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Introduction
As an introduction I would like to present some of the Marketing’s definitions, as it is important to understand the meaning of. Since it is a very broad term, it is also difficult to conceptualize and define, therefore I will write below the words of the eminent authors:
Philip Kotler says that “the social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with other represents marketing.”
Cundiff and Still’s words regarding marketing is that “is a term mostly used to describe collectively those business functions directly interested with demand-fulfilling activities of the business enterprise and the demand stimulating.”
Now that we know what marketing really is, I will present below the most important processes, including the stages and the role of the marketing mix, “the marketing tools that the firm uses to pursue the objectives of marketing in the target market.” Thereby, the marketing mix refers to the four broad levels of the marketing decision, or the 4 Ps : product, price, place and promotion.

 The role of the marketing mix

As I said, the process of marketing is divided in two parts, one refers to creating value for the customers and the other one refers to capturing value in return.
The first one is the main part of the process and is subdivided in four steps. I will be characterized them below:
1. The first step concerns what the client want and needs. Before making sense of any other marketing activities, the company should do a complete understanding of the marketplace. In order to do that, it must make a research of the marketplace, as well as what the client needs. Therefore, it must be managed the customer data along with the information about the marketplace. 
2. The second step is to make a design of the driven marketing strategy of the customer. You may ask how can a company do that? So, it involves that firstly get the all market segmentation and targeting. The agency has to segment the market and then focus and target on one or more of the identified segments. We may be questioning “what clients should we help?”. All the agencies have this question in mind, at least at their beginning in the industry. The answer will just make a statement for the agency to get proper targeting and segmentation, that is absolutely necessary, because a company will can’t serve all the clients in every way. On the other hand, the agency should focus their resources on the customers whom can be served best and most profitably. That’s why I said that targeting and segmentation is important, because these two will determines who will be served firstly. So, how can the company serve the targeted customers at its best? It involves positioning and differentiation. But what can be the agency’s value proposition, what makes so valuable for clients, than other agencies and which position wants to achieve in the mind of the client? All the process involves choosing a marketing concept, known also as the marketing management orientation.
3. The third step is the one on which the company addresses when the strategy is designed. This is focused on the construction for and integrated marketing plan. This is called the marketing mix. The purpose of the plan is to turn the strategy into real value for clients. So, the marketing plan has to deliver superior customer value. The plan should be made based on the 4 Ps, the elements of the marketing mix. These are the product, the price, the plan and the promotion.








The concept of the marketing mix

 I will write below all the details, in order to understand the concept of the marketing mix. 
· The product refers to an element that is satisfying the need and wants of the client. The products are divided into the one that are tangible, or more likely said, the goods, and intangible, like ideas, services or experiences.  What the business offers for sale refers to the product, so it may include products or services. The decisions for the product have all the following: benefits, style, quality, features, branding, design, packaging, services, warranties, guarantees, investments and returns.
· The second P refers to the price. This is the amount that the clients will pay for the product. This will let you know the sacrifice that the clients will do to acquire the product, monetary and psychological costs, such as time or effort, which are both things that will define the final price. The only variable from this process that will have implications for revenue is the price. It also submits the decisions surrounding list, discount, special offer pricing, credit payment and credit terms.  
· Place is the third P and is alluding to the entrance and the accommodation for the customer. What characterize the spot is the immediate and backhanded channels to the market, topographical circulation, retail outlet, regional inclusion, market area, stock, coordinations or request satisfaction. Thus, it can either reffer to the physical area where the business does the business or the conveyance channels that are utilized to arrive at business sectors. A retail outlet can be a virtual store, for example, a mail request index, a call center or a site. For example, the companies that are producing luxury goods, like Louis Vuitton engage an intensive placement strategy by have available products in an only few exclusive retailers. But, in contrast, the lower priced consumer goods (shampoo, toothpaste, or similar goods) engage an extensive placement strategy, so their products could be available to as many different retailers as possible.
· The last P, is making references to the promotion. The advancement depends to the advertising correspondences. Advertising, PR, direct marketing or sales promotions are all the elements that include a promotion.
In 1980s a plus was given to the service marketers, as a number of theorists were calling for a modifies and actually expanded framework. A center of conversation point at the meeting committed to the Services Marketing (AMA) was the possibility of altering or growing the showcasing blend for administrations. In this conference they were pointing to the many limitations and important problems of the original 4 Ps model, so the service marketers were thinking about a revision to the general marketing mix. The main idea was that the services were different from the products, therefore required different strategies and tools. Mary J. Bitner and Bernard H. Booms proposed in 1981 a model of the 7 Ps, which have included the 4 Ps plus people, process and physical evidence, considering that its more applicable for services marketing.


Process and stages of the marketing

People, obviously, are essential in any product or service, so they are in marketing. In any service industry (professional, financial) people are the product themselves, not only the producers. As much as any substantial shopper merchandise, people affect the public impression of any association. 
Process is a lot of exercises that are bringing in a conveyance of the item benefits.
Also, the process can be a sequential order of tasks that the employee undertakes as a part of the job. The cycle speaks to consecutive advances taken by various different representatives while trying to finish the undertaking. Some of them are responsible for managing multiple processes at once. 
Physical evidence means non-human elements of the service encounter, such as furniture, equipment and facilities. To not forget about the abstract components of the environment where the service encounter occurs, including the interior design, layout and color schemes. The physical evidence means that that the service has took place, including souvenirs, invoices and other livery of the artifacts, as a lasting proof of the service. The last P is very important for the clients, as the tangible goods are obviously the evidence that the seller did (or did not) provide what he was expecting.
Returning to the fourth step in the first part of the process of marketing, on the focusing to create value for the clients, meaning that we have to build profitable client relationship with target clients. The leading factor to success goes beyond the satisfaction of clients. How to get loyal clients? By creating customer delight, meaning that the company’s offer should exceed client’s expectations. Therefore, the client will repeat purchasing action and, so is becoming loyal and also profitable for the company.
As I was saying, there are two parts of the Marketing process, one was described as the creating value for clients and the second one is the capturing value in return.
After all the fours steps have been completed, the company has created value for the clients, therefore, it’s time to reap the fruit of its work. The fifth step, like I said is capturing value for clients in return. This means that the company is able to create customer equity and also profits from the work done. Based on the satisfaction, delight and loyalty of the clients who repeat the purchasing action and so, coming back to buy mode and again. This circle describes the Customer Lifetime Value, because they capture their value in the long-term.

The next steps, I will explain briefly. After implementing the marketing plan, the company builds a marketing organization, which contains many specialists in marketing research, advertising, product development, customer service. The organization is head up by the Vice-president/Director/GM. He coordinates the activity, closely work with the key personnel and perform several operative and technical functions such as selecting, training, directing, motivating. He is also the one who evaluates his department’s personnel.



Conclusion
As a conclusion, I must say that the marketing technology offers many opportunities for bringing in new clients and making more business with the existing ones. By following the marketing processes and all the steps presented, companies will drive more efficiently and will have better engage with the clients. Even smaller agencies could lead to a big one, if they follow the marketing process framework, as is the way to make sure that the organization is on the path to the success.
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