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Konica Minolta
Konica Minolta is an information management company that focuses on corporation content, technology facilitation and optimization, and cloud services. The corporation ensures it improves the customers' speed to market, manages the cost of technology and facilitating the sharing of information to ensure productivity is increased (Kotler, Armstrong, & Parment, 2016). The company works on a mission of creating new value through the use of innovative ways. The company can create exceptional value and share it with the rest of the world to ensure the betterment of the lives of others and for generations to come.
The organization began in 1873 and was in a successful business of selling cameras, equipment, and supplies to the final consumers. For decades the Konica Minolta was known as a photo company. However, the drastic changes in the marketing environment forced the corporation to reevaluate its marketing strategy and abandon its primary goal in the industry. The company conducted a market analysis of its progress, the strengths it had and the opportunities that the market offered. 
Konica Minolta had to change its marketing mix since it was in an industry that was going to disappear with time. The company shifted from photography to broader consumer electronics that led to the business shifting from the B-C marketing mix to the B-B marketing model. The B-C model ensured the company had control of its brand but with the B-C model the company had to incorporate social media, the opinion of consumers and use of adverts. All these strategies were in line with the company's objective that is to improve the customer’s access to speed market and ensure the customers are satisfied.  The new marketing mix also brought the company closer to the consumers that enabled them to understand the needs of the customer to provide tailor-made products and services.
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