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Selecting the Proper Marketing Mix for NiLo Tile Company
with the Use of AHP Technique: A Strategic Market Planning
Approach

Abstract

In the new literature, any duty of planning, organizing and control
for management represents a kind of decision making. For a marketing
system, the main concern is on the decisions regarding the marketing mix
(product, price, place and promotion) and determining their priorities.
This article investigates the selection of the marketing mix with strategic
approach by evaluating the opportunities and the threats of the internal
and external situations in NiLo Tile Company.

First, the effective factors on the marketing decisions in the tile
industry are recognized by comparing the sale agent views which are
extracted from the questionares. Then, the priorities of the factors are
determined using the analytical hierarchy process and finally, a model for
marketing mix selection in the tile industry is proposed. Spss is used for
statistical analysis and Expert Choice is used to extract first, the most
important effective factors, and second, to find the priorities of the
factors. The resulted preferences in order are as follows: elegance and
design of the tiles, diversity of production, selling by installment, giving
discount to the agent, assortment of the goods, on-time deliverying and
advertising among tile-layers and architects and in specialized journals.



