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Don’t eat your Fantails ???
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SESSION LEADER: 
Adam Canter, Country Manager, Shopping.com, @greatshaboom 
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Luke Grange, Director, Knowledge Solutions, @lukegrange 

Michael Ziviani, CEO, Precise Value, @mikeziv

Jacki Johnson, CEO, The Buzz, @jacki_johnson

Marc Loveridge, CEO, Thinq Digital, @macloveridge
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The Marketing Mix

Price
Product

Place

Promotion
Physical Evidence

Process  People
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Public input to aid product
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Public input to create promotion
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Public input to aid innovation
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Public input to aid HR (People)
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Public input to aid HR (People)
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Public input to Pricing
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Public input to Pricing
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Public input to aid service quality
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Embracing public input across the full mix
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Comms & Brand Architecture
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Source: Precise-Value.com.au
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Mix Architecture
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The Marketing Mix

Price
Product

Place
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Source: Bazaarvoice, 2009
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Return on Investment Debate
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