University of Wales Trinity Saint David
Marketing Fundamentals (LCBB4004)
Assessment 1
Student name: Constantin Patrascu
Student number: 2022567
Lecturer name: Hossein Shokri
Submission Date: 25/04/2021
 


Table of Contents
Introduction	3
Definition of Marketing	4
Importance of Marketing	4
The Marketing Process and its Main Stages	4
Segmentation, Targeting and Positioning	7
The Marketing Mix- 4Ps	8
Conclusion	10
References	11



[bookmark: _Toc70089427]Introduction
Marketing is one of the most important constituents of business management. It understands its consumers and builds a healthy relationship with them. It is a set of process creating, communicating and delivering offers that are valuable for consumers and the society. Marketing consists of selling and advertising a company’s products and services. This essay will present a STP analysis and make use of different academic theories and industry example to highlight the process of marketing and its importance. This essay will define marketing and explain different marketing process and its main stages. It will also cover the 4Ps of marketing mix.

[bookmark: _Toc70089428]Definition of Marketing
Marketing refers to the activities of a company promoting the buying or selling of its services and products (Baineset al., 2017). Marketing is one of the primary constituents of business management. It engages in attracting customers and identifying the needs and wants of customers. It is the activities of the business directing the flow of goods and services from the producers and consumers.
[bookmark: _Toc70089429]Importance of Marketing
Marketing notifies its consumers about the products and services which the company is offering. The customers get an idea about the usage and value of the products. Marketing also generates brand awareness and protrudes the business. Producers are largely depending on marketing to decide as to what to produce and sell. A producer faces various problems like what to produce, how much and for whom? Marketing strategies solves these queries and regulates production smoothly. In a market full of homogeneous products, marketing is the only standard which organizations can use to stand out and distinguish itself from its competitors. Marketing helps in exchange and movement of goods and services through intermediaries like wholesalers and retailers. Marketing is helpful in raising and maintaining the standard of living of the society. Marketing has brought a revolution in the living standard of the different classes of people because of large-scale production and lower prices of the goods. With new marketing techniques even the poor sector of the society has a reasonable living standard. Marketing also provides employment to various people. It is evaluated that approximately 40% people are directly or indirectly dependent on marketing (Volter, 2018). Marketing is also a source of income and revenue. It creates awareness for new products. Marketing also helps in the overall economic growth of a country.  By promoting products and services, organizations target the potential buyers. Marketing helps the organizations to stretch out, by increasing their profit.
[bookmark: _Toc70089430]The Marketing Process and its Main Stages
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				Fig.1: Marketing Process Overview
					(Source: Wilson, 2018)
Marketing process is a series of steps which allows companies to discover problems faced by consumers, analyze market possibilities and create products to meet the desire of its customers. Marketing process indulges in ways through which value can be created for its consumers and satisfy their desires. It is an endless process between the producers and consumers making attempts to generate value and satisfy its consumers. Steps to a successful marketing process are mission statement of the company, situational analysis, marketing strategy and planning, marketing mix and implementation and control (Naseri and Noruzi, 2018). The first step is Mission of the company. It is important to discover as to why the company exists and is in business and how the company can benefit from its customers. A mission statement can be motivating and inspires customers and staff. A marketing strategy cannot be planned without clearly knowing about why a company is in business. The board of directors formulates the mission statement and makes sure that the company efforts are aligned to the mission. The second step is to assess both external and internal factors that have an impact on the business as well as the market. Situational analysis gives a clear view of business, trends in the market, prospective and present customers and the position of the company in the market. There are various methods to carry out this analysis. The most common amongst all is the SWOT analysis. It analyzes the internal as well as the external factors of an organization. Strength and weakness are the internal factors whereas opportunities and threats are the external factors. Strengths of an organization depend on the factors that it controls. It shows how the products of one’s organization are superior to the others and what competitive advantage the organization has. Weakness of a company is its inability to perform and what factors act as a hindrance in its success. Opportunities of an organization are its potential for new business and new markets. They look for unexploited markets and if they could take advantage of the market trends.
Threats of an organization are its obstacles and external factors like demographics, economic, political, legal, social and technological factors can create a problem for them. Similar to the SWOT analysis, a PEST analysis can also be conducted to do the situational analysis (Bayazovna, 2020). It is a framework influencing an organization externally. First are the political factors which describe which laws affect the consumers. It focuses on the impact of trade regulations, tax guidelines and employment laws on the organization. Second are the economic factors that affect the organization. These factors include taxes, interest and inflation rates. It also lays importance on the impact of stock markets on the organization. Third are the social factors laying importance on the lifestyle and purchasing habits of the consumers. It focuses on the demographics of the society like the age, gender, preferences, education and tastes of the market and keeps a note on how they are evolving. Lastly there are technical factors like patents and trademarks which can influence an organization. Its main concern is how information technology is profitable or fruitless for the placement, promotion and positioning of their product. This analysis helps in addressing the most critical problems and opportunities for an organization as a clear picture is portrayed (Krishnamoorthyet al., 2020). The third step is developing a Marketing Plan though a plan layout on Marketing Strategy. A marketing plan will focus on the target market. It will lay importance on how to reach the consumers and note their reaction to the organization’s marketing efforts. It shall also make a budget based on how much the marketing plan shall cost. The company also anticipates the response of its competitors. Company needs to define their target audience, set measurable goals and allocate its resources according to a budget. The fourth step is developing marketing mix decisions. This factor focuses on how to do the planning. It takes into consideration the competitiveness of a product in the market. Next it focuses on the price of the product which the consumers are willing to pay. Third is the way the product has to be promoted in the target market and lastly the place for the product distribution where buying is easy. The fifth step is implementation and control. The organization identifies as to when to launch the plan. Here the marketing strategies are put into action. It is a process ensuring the achievements of the aims and objectives planned by the company. It focuses on the activities that need to be carried out, people who are responsible for the activities and plan for the resources needed. The main objective is with regard to evaluation and monitoring of the activities of the organization; reporting of which is done to the management who then takes the decision according to the information provided and implements the action plan.
