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Abstract- The marketing mix remains one of the most
enduring frameworks in marketing strategy; however,
its traditional configuration has increasingly been
questioned in emerging markets experiencing rapid
digitalization and evolving consumer expectations. This
study empirically investigates the influence of
traditional marketing mix elements (product, price,
and promotion), service marketing mix dimensions
(people and process), and digital interface quality on
purchase intention and brand equity among Indian
consumers, with customer satisfaction serving as a
mediating construct. Drawing upon an extensive
synthesis of peer-reviewed literature by Indian and
international scholars, the study develops an integrated
conceptual framework that reflects the hybrid nature
of contemporary consumption in India.

Primary data were collected from 650 consumers
across metropolitan and semi-urban regions of India
using a structured questionnaire. Established and
validated measurement scales were adapted to the
Indian context. Structural Equation Modelling (SEM)
was employed to test the proposed relationships and
examine both direct and indirect effects among
constructs. The empirical results indicate that
traditional marketing mix variables continue to exert a
significant  influence on purchase intention,
particularly in value-oriented segments. However,
service-related dimensions such as people and process,
along with digital interface quality, play a more
substantial role in shaping customer satisfaction and
long-term brand equity.

The findings suggest that Indian consumers evaluate
brands through a multidimensional lens that combines
economic value, service experience, and digital
engagement. The study contributes to marketing
theory by extending the marketing mix framework
within an emerging market context and empirically
validating the mediating role of customer satisfaction.
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From a managerial perspective, the results offer
actionable insights for firms seeking to design
customer-centric marketing strategies that integrate
traditional, service, and digital elements. The study also
provides a foundation for future research examining
marketing mix adaptations in other emerging
economies.

Keywords: Marketing mix, Indian consumers, customer
satisfaction, purchase intention, brand equity, digital
marketing, SEM

L INTRODUCTION

The marketing mix has long served as a central
framework guiding firms in the design and
implementation of marketing strategies. Initially
conceptualized through the traditional 4Ps—product,
price, place, and promotion—the model offered
managers a set of controllable variables to influence
consumer demand and market performance.
However, the increasing dominance of services, the
rise of experiential consumption, and rapid digital
transformation have challenged the adequacy of the
traditional framework. In response, scholars
extended the marketing mix to the 7Ps model,
incorporating people, process, and physical evidence
to better capture service encounters and customer
experiences.

The relevance of the 7Ps framework has grown
substantially in contemporary markets, where value
creation increasingly occurs through interactions,
service delivery, and brand experiences rather than
through products alone. Nevertheless, much of the
empirical validation of the 7Ps model originates from
developed economies, often overlooking contextual
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factors that shape consumer behavior in emerging
markets. This limitation is particularly evident in the
Indian context, where consumer decision-making is
influenced by economic sensitivity, interpersonal
relationships, service quality perceptions, and
rapidly expanding digital ecosystems.

India represents a unique and dynamic marketplace
in which consumers simultaneously engage with
physical retail environments, service encounters, and

4P’'s (Traditional)

Place

Promotion

4P’'s
(Traditional)

Despite growing scholarly interest, existing Indian
studies tend to examine isolated components of the
marketing mix or focus on specific sectors such as
banking or retail. There remains a lack of
comprehensive empirical research that integrates the
7Ps marketing mix with digital interface quality to
explain key consumer outcomes such as purchase
intention and brand equity.

Addressing this gap, the present study develops and
empirically tests an integrated 7Ps-based marketing
mix framework, augmented with digital dimensions,
tailored to Indian consumers. By positioning
customer satisfaction as a mediating mechanism, the
study seeks to provide a holistic understanding of
how marketing strategies translate into consumer
behavior and brand value in an emerging economy
context.

