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Abstract 

This research aims to study marketing mix and its elements – especially the Four Ps including 

product, price, place and promotion- in the industrial market. It reviews the concept of 

marketing mix and deals with its elements and then, studies in brief the impact of each 

element on the success of industrial market. 

The research showed that industrial marketing is different from marketing for final consumer 

goods and services in that it is a business-to-business marketing and the number of buyers is 

limited. Therefore, it is even more sensitive to attract other companies to buy from the seller 

industry and keep them satisfied for a continuous business relationship.  

Keywords: marketing, industrial market, Business to Business, marketing strategy, 

marketing mix, the Four Ps 

 

 

Introduction 

Marketing mix, also known as the Four Ps, is probably the most famous marketing term. Its 

elements (product, price, place and promotion) are the fundamental and tactical components 

of a marketing plan (Kavousy, Shahhosseini, Kiasi, & Ardahaey, 2010). 

Many authors argue that understanding the customer attitude toward 4Ps marketing mix is 

important (Purnomo, van den Ende, Vanapalli, & Mugele, 2008). 

Constantinides emphasizes that marketing mix is a framework of the dominant marketing 

management paradigm to identify market development, environmental changes and trends. 

Several studies confirm that the 4Ps is indeed the trusted conceptual platform of practitioners 

dealing with operational marketing issues (Coviello, Brodie, & Munro, 2000; Romano & 

Ratnatunga, 1995). The wide acceptance of the 4Ps among field marketers is the result of 

their profound exposure to this concept during college years, since identifying the 4Ps as the 

controllable parameters is likely to influence the consumer buying process and decisions 

(Brassington & Pettitt, 2006; Soekartawi, 2009). 
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The marketing practitioners in industries, particularly on the input suppliers, consider the 4Ps 

as the powerful toolkit of marketing strategy. The input suppliers play an important role in 

the business system which provides industries with the raw materials, Fabricated Materials, 

Installations, Accessory Equipment, Operating Supplies, etc. 

In this respect, this article tries to study marketing mix and its best known elements in the 

industrial market. 

 

Literature Review  

Several studies measuring customer attitude towards marketing mix have been carried out in 

industries and emerging nations (Bhuian & Kim, 1993; E. Chan, Yau, & Chan, 1990; T. S. 

Chan & Cui, 2004; Gaski & Etzel, 2005; Lysonski, Durvasula, & Watson, 2003; Wee & 

Chan, 1989). A significant study in measuring consumer sentiments towards marketing 

practices was carried out by Gaski and Etzel (Gaski & Etzel, 1986). Other researchers Wee 

and Chan (1989) found that the pricing strategies and advertising appeals must also be 

adapted to suit the consumer‘s needs and tastes. The influence of demographic variables on 

attitudes towards marketing was found that the less educated, the lower income group, and 

those with no jobs or less privileged jobs were most hostile towards marketing. Bhuian and 

Kim (1993) examined the influence of country origin toward marketing mix element and 

found that consumers prefer most the marketing mix element related to the product of Japan 

and USA (Purnomo, et al., 2008). 

 

Industrial Marketing 

Industrial marketing refers to the marketing of goods and services from one business to 

another. Industrial goods are those which are used in Industry for producing a different end 

product from one or more raw materials. The word "industrial" means machinery run by 

power to produce goods and services. But "industrial marketing" is not confined to these 

types of business activities. Broadly, marketing could be split into consumer marketing (B2C 

"Business to Consumer") and industrial marketing (B2B "Business to Business")
1
. 

                                                           
1
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Marketing to industrial consumer is considerably different from marketing to consumers 

(Herbig, Milewicz, & Gulbro, 1994). The scope of Industrial Marketing includes marketing 

of goods and services to industrial and institutional customers (business to business 

marketing). The institutional customers use purchased goods and services in their own 

production of goods and services. Consumer marketing, in contrast, is marketing of goods 

and services to individuals, families and households purchasing goods and services for their 

own consumption . Industrial/ B-to-B marketing involves the process of providing goods and 

services to industrial market intermediaries, as opposed to ultimate (final) consumers. 

