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Abstract

This study aims to explain the paradigmatic transition from the traditional 4P model to Kotler’s Six P model and to analyze the central
role of Purpose in ensuring its conceptual coherence. Adopting a qualitative, analytical-interpretive design, data were collected through
a systematic review of marketing literature (2019-2025) and semi-structured interviews with 12 academic and professional experts;
thematic analysis was conducted using MAXQDA, with trustworthiness ensured via Lincoln and Guba’s criteria. The analysis yielded four
overarching themes, eight organizing themes, and thirty-six basic codes, indicating that Purpose functions as the integrative core of the
Six P model, through which other components are coherently aligned; the logic of marketing shifts from instrumental exchange to
meaning-based, human-centered responsibility. By positioning Purpose at its core, the Six P model reframes marketing from operational
management to value- and meaning-driven leadership, signaling a paradigmatic transformation in contemporary marketing.
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Extended Abstract

Introduction

Marketing as a managerial and societal practice has undergone profound transformations over the past six
decades. Classical marketing thought, crystallized in the marketing mix and the 4P framework, conceptualized
marketing primarily as a tool for managing exchange and stimulating demand through product, price, place,
and promotion (Kotler, 1967; McCarthy, 1964). This instrumental and transaction-oriented logic dominated
both academic discourse and managerial practice for decades and was further institutionalized through
comprehensive works in marketing management (Kotler & Keller, 2016). However, structural changes in
markets, intensified global competition, digitalization, and the growing complexity of consumer expectations
have progressively revealed the limitations of this paradigm.

Contemporary consumers increasingly evaluate brands not only based on functional attributes and price but
also on experiential, emotional, ethical, and societal considerations (Rahst & Lemon, 2023; Rust & Lemon,
2023). Parallel to this shift, critical perspectives in marketing have emphasized mindful consumption, social
responsibility, and the broader consequences of marketing activities for society and the environment (Sheth et
al., 2011). These developments challenged the adequacy of a purely exchange-based view of marketing and
paved the way for alternative paradigms emphasizing value co-creation, relationships, and meaning.

One of the most influential theoretical responses to these challenges has been the emergence of service-
dominant logic, which reconceptualizes value as something co-created through use, experience, and interaction
rather than embedded in products exchanged in the market (Lusch & Vargo, 2014; Vargo & Lusch, 2008). In
parallel, stakeholder theory highlighted the necessity of considering multiple stakeholders—beyond customers
and shareholders—in strategic decision-making (Freeman, 1984). The integration of these perspectives has
shifted marketing toward a more holistic, relational, and socially embedded discipline.

Within this evolving landscape, Kotler and colleagues proposed successive frameworks—Marketing 4.0, 5.0,
and most recently 6.0—to capture the changing nature of marketing in the digital and post-digital era (Kotler
et al., 2017, 2021, 2025). Marketing 6.0 represents a paradigmatic leap by explicitly placing meaning, human
values, and future-oriented responsibility at the core of marketing logic. A central conceptual innovation of

this framework is the Six P model, in which “Purpose” functions as the foundational element that aligns and

integrates all other marketing components.



Unlike traditional interpretations that reduce purpose to corporate social responsibility or mission statements,
the Six P model conceptualizes purpose as the reason for organizational existence and the guiding logic behind
strategic and operational decisions (Kotler et al., 2025). This conceptualization resonates with broader
transformations observed in other fields, such as education and curriculum studies, where paradigm shifts
toward meaning-oriented and value-based frameworks have been documented (Fathivajargah, 2022;
Mehrmohammadi, 2020). Despite the growing prominence of purpose-driven discourse, the precise role of
purpose in structuring and integrating contemporary marketing models remains under-theorized. Accordingly,
this study seeks to explain the paradigmatic shift from the classical 4P model to Kotler’s Six P framework and
to clarify the integrative role of the Purpose component within this model.

Methods and Materials

This study adopted a qualitative, analytical-interpretive research design aimed at developing an in-depth
conceptual understanding of the paradigmatic transformation in marketing. Two complementary sources of
data were employed. First, a systematic qualitative analysis of foundational and contemporary marketing
literature published between 2019 and 2025 was conducted, focusing on paradigm shifts, human-centered
marketing, service-dominant logic, stakeholder approaches, and purpose-driven strategies. Second, empirical
qualitative data were collected through semi-structured interviews with 12 academic and professional experts
in marketing, strategic management, consumer behavior, and digital marketing.