IL. LITERATURE REVIEW

Traditional Marketing Mix (4Ps): McCarthy (1960)
proposed the 4Ps framework, which has guided
marketing strategy for decades. Product quality,
pricing, promotional effectiveness, and distribution
channels remain critical, particularly in value-
sensitive emerging markets (Kotler & Armstrong,
2018).
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digital platforms such as mobile applications and e-
commerce websites. Traditional elements such as
price and product quality remain critical, yet service-
related dimensions—employee behavior, service
processes, and tangible cues—play a decisive role in
shaping trust and satisfaction. Furthermore, digital
touchpoints increasingly function as extensions of
the marketing mix, influencing brand perceptions
and long-term equity.

7P’'s (Extended)

Promotion

Physical Evidence

7P’'s (Extended)

Extended Marketing Mix (7Ps): Service-oriented
expansions add people, process, and physical
evidence to explain customer satisfaction in services.
Empirical studies in banking, healthcare, and
hospitality highlight the role of employee behaviour,
service process efficiency, and tangible cues in
fostering loyalty and satisfaction (Zeithaml et al.,
2018; Gronroos, 2007).

Digital Marketing Mix: Digital interfaces—websites,
mobile apps, and social media—affect trust,
engagement, and brand equity (Chaffey & Ellis-
Chadwick, 2019). In India, urban consumers
increasingly rely on digital touchpoints for
evaluation and purchase, making it critical to
integrate online variables with traditional and
service-focused elements.

Research Gap: Most studies examine either
traditional, service, or digital marketing elements
separately. A holistic approach combining all three
dimensions is limited in the Indian context. This
study develops an integrated model reflecting
multidimensional consumer decision-making.

III. CONCEPTUAL FRAMEWORK AND
HYPOTHESES

The conceptual framework proposed in this study
integrates traditional marketing mix elements
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(product, price, and promotion), service marketing
mix dimensions (people and process), and digital
interface quality to explain consumer behavioural
outcomes in the Indian context. Customer
satisfaction is positioned as a mediating variable
between marketing mix elements and outcome
variables—purchase intention and brand equity. This
structure is grounded in expectancy-disconfirmation
theory and relationship marketing literature, which
suggest that satisfaction plays a central role in
translating marketing efforts into favourable
behavioural responses.

Traditional marketing mix elements are expected to
directly influence purchase intention, particularly in
emerging markets where consumers remain sensitive
to price and tangible product attributes. Service
marketing mix elements are hypothesized to
primarily influence customer satisfaction, as
interpersonal interactions and service efficiency
shape perceptions of value and trust. Digital interface
quality is proposed to influence both customer
satisfaction and brand equity, reflecting the growing
importance of digital touchpoints in consumer
decision-making.

To maintain parsimony and alignment with Scopus-
indexed journal expectations, the hypotheses were
consolidated into six high-impact statements:
e HI: Traditional marketing mix elements
(product quality, price fairness, and
promotion) positively influence purchase

intention.

Variable Category
Age Below 25
B
Undergraduate
_ Postgraduate
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e H2: Service marketing mix elements
(people and process) positively influence
customer satisfaction.

e H3: Digital interface quality positively
influences customer satisfaction.

e H4: Customer satisfaction positively
influences purchase intention.

e HS5: Customer satisfaction positively
influences brand equity.

e H6: Digital interface quality has a direct
positive influence on brand equity.

Iv. RESEARCH METHODOLOGY

This study adopts a quantitative, explanatory
research design to test the proposed conceptual
framework. A cross-sectional survey method was
employed, as it is suitable for examining
relationships among multiple constructs within a
defined population. The target population comprised
Indian consumers who actively engage with branded
products and services across physical and digital
platforms.

e Design: Quantitative, explanatory, cross-
sectional survey.

e Population: Indian consumers engaging
with products/services across physical and
digital platforms.

e Sample: 650 respondents; stratified random
sampling across metropolitan and semi-
urban regions.