Industrial goods are differentiated from final consumer goods based on their ultimate use 

(Dadfar, 2009). 

The number of buyers or sellers within the industrial market is much smaller than seen in the 

consumer market. Goods or services purchased are either in large quantities, large dollar 

amounts or both (Herbig, et al., 1994).  

Given that when compared to consumer markets, industrial markets consist of fewer buyers 

who are readily identified, one can expect that market research will be a less expensive and 

an easier task for the industrial marketers. Also, industrial customers are much more willing 

to communicate their needs than consumers are (Von Hippel, 1986; Von Hippel & Von 

Hippel, 1988). 

 

Marketing Strategy for Industrial Market 

Understanding the customers' needs and wants induces companies to realize that no two 

buyers are ever exactly the same. This heterogeneity in needs and wants drive companies to 

look for distinctive groups of customers with rather homogeneous needs and expectations 

which, when aggregated, represent potential target markets (Dibb, Simkin, Pride, & Ferrell, 

1994). 

Many marketing researchers have broadly argued marketing strategy to be a concept built on 

robust platform of segmentation, targeting and positioning (Ferrel, Hartline, Lucas Jr, & 

Luck, 2005; Walker Jr, Boyd Jr, Mullins, & Larreche, 2003). Marketing strategy requires 
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decisions about the specific target of customers. Besides, marketing mix may be developed to 

target market by positioning it suitably in a superior way. 

In this context, the study of the effectiveness of the marketing tools is essential for an 

appropriate marketing strategy. Appropriateness of marketing strategies may be viewed as the 

congruence of market offerings of a set of products and its corresponding consumer 

perception among its target segment. More the target segment is able to understand and 

believe the cues (Richardson, Dick, & Jain, 1994) communicated by the firms through 

marketing mix, more is the effectiveness of the marketing strategies. Recently, 

Constantinides (2006) reviewed the criticisms on the 4Ps marketing mix emanating from 

industrial market area. He mentioned most researchers agree that industrial market is indeed 

different from consumer marketing in a number of aspects like the formalized decision 

making procedures, the buying practices and rationality of choices and the special character 

of the industrial customer. Long term relationships, based on empathy, mutual benefits and 

co-operation (Flint, Woodruff, & Gardial, 1997), understanding of customer‘s needs and 

service (Shaw, 1995) are other important success factors. In fact, the goal to satisfy customers 

drives market oriented companies to go as far as one-to-one marketing for their relatively 

larger customers (Dalgic, 2000). 

As far as the company's products are concerned, continuous innovation and new product 

development have both been associated with market orientation (Hooley, Lynch, & Shepherd, 

1990; Houston, 1986; Witcher, 1985). Many of the factors underlying the success of new 

products are associated with the ``goodness-of-fit'' dimension of success, i.e. the company's 

ability to understand the needs of the market and cater for them (Cooper & Kleinschmidt, 

1987). 

When it comes to the composition of the product portfolio of industrial goods companies, one 

could expect that when compared to consumer goods producers, they will place more 

emphasis on market/customer related factors (Håkansson, 1987). von Hippel (Hippel, 1976) 

notes that under certain circumstances, customers may even initiate an innovation themselves 

(customer active paradigm), suggesting a leading role for the customers in the innovation 

processes and priorities of their suppliers (von Hippel, 1980). von Hippel (1986) argues that 

new product success can be increased using this method, and larger empirical studies support 

his case study findings (Von Hippel & Von Hippel, 1988). Similar evidence has been 

produced by more recent empirical studies (Wren, Souder, & Berkowitz, 2000). 
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However, innovation alone cannot provide the basis for a competitive advantage. Time 

required before competitors can introduce a me-too product has been reduced considerably 

(Butz Jr & Goodstein, 1996). Hence, companies need to focus on delivering superior value, 

the latter being defined as the ratio of benefits to price (Webster, 1994). Given the nature of 

the industrial markets, suppliers of industrial goods products often find themselves designing 

a unique pricing strategy in order to meet the needs of a single customer or a key-account 

(Cheverton & Warodell, 1999), a situation in which companies competing in consumer 

markets rarely, if ever, find themselves. 