Participants were selected using purposive sampling, and interviews continued until theoretical saturation was
achieved. Interview questions explored perceptions of the limitations of the classical marketing mix, the
emergence of purpose in contemporary marketing discourse, and the role of purpose in aligning marketing
decisions and stakeholder relationships. All interviews were transcribed verbatim. Data from both literature
analysis and interviews were analyzed using thematic analysis, supported by qualitative data analysis software.
Coding proceeded through iterative stages of initial coding, theme development, and synthesis, allowing for
constant comparison between theoretical insights and empirical perspectives. Trustworthiness was ensured
through transparent documentation of analytical steps and systematic comparison of data sources.

Findings

The analysis yielded a structured set of themes that collectively illuminate the paradigmatic transformation in
marketing. Four overarching themes, eight organizing themes, and thirty-six basic codes were identified. The
findings demonstrate that the shift from the 4P model to the Six P framework represents a fundamental change
in the underlying logic of marketing rather than a simple extension of existing tools.

First, the findings reveal a redefinition of the core problem of marketing. While the classical paradigm frames
marketing as the efficient management of exchange and demand stimulation, the Six P model reframes
marketing as a response to crises of meaning, trust, and social legitimacy. Participants consistently emphasized
that declining consumer trust and increasing societal expectations necessitate a new organizing principle for

marketing decisions.



Second, Purpose emerged as the central and integrative element of the Six P model. Rather than functioning
as an auxiliary value or communicative slogan, purpose was identified as the starting point of strategic
decision-making. All other marketing components—such as customer engagement, partnerships, technological
deployment, and profitability—were interpreted as meaningful only insofar as they align with the
organization’s articulated purpose.

Third, the findings indicate that the Six P framework transforms the concept of value. Value is no longer
defined primarily in transactional or functional terms but is understood as a multidimensional construct
encompassing meaning, experience, ethical alignment, and long-term societal impact. This transformation was
reflected in participants’ emphasis on coherence between brand actions and stated values.

Fourth, the results show that the Six P model facilitates a shift from customer-centricity to stakeholder-oriented
marketing. Marketing decisions are no longer evaluated solely based on customer response but also on their
implications for partners, communities, the environment, and future generations. Finally, the findings highlight
that purpose functions as a unifying mechanism that prevents fragmentation among marketing activities,
ensuring internal coherence and long-term strategic alignment.

Discussion and Conclusion

The findings of this study suggest that Kotler’s Six P model represents a paradigmatic transformation in
marketing thought. By positioning Purpose at the core of the marketing framework, the model moves
marketing beyond an instrumental, exchange-based discipline toward a meaning-centered and responsibility-
oriented practice. This shift aligns with broader theoretical movements emphasizing service-dominant logic,
stakeholder engagement, and value co-creation, while also addressing contemporary challenges associated
with digitalization and technological acceleration.

The integrative role of purpose identified in this study explains how marketing can simultaneously

accommodate technological innovation and human values. Rather than rejecting data-driven and Al-enabled

marketing tools, the Six P framework redefines their role by subordinating them to a higher-order purpose that
guides ethical and strategic choices. In this sense, purpose operates as a strategic compass that enables
organizations to navigate complexity and uncertainty without losing coherence or legitimacy.

Moreover, the findings indicate that the Six P model reframes marketing success. Success is no longer
measured exclusively through short-term financial indicators but through sustained trust, meaningful customer
experiences, and positive societal contributions. This reconceptualization has significant implications for both
theory and practice, suggesting that marketing should be understood as a socio-economic institution embedded
in broader cultural and ethical contexts.

In conclusion, this study demonstrates that the paradigmatic shift from the 4P model to the Six P framework
reflects a deeper transformation in the ontology and epistemology of marketing. Purpose is not merely an
additional component but the core integrator that redefines the logic, scope, and responsibilities of marketing

in the era of Marketing 6.0. By clarifying this role, the study contributes to advancing theoretical understanding



of contemporary marketing and provides a foundation for future empirical research on purpose-driven

marketing models.

References

Fathivajargah, K. (2022). Curriculum and Paradigmatic Transformations in Contemporary Education. Samt. https:/ /taaghche.com/book/60805

Freeman, R. E. (1984). Strategic Management: A Stakeholder Approach. Pitman. https://www.amazon.com/ Strategic-Management-R-Edward-
Freeman/dp/0521151740

Gad, K. (2026). The Impact of Social Media Marketing on Purchase Decision through Customer Experience: An Empirical Study on Skin
and Hair Care Products in Egypt. Arab Journal of Administration, 46(1). https://aja.journals.ckb.eg/article_306639.html

King, N, & Horrocks, C. (2010). Interviews in Qualitative Research. SAGE.
https://asmepublications.onlinelibrary.wiley.com/doi/abs/10.1111/j.1365-2929.2006.02418 .x

Kotler, P. (1967). Marketing Management: Analysis, Planning, and Control. Prentice Hall. https://www jstor.org/stable/2351758