Frequency Percentage (%)
342 52.6
308 47.4
158 243
264 40.6
149 22.9
79 12.2
212 32.6
326 50.2
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Doctoral / Others

Monthly
Income

Below 325,000
325,000-%50,000
Above 50,000
Metropolitan

Semi-Urban

112 17.2
189 29.1
271 41.7
190 29.2
382 58.8
268 41.2

e  Measurement Scales: Adapted from Kotler & Keller (2016), Zeithaml et al. (2018), Oliver (1997). Five-point

Likert scales used.

Construct Code Measurement Item Source

Product Quality PQI1-PQ3 Perceived quality and reliability Kotler & Keller
_ of products (2016)

Price Fairness PF1-PF3 Reasonableness and Kotler & Keller
_ transparency of pricing (2016)

Promotion PR1-PR3 Effectiveness of advertising and Kotler & Keller
_ promotion (2016)

People PE1-PE3 Employee behavior and Zeitham]l et al
_ responsiveness (2018)

Process PS1-PS3 Service delivery efficiency and Zeithaml et al.
_ consistency (2018)

Digital Interface DIQ1-DIQ4 Usability, security, Chaffey (2019)
responsiveness, aesthetics

Customer CS1-CS3 Overall satisfaction with brand Oliver (1997)

Purchase PI1-PI3 Likelihood of purchase Ajzen (1991)

Brand Equity BE1-BE4 Brand  awareness, loyalty, Keller (2013)
_ associations

validity.
V.  DATA ANALYSIS AND RESULTS

The reliability analysis indicated that all constructs
achieved acceptable internal consistency, with
Cronbach’s  alpha  values exceeding  the
recommended threshold of 0.70. Confirmatory
Factor Analysis demonstrated strong factor loadings,
supporting  convergent validity. Discriminant
validity was established as the square root of
Average Variance Extracted (AVE) for each
construct exceeded inter-construct correlations.
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Data Analysis: SEM via AMOS/SmartPLS. Reliability assessed using Cronbach’s alpha (>0.7); CFA for

The structural model exhibited satisfactory
goodness-of-fit indices, confirming the adequacy of
the proposed framework. Hypothesis testing
revealed that traditional marketing mix elements
significantly  influenced purchase intention,
supporting H1. This finding highlights the continued
relevance of product quality, price fairness, and
promotional effectiveness in shaping consumer
decisions in India.

Service marketing mix elements—people and
process—were found to have a strong positive
influence on customer satisfaction, supporting H2.
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Digital interface quality significantly influenced
customer satisfaction and brand equity, confirming
H3 and H6. Customer satisfaction demonstrated a
significant positive effect on both purchase intention
and brand equity, supporting H4 and HS.

Hypothesis Path

H Traditional — Purchase Intention

H2 Service — Customer Satisfaction

H3 Digital — Customer Satisfaction

H4 Satisfaction — Purchase Intention

Digital — Brand Equity

Overall, the results underscore the multidimensional
nature of Indian consumer behavior, where
traditional value considerations coexist with service
experience and digital engagement.

VL DISCUSSION

The findings of this study provide strong empirical
support for the argument that the marketing mix must
be reconfigured to reflect the realities of emerging
markets such as India. While traditional marketing
mix elements continue to influence purchase
intention, service and digital dimensions play a more
prominent role in shaping satisfaction and brand
equity.

Indian consumers remain price-sensitive and value-
oriented; however, they increasingly expect seamless
service delivery and high-quality digital interactions.
The strong influence of service process and people
highlights the relational nature of consumption in
India, where trust and interpersonal interactions
remain critical. The significant role of digital
interface quality reflects the growing reliance on
online platforms for information search, evaluation,
and purchase.

The mediating role of customer satisfaction
reinforces its strategic importance in translating
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Satisfaction — Brand Equity

Mediation analysis indicated that customer
satisfaction partially mediates the relationship
between marketing mix elements and behavioural
outcomes. This suggests that while certain marketing
actions directly influence consumer behaviour, their
long-term impact is largely realized through
satisfaction.