For this purpose, creative and demand oriented pricing techniques are particularly appropriate 

for industrial goods manufacturers (Chisnall, 1995). 

Finally, the company's communication efforts and budgeting practices are also expected to 

vary depending on the degree of market orientation adoption. As pointed out earlier, market 

orientation calls for superior customer value and customer satisfaction at a profit. Because 

communication money usually represents a significant part of the company's overall 

expenses, truly market oriented companies ought to relate their budgeting decisions with their 

overall marketing strategy (Hooley, et al., 1990). 

One way to help a company develop a market orientation is by allowing the marketing 

function to be actively involved during the development of the company's strategic plans and 

lead the relevant process (Piercy, 1992). In fact, when the practices of industrial goods 

producers are considered vis-aÁ-vis those of consumer goods firms, empirical evidence 

indicates that the influence of the marketing function in the SBU's strategic objectives and 

priorities is of equal gravity (Homburg, Workman, & Krohmer, 1999). However, putting the 

strategic plan in action requires that several marketing tasks are carried out (Gounaris & 

Avlonitis, 2001). Hooley et al. (1990) have suggested that companies embracing the 

principles of market orientation are inclined to allow the marketing function to maintain a 

larger number of marketing tasks/activities under its direct authority and control. More recent 

empirical findings substantiate the role of the marketing function within a market driven 

company and show that it makes a significant contribution to the company's financial 

performance, customer relationship performance and new product performance, adding thus 

to the overall value of the company (Homburg, et al., 1999; Moorman & Rust, 1999). 
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Marketing Mix and Industrial Market 

 

The marketing mix and the 4 Ps of marketing are often used as synonyms for each other. In 

fact, they are not necessarily the same thing
2
.  

The marketing mix refers to variables that a marketing manager can control to influence a 

brand‘s sales or market share. Traditionally, these variables are summarized as the Four Ps of 

marketing: product, price, promotion, and place (E. McCarthy, Perreault, & Quester, 1997). 

Product refers to aspects such as the firm‘s portfolio of products, the newness of those 

products, their differentiation from competitors, or their superiority to rivals‘ products in 

terms of quality. Promotion refers to advertising, detailing, or informative sales promotions 

such as features and displays. Price refers to the product‘s list price or any incentive sales 

promotion such as quantity discounts, temporary price cuts, or deals. Place refers to delivery 

of the product measured by variables such as distribution, availability, and shelf space (Tellis, 

2008). 

The 4Ps model is just one of many marketing mix lists that have been developed over the 

years. And, whilst the questions we have listed above are keys, they are just a subset of the 

detailed probing that may be required to optimize your marketing mix. 

Amongst the other marketing mix models have been developed over the years is Boom and 

Bitner's 7Ps, sometimes called the extended marketing mix, which include the first 4 Ps, plus 

people, processes and physical layout decisions. 

Another marketing mix approach is Lauterborn's 4Cs, which presents the elements of the 

marketing mix from the buyer's, rather than the seller's, perspective. It is made up of 

Customer needs and wants (the equivalent of product), Cost (price), Convenience (place) and 

                                                           
2
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Communication (promotion). In this article, we focus on the 4Ps model as it is the most well-

recognized, and contains the core elements of a good marketing mix
3
.   

Probably the two factors of product and pricing are the most important factors in industrial 

marketing. In the past, the effects of product and service quality on industrial buyers‘ responses 

have been commonly researched (Bendixen, Bukasa, & Abratt, 2004; Bliemel & Eggert, 1998; 

Bozzo, 2001; Chaudhuri & Holbrook, 2001; Mudambi, Doyle, & Wong, 1997; Reichheld, 1996). 

These studies examined the impact of product and service on brand loyalty of industrial buyers. 

Price is also viewed as the most important purchasing decision criterion (Alvarez & Galera, 2001; 

Gedenk & Neslin, 1999; Mudambi, et al., 1997). 

