketing and through its use we have come to understand that, although a manufacturing plant, by considering the role of the marketing department as a service.  The application of the extra 3P’s is appropriate in that although MELUK has a monopoly and is the only company to offer technical support and order processing to the sales companies; this is one of its strengths due to the extensive training employees receive and the familiarity with which they know the products.
In terms of recommendations for improving the implementation of the services marketing mix one can consider the following.  If MELUK can analyse the extent to which the sales companies are being satisfied, then the quality of the service will increase.  By ensuring that staff keep up to date with the processes and requirements of the sales companies, MELUK can evolve to provide more efficient and specific assistance.

Perhaps the most relevant piece of marketing mix theory to MELUK is the MIXMAP theory.  By undertaking analysis of the organisation using this tool, one can again afford a much greater focus to the intentions and position of the company.  By implementing this model MELUK can increase the quality of its service to the sales companies.  The model should be applied in conjunction with other strategic analysis tool to glean its full benefit.  Operationally, MELUK should concentrate this model on ensuring that the service is delivered uniformly with overall training of the marketing controllers a weekly occurrence.  With a focus on product knowledge and the actual business systems used to communicate orders and requests, the MIXMAP theory is indeed relevant and valuable to MELUK in practice.
The next piece if theory that has been considered regards the shift in marketing paradigm from marketing mix to relationship marketing (Gronroos, 1994).  This sets out a framework under which the existing marketing mix is critiqued in light of a need to generate a new paradigm.  This angle is crucial to MELUK’s daily process, the idea that each member of the exchange is instrumental toward the outcome.  The mutual exchange and fulfilment of promises is, as discussed previously, essentially the payment for MELUK.  The dealers trust leads to a better relationship between the MELUK marketing department and in turn leads to favours being made to make the marketing controllers’ role more efficient. 

In terms of its implementation in the organisation, the concept of relationship marketing is not overtly used in MELUK so one cannot evaluate its implementation within the organisation.  However, the argument suggests that the concept should be adopted by MELUK and trained explicitly to al marketing controllers.  By the very fact that it is based on process, as is the job role, one can identify its value to MELUK.  The most straightforward method of implementing this theory at MELUK is to apply it to the existing relationships between dealers and the marketing department and try to formalise the ways in which these relationships are formed.
Conclusion

The leading theory in the field of the marketing mix has been critiqued in light of the service provided my MELUK’s marketing function and the practices there critiqued in light of theory.  Some of the older key concepts still ring true in practice at MELUK but specifically the newer ideas of paradigm shifts and strategic positioning hold much water through a practical lens.  By applying the services marketing mix to MELUK marketing we can see how the organisation provides a service ranging from technical consultancies to manual order processing.  By considering it as a manufacturing company and applying the 4P’s, one loses sight of the valuable services offered and cannot recognise and formally improve them.  An important step for the organisation is to embrace the concept of relationship marketing, using internal marketing and the processes, people and physical evidence elements of the marketing mix as a precursor to their external marketing effort.
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