[bookmark: _Toc70089431]Segmentation, Targeting and Positioning
The prime goal of STP is to captivate the customer and also targeting those customers who shall be interested in the products of the organization. Segmentation means dividing the market into groups, with respect to customer value. By dividing the customer base and creating products and services that would fit those segments, companies can make huge profits (Camilleri, 2018). Targeting simply means choosing the most attractive or satisfactory segments and focusing on them for marketing. In marketing Positioning means to build an image of the brand in the eyes of the customers. It determines how to place the product in the market for maximum profit. However, positioning has to be done in a way where customers can relate with the brand immediately. Positioning can be done in two different ways. One is customer oriented another is competitor oriented (Nurlenaet al., 2018). When the positioning is based on the customers, all the advertisements and taglines will be targeted towards the customers. The advertisements will let the customers know; about the benefits they are providing with their product. However, when the positioning is based on competitors, the brand advertisements will try to prove how their products are better than others. In 1980’s when Pepsi-Cola was trying to claim a percentage of market share from Coca-Cola, it used segmentation to choose specific consumer market. They took attitude and loyalty segmentation approach to divide market into 3 consumer sectors. Firstly, it includes consumers who are 100% loyal to Coke. Secondly, those consumers who are 100% loyal to Pepsi and thirdly the consumers who are loyal to both the brands and switch their purchases between Coke and Pepsi. Pepsi focused on the third sector as it gave them highest investment return. However, when the new Coke launched in 1985, things changed as a lot of consumers complained about the change and this is when Pepsi targeted customers loyal to Coke. Pepsi started positioning its brand and highlighted the fact that Coca-Cola changed its taste to the new Coke to resemble its taste to that of Pepsi. The same year Pepsi had a 14% hike in product sales. Pepsi used STP marketing strategies to convert customers from Cola to Pepsi. It also increased its market share (Nadube and Didia, 2018). Unilever targets the age group of 30-45 years. They usually rely on married women with not more than 2 children, and are housewives or self-employed professionals, belonging to the upper middle class or even above. The more the number of educated and upper-class people, the more profit they make, because it will be easier for them to make them understand their advertisements. They categorize their customers with respect to their activities like, a working mother, who deals with the family and her work on a regular basis, would understand job delegations better. In the metropolitan markets, Unilever detergents, focuses on mixing the segments and then target them. Sometimes, they also use some innovative and unique strategies to diversify their already existing products and then target some very specific customers. Surf Excel Matic is one such product (Deepakand Jeyakumar, 2019). This process is effective as it breaks down broader markets into smaller ones, making it easier to attract and engage potential customers rather than using a generic marketing strategy.
[bookmark: _Toc70089432]The Marketing Mix- 4Ps
Marketing mix is combining various factors controlled by a company to influence the markets and consumers to purchase their products. It is a set of actions used by a company to promote its products. Marketing mix refers to the set of 4Ps which are Product, Price, Promotion and Place (Lahtinenet al., 2020). The 4Ps of marketing are the main factors involved in the marketing of the products. These factors identify the desires of the consumers, how the product of the company meets these desires and which factors make them different from their competitors. Product refers to the goods that the company is offering to its consumers. A product needs to be so attractive as to drive the attention of its customers or fulfill the demands of its customers. Companies focus on the variety, design, quality, packaging, features and brand name of its products to make it stand out in the market. Price is the amount the customers pay. Producers link the price to the value of the product considering supply costs, competitor’s price and seasonal discounts. Price is increased when the product appears as luxury and reduced when they want consumers to try their product. Companies list prices, give discounts and allowances, improvise its payment period and credit terms to make purchasing comfortable for its consumers. Place determines where a company should sell their product. Placement of a product includes attracting consumers through store display of products and advertisement. The main goal of the company is to place products in such locations that consumers are likely to purchase them. They try to channelize products in a way to attain maximum coverage. They target locations where transportation and logistics are convenient. Promotion of a product includes its strategy, public relations and advertisement. The main aim of promotion is to disclose to the customers why they need the product and why should they pay the requisite price for it. (Ang and Rusli, 2018). McDonald’s marketing mix involves approaches that satisfy business concerns in the fast-food market around the world. It applies variation in its marketing to meet the conditions of the local and regional markets. They focus on print media in countries where it is popular and prioritizes television for advertisement in others. McDonalds targets customers around the world. It diversifies its products and satisfies market demand. This has helped it in spreading its business and improving their revenue. Companies’ mobile apps give special deals, place orders and find restaurant location easily. This way they can serve more customers around the world. Significantly the company uses prices that appear affordable like _ _. 99$ instead of rounding it off. This strategy hike sales based on perceived affordability.


[bookmark: _Toc70089433]Conclusion
Marketing is the main element of every business. It continuously evolves and the business responds to it. It is a philosophy where every business needs to analyze the desires of its consumers and plan their marketing accordingly. Marketing is important as it helps in the selling of goods and services. Without marketing many businesses shall not exist as it is marketing that drives sales. Companies identify, anticipate and satisfy consumer demands profitably. For successful marketing, companies need to plan their strategy. They first need to visualize their mission, then analyse their situation based on SWOT and PEST analysis. After this a market plan needs to be prepared and applying the 4Ps (Product, Price, Place and Promotion) of marketing mix the plan can be implemented and controlled to attain maximum profit. STP marketing allows companies to target specific market and increase its sales. They position their products in precise target locations. Marketing increases brand visibility and develops a lasting bond with the consumers.	`
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