In an industrial context, price is also viewed as the most important purchasing decision 

criterion (Alvarez & Galera, 2001; Mudambi, et al., 1997). Neslin and Gedenk (1999) 

discussed that one of the issues concerning brand loyalty was price, by which it could 

enhance or detract future brand purchase probabilities. According to the writers, price, in 

terms of retail promotion, could affect the brand loyalty of the product. Another previous 

study done by Lowengart, Mizrahi, and Yosef (2003) explained the effect of reference price 

on brand loyalty
4
. 

 

Other Factors Affecting the Successful Industrial Market 

While the company‘s reputation is derived from perceptions of all stakeholders (Whetten & 

Mackey, 2002), Wartick (2002) suggests it is pragmatic to focus on just the immediate customers 

as they usually are the group that have the major influence. Greyser (1996) advocates that the 

core component of corporate reputation is a corporate brand. Moreover, he also discovers that 

there is an interesting relationship between corporate reputation and corporate performance, 

especially from social performance. Thus, concerning ethical brands, which promise social 

performance as well as economic and environmental performance, it is clear that there is a close 

link between ethical branding and corporate reputation. Cretu and Brodie (2006) used the 

customer value methods developed by Gale (1994) and Rust et al., (1995). Cretu and Brodie 

(2006) extended their work by paying explicit attention to the influences on company reputation. 

                                                           
3
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Consequently, the feeling of ethical branding via corporate reputation is expected to enhance 

customer loyalty.  

According to Paluszek (2007), ethical brand can be a strategic differentiation to provide a 

superior value to customer by high standards of business integrity and social responsibility. 

Through this strategic element, a company can provide a long-term corporate value to enhance 

the commitment of the customers.  

In other words, ethical brands that recognize the environment, social, and economic responsibility 

and also show a commitment to ‗doing the right thing‘, create added value to both firms and 

customers. Brands play the key role in enhancing the value of products and protecting products 

from being imitated by competitors (Aaker, 1991). Therefore, a strong brand with ethical 

characteristics is counted as a valuable asset for a company.  

Actually, a set of factors could encourage business firms in repeated purchasing behavior. This 

means that without a good image of company reputation, repeated behavior is not guaranteed. As 

several studies identified, satisfaction was necessary but not sufficient. It required other factors 

including ‗ethical brand‘ related to company reputation as complementary to the explanatory 

variables (Fan, Chen, & Lin, 2005; Paluszek, 2007).  

Thus it may reasonably be assumed that ethical branding will affect corporate reputation and gain 

brand loyalty. By correlating to corporate reputation, it is very important to conduct in depth 

research, especially to explore relationships with brand loyalty. The concept of ‗ethical brand‘, 

which is an integrated element of the new paradigm, is as an additional variable included in the 

model (Paluszek, 2007). The constructs that either directly or indirectly (via both ethical brand 

and company reputation) affect brand loyalty of an industrial buyer.  

Brands are now seen as the key success factor in order to achieve competitive advantages for 

firms through differentiation (T. F. Wood, et al., 2000). These competitive advantages may 

be achieved by ethical brands in terms of a brand being one construct in addition to the 

existing variables to set up corporate reputation and loyalty
5
. 

 

Conclusion 

Marketing mix helps to define the marketing elements for successfully positioning market 

offer.  

                                                           
5
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As it has been mentioned in the literature of the research, one of the best known models in 

marketing mix is the Four Ps, which helps to define the marketing options in industrial 

market as well as marketing among final consumers in terms of product, place, price and 

promotion. However quit different the industrial goods and services are from consumer goods 

and services, this model, as the most common one, can be used when planning to offer a new 

venture or product, or evaluating an existing offer, to optimize the impact with the target 

market. 

Planning the marketing mix is a key task in marketing management. Careful and prudent 

planning requires that marketing managers considering the way markets have responded to 

the marketing mix in the past. This is even more considerable in industrial marketing, as in 

industrial market the number of buyers is limited and keeping them satisfied for continuous 

business relationship is of significant importance. Of course, the underlying assumption is not 

that merely the past predicts the future with certainty but that it contains valuable experiences 

that might help enlighten the future. 

Marketing managers in industrial fields should investigate deeply the target industrial 

consumers' understanding, preferences and perception. It is understandable because 

marketing strategies can indeed determine appropriate strategies in industrial fields to offer 

the best services in the most beneficiary way for both parts of businesses. 