B t-value Result

0.42 5.87 Supported
0.51 6.12 Supported
0.47 5.95 Supported
0.39 5.02 Supported
0.44 5.45 Supported
0.36 4.87 Supported

marketing efforts into sustainable competitive
advantage. Firms that focus solely on promotional
tactics without addressing service quality and digital
experience may achieve short-term sales but struggle
to build long-term brand equity.

VIL MANAGERIAL IMPLICATIONS

e Adopt integrated marketing strategies
combining traditional, service, and digital
elements.

e Invest in employee training and process
optimization to enhance service quality.

e Enhance digital interface quality for
stronger brand equity.

e Treat customer satisfaction as a strategic
asset rather than a secondary outcome.

VIIL CONCLUSION

This study makes a significant contribution to
marketing literature by empirically validating an
integrated marketing mix framework specifically
tailored to Indian consumers. By simultaneously
incorporating traditional marketing mix elements,
service-related dimensions, and digital interface
quality, the research moves beyond fragmented
approaches that dominate prior studies. The findings
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clearly demonstrate that Indian consumer behavior is
shaped by a hybrid decision-making process in
which economic value considerations coexist with
service experience and digital engagement. While
traditional elements such as product quality, price
fairness, and promotional effectiveness continue to
directly influence purchase intention, service and
digital dimensions play a more substantial role in
shaping customer satisfaction and long-term brand
equity.

From a theoretical standpoint, the study extends the
applicability of the marketing mix framework within
emerging market contexts. It reinforces the argument
that marketing models developed in Western
economies require contextual adaptation to reflect
socio-economic, technological, and cultural realities
of markets such as India. The empirical confirmation
of customer satisfaction as a partial mediator further
strengthens relationship marketing theory by
highlighting its role as a strategic mechanism
through which marketing mix decisions translate into
sustainable behavioural outcomes.

Practically, the study underscores the need for firms
operating in India to adopt an integrated, customer-
centric  approach to  marketing  strategy.
Organizations that focus solely on price or promotion
may achieve short-term gains but risk undermining
long-term brand equity if service quality and digital
experience are neglected. The results suggest that
managers should view service efficiency, employee
behavior, and digital interface quality not as
supplementary tools but as core strategic assets.
Overall, this research provides a robust empirical
foundation for rethinking marketing mix design in
emerging economies and offers valuable guidance
for academics, practitioners, and policymakers
seeking to enhance consumer engagement and
competitive advantage in the Indian market.

IX. LIMITATIONS AND FUTURE RESEARCH

Despite its theoretical and empirical contributions,
this study is subject to several limitations that should
be acknowledged. First, the research adopts a cross-
sectional design, which captures consumer
perceptions at a single point in time. While this
approach is suitable for examining relationships
among constructs, it limits the ability to infer
causality or observe changes in consumer behaviour
over time. Consumer perceptions of marketing mix

IJIRT 190132

elements, particularly digital interactions, are
dynamic and may evolve with technological
advancements and market conditions.

Second, the study focuses primarily on urban and
semi-urban consumers, which may limit the
generalizability of the findings to rural markets.
Rural consumers in India often exhibit different
consumption patterns, levels of digital access, and
sensitivity to marketing stimuli. Including rural
segments could provide a more comprehensive
understanding of marketing mix effectiveness across
diverse socio-economic contexts.

Third, although the study integrates key traditional,
service, and digital dimensions, it does not explicitly
account for moderating variables such as age,
income, cultural orientation, or product category
involvement. These factors may influence how
consumers evaluate marketing mix elements and
translate satisfaction into behavioral outcomes.

Future research can address these limitations in
several ways. Longitudinal studies could be
conducted to examine how changes in marketing mix
strategies influence customer satisfaction and brand
equity over time. Sector-specific investigations in
areas such as financial services, retail, healthcare, or
e-commerce would allow for more nuanced insights.
Additionally, comparative studies across emerging
economies could help validate the framework’s
applicability beyond India. Incorporating qualitative
methods or mixed-method approaches may further
enrich understanding by capturing deeper consumer
insights and contextual nuances.
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