Kotler, P., Kartajaya, H., & Setiawan, 1. (2017). Marketing 4.0: Moving from Traditional to Digital. ~Wiley.
https:/ /ideas.repec.org/h/wsi/wschap/9789813275478_0004.html

Kotler, ~P.,  Kartajaya, H., &  Setiawan, 1. (2021).  Marketing ~ 5.0: Technology ~ for ~ Humanity. ~ Wiley.
https:/ /books.google.com/books?hl=fa&lr=&id=S9YPEAAAQBA]&oi=fnd&pg=PR1&dq=Marketing+5.0:+Technology+for+Hu
manity&OtS:QORtnl]KHP&sig:7n4DthngprLONt56XWPfKWFY

Kotler, P., Kartajaya, H., & Setiawan, I. (2025). Marketing 6.0: I  futuro ¢ immersivo. Hoepli Editore.
https:/ /books.google.com/books?hl=fa&lr=&id=7k1 CEQAAQBA]J&oi=fnd&pg=PT4&dq=Marketing+6.0: +1l+futuro+%C3%A8
+immersivo&ots=7QS8222X30K &sig=_iwQSzdUuil X9wc6da88uTa-9-w

Kotler, P., & Keller, K. L. (2016). Marketing Management . Pearson Education.
https:/ /www.uoguelph.ca/mcs/sites/uoguelph.ca.mes/files/ public/ Advanced%20Marketing%20M CS%203000%20Course%200u
tline%20-%20Fall%202010.pdf

Lusch, R. F., & Vargo, S. L. (2014). Service-Dominant Logic: Premises, Perspectives, Possibilities. Cambridge University Press.
https://doi.org/10.4324/9781315699035

McCarthy, E. J. (1964). Basic Marketing: A Managerial Approach. Irwin.
https:/ /search.proquest.com/openview/b24d93a0195ac7a5a2527667caf998ad / 12pq-origsite=gscholar&cbl=1816480

Mehrmohammadi, M. (2020). Curriculum Transformation ~ in  the  Contemporary World. Agha  Publications.
https:/ /proceedings.ums.ac.id/iceiss/article/ view /3168

Porter, M. E., & Kramer, M. R. (2011). Creating shared value. Harvard business review, §9(1-2), 62-77. https:/ /hbr.org/2011/01/the-big-
idea-creating-shared-value

Rahst, A., & Lemon, C. (2023). Human-Centered and Experience-Centered Marketing in the Digital Age. Modern Marketing Publications.
https:/ /www .researchgate.net/publication/346169454_Human-Centric_Marketing_in_the_Digital_Era

Rust, R. T., & Lemon, K. N. (2023). The Customer Value Imperative. Routledge. https://www.marketingjournal.org/aligning-sales-and-
marketing-the-customer-value-imperative-by-javed-matin/

Sheth, J. N., Sethia, N. K., & Srinivas, S. (2011). Mindful consumption. jJournal of the Academy of Marketing Science, 39(1), 21-39.
https://doi.org/10.1007/511747-010-0216-3

Sundari, H., Rajeshkumar, P., Santhanalakshmi, K., & K.N, H. (2025). Artificial Intelligence in Digital Marketing: A Systematic Review and
Strategic Framework for Al-Augmented Marketing. International Research Journal on Advanced Engineering and Management (IRJAEM), 3(8),
2595-2611. https://doi.org/10.47392/IRJAEM.2025.0410

Sutisna, F., Lutfiani, N., Anderson, E., Danang, D., & Syaidina, M. O. (2025). E-Commerce and Digital Marketing Strategies: Their Impact
on Startupreneur Performance Using PLS-SEM. laic Transactions on Sustainable Digital Innovation (Itsdi), 6(2), 215-223.
https://doi.org/10.34306/itsdi.v6i2.695

Tang, S., Musunuru, S., Zong, B., & Thornton, B. (2024). Quantifying Marketing Performance at Channel-Partner Level by Using Marketing
Mix Modeling (MMM) and Shapley Value Regression. arXiv preprint. arXiv:2401.05653

Tanwar, P. S., Antonyraj, S. M., & Shrivastav, R. (2024). A Study of “Rise of Al in Digital Marketing”. Ijmrset, 7(05), 9919-9925.
https://doi.org/10.15680/ijmrset.2024.0705057

Tauheed, ., Shabbir, A., & Pervez, M. S. (2024). Exploring the Role of Artificial Intelligence in Digital Marketing Strategies. Journal of
Business Communication & Technology, 54-65. https:/ /doi.org/10.56632/bct.2024.3105