All the elements of marketing mix and mostly the Four P‘s—product, price, place, and 

promotion—should work together to help to design the best marketing strategies in the 

industrial market. Because, often decisions on one element especially product and pricing, 

will influence the choices available in others. 

Selecting an effective mix for the market will sure take time and effort, but these will pay off 

as an industry satisfies its customers and create a profitable business.  Once an industry has a 

good marketing mix—the right product at the right price, offered in the right place and 

promoted in the right way—it will need to continue to stay on top of market changes and 

adopt its marketing mix as necessary. 

Marketing is a part of every industry's venture that will never end in the cycle of business 

practices. Hence, taking account the importance of its elements in absorbing industrial buyers 

and keeping them satisfied should be the central concern for all marketing managers in the 

industrial market.  



11 
 

 

 

 

 

References 

 

1. Aaker, D. A. (1991). Managing brand equity: Free Press. 

2. Alvarez, P., & Galera, C. (2001). Industrial marketing applications of quantum 

measurement techniques. Industrial Marketing Management, 30(1), 13-22. 

3. Barker, A. T. (1988). A study of attitudes towards products made in Australia. 

Journal of Global Marketing, 1(1), 131-144. 

4. Bendixen, M., Bukasa, K. A., & Abratt, R. (2004). Brand equity in the business-to-

business market. Industrial Marketing Management, 33(5), 371-380. 

5. Bhuian, S. N., & Kim, D. (1993). Customer attitude toward marketing mix 

elements pertaining to foreign products in an emerging international market. 

International Journal of Commerce and Management, 9(3/4), 116-137. 

6. Bliemel, F., & Eggert, A. (1998). Why do they keep coming back? Customer 

retention and barrier to change from the customer perspective. 

7. Bozzo, C. (2001). Regular and stable industrial buying behavior: Classification 

based on the determinants of customer‘s behavior,‖ in ―17 th IMP Annual 

Conference Proceedings,‖ Oslo. 

8. Brassington, F., & Pettitt, S. (2006). Principles of marketing: Financial Times 

Management. 

9. Brodie, R. J., Glynn, M. S., & Little, V. (2006). The service brand and the service-

dominant logic: missing fundamental premise or the need for stronger theory? 

Marketing Theory, 6(3), 363. 

10. Butz Jr, H. E., & Goodstein, L. (1996). Gaining the strategic advantage. 

Organizational dynamics, 24(3), 63-77. 

11. Chan, E., Yau, O. H. M., & Chan, R. (1990). Consumer sentiment in Australia: a 

replication and cross-national comparison. European Journal of Marketing, 24(10), 

44-58. 

12. Chan, T. S., & Cui, G. (2004). Consumer attitudes toward marketing in a 

transitional economy: a replication and extension. Journal of Consumer Marketing, 

21(1), 10-26. 

13. Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust 

and brand affect to brand performance: the role of brand loyalty. Journal of 

marketing, 65(2), 81-93. 

14. Cheverton, P., & Warodell, U. (1999). Key account management: Kogan page. 

15. Chisnall, P. (1995). Strategic business marketing: Prentice Hall. 

16. Constantinides, E. (2006). The marketing mix revisited: towards the 21st century 

marketing. Journal of Marketing Management, 22(3), 407-438. 



12 
 

17. Cooper, R. G., & Kleinschmidt, E. J. (1987). Success factors in product innovation. 

Industrial Marketing Management, 16(3), 215-223. 

18. Coviello, N. E., Brodie, R. J., & Munro, H. J. (2000). An investigation of 

marketing practice by firm size. Journal of Business Venturing, 15(5-6), 523-545. 

19. Dalgic, T. (2000). MO and its implications. The Oxford Textbook in Marketing, 

Oxford Press, Oxford, 20-36. 

20. Dibb, S., Simkin, L., Pride, W. M., & Ferrell, O. (1994). Marketing: Concepts and 

Strategies, 2nd European edn: Boston: Houghton Mifflin Company. 

