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Abstract 

 

Circular economy, a modern and current concept, represents a concrete solution to practically support sustainable 

development. Moreover, circular economy is considered as one of the most representative answers to the need to 

efficiently and sustainably manage the problem of resources and waste generated by the production and consumption 

processes. The current paper which is prevalently theoretical and empirical, aims to identify the existence and meaning 

of the relationship between marketing mix and circular economy, starting from the hypothesis that the traditional 

marketing mix needs an adjustment to the requirements of circular economy. In fact, we propose to reconsider the 

traditional marketing mix by adding a 5th component to the established 4Ps: product, price, promotion, placement. By 

means of the analysis and synthesis of the literature, correlated with the authors’ proposal, the new component added to 

the marketing mix is the ”return” and refers to the new sustainable and responsible way to use the waste resulted from 

consumption. Thus, the main outcome of the paper, the 5th component that is ”R”, is analysed and developed based on 

the specialty literature and of the studies that support circular economy. 
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Current concepts, such as the marketing mix 

and the circular economy, are addressed in the 

same way, in detail and multifaceted in the profile 

literature, as well as in practical applications. 

Although, apparently, there is no connection 

between these two concepts, the present paper aims 

to highlight the obvious and close connection 

between the two. 

In a predominantly theoretical approach, 

supported by the empirical side, the paper aims to 

identify the existence and meaning of a link 

between the marketing mix and the circular 

economy, starting from the hypothesis that the 

traditional marketing mix, based on the 

functionality of the production-consumption circuit 

in the form of a 4P chain, needs to be adapted to 

the requirements of the circular economy, in 

response to the need to move towards a truly 

sustainable economy. 

In fact, we intend to reconsider the 

traditional marketing mix by adding a 5th P to the 

established 4Ps: product, price, promotion, 

placement. Through the analysis and synthesis of 

the literature, correlated with the authors' proposal, 

the "P" added to the marketing mix is actually a 

double P "processing & protection" and refers to a 

new sustainable and responsible way of using 

waste from consumption. Thus, the main result of 

the paper, the 5th P, is analyzed and developed 

based on the established literature and studies that 

support the circular economy. 

The main motivation behind the elaboration 

of this study focuses on the following arguments: 

- orientation towards the tendency to 

approach the marketing theory from a new and 

modern perspective, associated with the topic of 

sustainable development; 

- identification, in the profile literature, of 

conceptual connections similar to the assumptions 

and ideas of the authors; 

- concern for approaching new marketing 

concepts: society marketing, sustainable 

marketing, eco-marketing; 

- interest in the multifaceted issue of 

marketing principles; 

- highlighting a new idea in the traditional 

composition of the marketing mix. 

The main goal of this paper is based on and 

justified by identification of different approaches 

related to the mix of marketing. We propose to use 

a new component in this mix, from the perspective 

of the conceptual and applicative presence of the 

circular economy on the actual consumption 

market. And this is given by the harmful tendency, 

both socially and economically, to support more 

and more the hyper consumption. 