Terres, M. d. S., Rohden, S. F., & Sebastido, L. V. (2024). COVID-sumers: Consumers’ Feelings Due Covid-19 Pandemic in Brazil and
Potential Implications for Services Marketing. International Journal of Pharmaceutical and Healthcare Marketing, 18(4), 649-674.
https://doi.org/10.1108/ijphm-04-2022-0034

Theoharakis, V., Zheng, U., & Zhang, L. (2024). Dynamic strategic marketing planning: The paradox of concurrently reconfiguring and
implementing strategic marketing planning. Journal of Business Research, 174. https://doi.org/10.1016/j.jbusres.2024.114525

Vargo, S. L., & Lusch, R. F. (2008). Service-dominant logic: Continuing the evolution. ournal of the Academy of Marketing Science, 36(1), 1-
10. https://doi.org/10.1007/511747-007-0069-6


https://taaghche.com/book/60805
https://www.amazon.com/Strategic-Management-R-Edward-Freeman/dp/0521151740
https://www.amazon.com/Strategic-Management-R-Edward-Freeman/dp/0521151740
https://aja.journals.ekb.eg/article_306639.html
https://asmepublications.onlinelibrary.wiley.com/doi/abs/10.1111/j.1365-2929.2006.02418.x
https://www.jstor.org/stable/2351758
https://ideas.repec.org/h/wsi/wschap/9789813275478_0004.html
https://books.google.com/books?hl=fa&lr=&id=S9YPEAAAQBAJ&oi=fnd&pg=PR1&dq=Marketing+5.0:+Technology+for+Humanity&ots=QoRtnlJKHP&sig=7n4DqGhgmQxQpL0Nt56XWPfKWFY
https://books.google.com/books?hl=fa&lr=&id=S9YPEAAAQBAJ&oi=fnd&pg=PR1&dq=Marketing+5.0:+Technology+for+Humanity&ots=QoRtnlJKHP&sig=7n4DqGhgmQxQpL0Nt56XWPfKWFY
https://books.google.com/books?hl=fa&lr=&id=7k1CEQAAQBAJ&oi=fnd&pg=PT4&dq=Marketing+6.0:+Il+futuro+%C3%A8+immersivo&ots=7QS222X3oK&sig=_iwQSzdUui1X9wc6da88uTa-9-w
https://books.google.com/books?hl=fa&lr=&id=7k1CEQAAQBAJ&oi=fnd&pg=PT4&dq=Marketing+6.0:+Il+futuro+%C3%A8+immersivo&ots=7QS222X3oK&sig=_iwQSzdUui1X9wc6da88uTa-9-w
https://www.uoguelph.ca/mcs/sites/uoguelph.ca.mcs/files/public/Advanced%20Marketing%20MCS%203000%20Course%20Outline%20-%20Fall%202010.pdf
https://www.uoguelph.ca/mcs/sites/uoguelph.ca.mcs/files/public/Advanced%20Marketing%20MCS%203000%20Course%20Outline%20-%20Fall%202010.pdf
https://doi.org/10.4324/9781315699035
https://search.proquest.com/openview/b24d93a0195ac7a5a2527667caf998ad/1?pq-origsite=gscholar&cbl=1816480
https://proceedings.ums.ac.id/iceiss/article/view/3168
https://hbr.org/2011/01/the-big-idea-creating-shared-value
https://hbr.org/2011/01/the-big-idea-creating-shared-value
https://www.researchgate.net/publication/346169454_Human-Centric_Marketing_in_the_Digital_Era
https://www.marketingjournal.org/aligning-sales-and-marketing-the-customer-value-imperative-by-javed-matin/
https://www.marketingjournal.org/aligning-sales-and-marketing-the-customer-value-imperative-by-javed-matin/
https://doi.org/10.1007/s11747-010-0216-3
https://doi.org/10.47392/IRJAEM.2025.0410
https://doi.org/10.34306/itsdi.v6i2.695
https://doi.org/10.15680/ijmrset.2024.0705057
https://doi.org/10.56632/bct.2024.3105
https://doi.org/10.1108/ijphm-04-2022-0034
https://doi.org/10.1016/j.jbusres.2024.114525
https://doi.org/10.1007/s11747-007-0069-6

Yawar, M. E., & Hakimi, M. Q. (2025). Explaining the Digital Health Marketing Model in Gaining Health Welfare Support From Nonprofits.
Acta Humanitatis Et Linguarum, 2(2), 4-28. https://doi.org/10.69760/aghel.02500201

Hecrepenko, 0., & Ponomarenko, V. O. (2025). Marketing Strategies for Promoting Escrow Services in the Financial Market. Business
Inform, 1(564), 486-496. https://doi.org/10.32983/2222-4459-2025-1-486-496



https://doi.org/10.69760/aghel.02500201
https://doi.org/10.32983/2222-4459-2025-1-486-496