21. Fan, R. E., Chen, P. H., & Lin, C. J. (2005). Working set selection using second 

order information for training support vector machines. The Journal of Machine 

Learning Research, 6, 1889-1918. 

22. Ferrel, O., Hartline, M. D., Lucas Jr, G. H., & Luck, D. (2005). Marketing strategy. 

Thompson South-Western: Mason, Ohio. 

23. Flint, D. J., Woodruff, R. B., & Gardial, S. F. (1997). Customer value change in 

industrial marketing relationships: a call for new strategies and research. Industrial 

Marketing Management, 26(2), 163-175. 

24. Gale, B. T., & Wood, R. C. (1994). Managing customer value: Creating quality 

and service that customers can see: Free Pr. 

25. Gaski, J. F., & Etzel, M. J. (1986). The index of consumer sentiment toward 

marketing. The Journal of Marketing, 50(3), 71-81. 

26. Gaski, J. F., & Etzel, M. J. (2005). National aggregate consumer sentiment toward 

marketing: A thirty-year retrospective and analysis. Journal of Consumer 

Research: An Interdisciplinary Quarterly, 31(4), 859-867. 

27. Gedenk, K., & Neslin, S. A. (1999). The role of retail promotion in determining 

future brand loyalty: Its effect on purchase event feedback. Journal of Retailing, 

75(4), 433-459. 

28. Gounaris, S. P., & Avlonitis, G. J. (2001). Market orientation development: a 

comparison of industrial vs consumer goods companies. Journal of Business & 

Industrial Marketing, 16(5), 354-381. 

29. Greyser, S. (1996). Cause-Related Marketing: Finding the Ideal Corporate 

Alliance. Corporate Social Responsibility: winter. 

30. Håkansson, H. (1987). Product development in networks. Håkansson [1987a], S, 

84-127. 

31. Herbig, P., Milewicz, J. C., & Gulbro, R. (1994). Marketing Signals in Industrial 

Markets. Industrial Management & Data Systems, 94(9), 16-21. 

32. Hippel, E. (1976). The dominant role of users in the scientific instrument 

innovation process. Research Policy, 5(3), 212-239. 

33. Homburg, C., Workman, J. P., & Krohmer, H. (1999). Marketing's influence within 

the firm. The Journal of Marketing, 63(2), 1-17. 

34. Hooley, G. J., Lynch, J. E., & Shepherd, J. (1990). The marketing concept: putting 

the theory into practice. European Journal of Marketing, 24(9), 7-24. 

35. Houston, F. S. (1986). The marketing concept: what it is and what it is not. The 

Journal of Marketing, 50(2), 81-87. 

36. Kavousy, E., Shahhosseini, A., Kiasi, S., & Ardahaey, F. T. (2010). Cultural 

entrepreneurship strategies in Iran. Serbian Journal of Management, 5(2), 227-241. 

37. Lowengart, O., Mizrahi, S., & Yosef, R. (2003). Effect of consumer characteristics 

on optimal reference price. Journal of Revenue and Pricing Management, 2(3), 

201-215. 



13 
 

38. Lysonski, S., Durvasula, S., & Watson, J. (2003). Should marketing managers be 

concerned about attitudes towards marketing and consumerism in New Zealand? A 

longitudinal view. European Journal of Marketing, 37(3/4), 385-406. 

39. McCarthy, E., Perreault, W., & Quester, P. (1997). Basic Marketing: A Managerial 

Approach, 2nd Australasian ed. Irwin, Sydney. 

40. McCarthy, E. J. (1971). Basic marketing: a managerial approach: RD Irwin. 

41. Moorman, C., & Rust, R. T. (1999). The role of marketing. The Journal of 

Marketing, 63, 180-197. 

42. Mudambi, S. M. D., Doyle, P., & Wong, V. (1997). An exploration of branding in 

industrial markets. Industrial Marketing Management, 26(5), 433-446. 

43. Paluszek, M. (2007). Coordinating distributed loops and fault handling, 

transactional scopes using WS-Coordination protocols layered on WS-BPEL 

services. University of Stuttgart Diploma Thesis, 2586. 

44. Piercy, N. (1992). Market-led strategic change: making marketing happen in your 

organization: Butterworth-Heinemann. 

45. Purnomo, E. H., van den Ende, D., Vanapalli, S. A., & Mugele, F. (2008). Glass 

transition and aging in dense suspensions of thermosensitive microgel particles. 

Physical review letters, 101(23), 238301. 

46. Reichheld, F. F. (1996). Learning from customer defections. Harvard Business 

Review, 74, 56-70. 

47. Richardson, P. S., Dick, A. S., & Jain, A. K. (1994). Extrinsic and intrinsic cue 

effects on perceptions of store brand quality. The Journal of Marketing, 58(4), 28-

36. 

48. Romano, C., & Ratnatunga, J. (1995). The role of marketing: its impact on small 

enterprise research. European Journal of Marketing, 29(7), 9-30. 

49. Rust, R. T., Zahorik, A. J., & Keiningham, T. L. (1995). Return on quality (ROQ): 

making service quality financially accountable. The Journal of Marketing, 59(2), 

58-70. 

50. Shaw, V. (1995). Successful marketing strategies: a study of British and German 

companies in the machine tool industry. Industrial Marketing Management, 24(4), 

329-339. 

51. Soekartawi, S. (2009). Blended e-Learning: Alternatif Model Pembelajaran Jarak 

Jauh di Indonesia. 

52. Tellis, G. J. (2008). MODELING MARKETING MIX. 

53. Urban, G. L., & Von Hippel, E. (1988). Lead user analyses for the development of 

new industrial products. Management Science, 34(5), 569-582. 

54. von Hippel, E. (1980). The user‘s role in industrial innovation. TIMS Studies in the 

Management Sciences, 6, 53-65. 

55. Von Hippel, E. (1986). Lead users: a source of novel product concepts. 

Management Science, 32(7), 791-805. 

56. Von Hippel, E., & Von Hippel, E. A. (1988). The sources of innovation (Vol. 132): 

Oxford University Press New York;. 

57. Walker Jr, O., Boyd Jr, H., Mullins, J., & Larreche, J. (2003). Marketing strategy: 

Planning and implementation . Homewood, IL: Irwin/McGraw-Hill. 

58. Wartick, S. L. (2002). Measuring corporate reputation: Definition and data. 

Business & Society, 41(4), 371-392. 

59. Webster, F. E. (1994). Market-driven management: Wiley. 

60. Wee, C. H., & Chan, M. (1989). Consumer sentiment towards marketing in Hong 

Kong. European Journal of Marketing, 23(4), 25-39. 



14 
 

61. Whetten, D. A. (2006). Albert and Whetten revisited: Strengthening the concept of 

organizational identity. Journal of Management Inquiry, 15(3), 219. 

62. Whetten, D. A., & Mackey, A. (2002). A social actor conception of organizational 

identity and its implications for the study of organizational reputation. Business & 

Society, 41(4), 393. 

63. Witcher, B. (1985). Innovation and marketing. The Quarterly Review of Marketing, 

10(2), 14-24. 

64. Wood, G. (2002). Generalised linear accident models and goodness of fit testing. 

Accident Analysis & Prevention, 34(4), 417-427. 

65. Wood, T. F., Rose, D. M., Chung, M., Allegra, D. P., Foshag, L. J., & Bilchik, A. 

J. (2000). Radiofrequency ablation of 231 unresectable hepatic tumors: indications, 

limitations, and complications. Annals of Surgical Oncology, 7(8), 593-600. 

66. Wren, B. M., Souder, W. E., & Berkowitz, D. (2000). Market orientation and new 

product development in global industrial firms. Industrial Marketing Management, 

29(6), 601-611. 

67. http://en.wikipedia.org/wiki/Industrial_marketing 

68. http://www.mindtools.com/pages/article/newSTR_94.htm 

69. http://eprints.um.edu.my/831/1/SulaimanAli_Final.pdf 

2.  

http://en.wikipedia.org/wiki/Industrial_marketing
http://www.mindtools.com/pages/article/newSTR_94.htm
http://eprints.um.edu.my/831/1/SulaimanAli_Final.pdf

