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Marketing is considered a way to create value for the customer to satisfy the needs (Kotler, 2021). Marketing mainly includes communicating, delivering, and exchanging information with clients. The essay has explained the meaning of marketing and its process.  It also discussed the marketing process that helps to promote the product and service to potential customers. The essay has explained the stages of marketing and the role of the marketing mix. In the end, the essay mainly focuses on the role of the marketing mix to meet the customer needs. 




















Marketing
Marketing is the procedure of finding the customer needs and wants to meet the requirement. It is the way to selling its good and service of the company to gain profit (Rust, 2020). Marketing also helps to develop new products and target new audiences across the world. Presently, the company uses a marketing strategy to collect customer reviews and details to accomplish the organizational goals.  Marketing also helps companies to enhance the performance and productivity of the firm. It mainly includes identify the product, determine demand, decide the cost, and select the distribution channel to meet the customer needs (Deepak and Jeyakumar, 2019). Marketing also uses by companies for developing and implementing promotional strategies. The main aim of marketing is to meet the demand of society. It is everything that companies acquire a customer and maintain a strong relationship with customers. It also helps to identifying, anticipating, and satisfy the customer needs to become successful in the competitive market (Kotler, 2021). Marketing also helps companies to increase customer demand in products and services to accomplish organizational goals. "Marketing is a social and managerial process through which companies create customer value and maintain a strong relationship with the customer to capture the market" (Hutauruk et al., 2020).  

[bookmark: _Toc67933284]Process of Marketing
Marketing is considered a way to create value for the customer to satisfy the needs and demand (Arromba et al., 2020). It also helps to develop a profitable customer relationship by creating customer value and capture the value in return. The marketing process mainly includes a way to satisfy the customer's needs. It is known as an endless process and reaction among customers and companies that help to create value for customer satisfaction. With the help of marketing procedure, the situation is to identify opportunity, develop a new strategy, the plan is executed, and monitor the performance of the marketing process (Rust, 2020). The marketing process helps to identify the customer needs and develop new products to satisfy the customer needs. The marketing process is divided into four steps are discussed with the example of Sainsbury. 

Situation Analysis: In this step, Sainsbury has identified the market opportunity to fulfill the customer needs and demand (Deepak and Jeyakumar, 2019). The Company mainly focuses on identifying the environmental factors that affect the performance and also helps to know the ability to meet the customer demand. It also helps Sainsbury to understand the surrounding that the company operates its firm. 

Marketing Strategy: This stage helps to identify the available options in the market; Sainsbury has developed a new strategic marketing plan to identify different options. With the help of a marketing strategy, the company collects relevant information from the customer to improve the customer experience (Kotler, 2021). This analysis also helps the company to select the possible option to develop a strategic plan for future growth and development. The company uses this strategy to offers high-quality products to satisfy customer needs. 

Marketing Mix Decision: In this step, Sainsbury has taken the strategic decision based on the controllable parameter of the marketing mix (Mendoza et al., 2020). The marketing team of Sainsbury makes the right decision related to product development, pricing, promotion, and distribution at the store to meet the customer demand.  

Implementation and Control: In the last step, the marketing plan is properly executed and monitored market change to meet the organizational goals (Grönroos, 2020). Sainsbury mainly focuses on product development to meet the demand of the target customer. 
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Marketing is important to develop a new idea that helps to develop a business up in the right manner, establish an online presence, and target potential customers (Arromba et al., 2020). Marketing plays an important role to become successful in the competitive market. The stage of marketing are discussed as under:
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Production Orientation: In this stage, marketing mainly focuses on production, control, reduce product pricing, and raise sales to expand the profit margin. The Company mainly focuses on high-product efficiency, which leads to ignore the customer needs and demand and focus on mass production (Deepak and Jeyakumar, 2019). The customer easily purchases the product or service in the market as long as it reasonable rates. This method is suitable for the environment where demand is more than supply. The production orientation mainly focuses on increasing the output rather than meet the customer needs. 

Product Orientation: In this stage, the company mainly focuses on quality products. It also helps companies to improve product quality and increase the profit margin to become successful in the competitive market (Arromba et al., 2020). Many companies focus on product development to meet the demand of the customer. Due to this stage, companies have downfall the market reputation and goodwill. The main problem of this stage is doing not every customer purchase high-quality products.  Moreover, this approach concentrates on products leaving their customers. This approach mainly focuses on product research, product development, and product focus (Grönroos, 2020). The right price and quality help to differentiate the product from competitors. 
Sales Orientation: In this approach, mainly focuses on the persuasion of people to purchase a product and understand the customer needs. The Company mainly focuses on the promotional strategy to improve the sales margin (Mendoza et al., 2020). It also helps to reach the target audience, reduce competition, an advertising campaign that helps to increase sales. This approach does not pay much attention to the customer needs and demand. Through sales orientation, helps to accomplish short-term goals and fails to sustain the long run. In a competitive market, sales orientation is failed and market orientation is succeeded. 

Marketing Orientation: This approach mainly focuses on identifying the customer needs or want and meet them effectively. Sainsbury has used the market orientation approach, its focus on design and selling products or services for customer satisfaction to earn a profit (Vassileva, 2017). It is important to satisfy customer demand through effective coordination of activities.  This approach revolves around culture, values, and other internal behavior that focus to satisfy customer behavior. The main benefits of this approach are customer satisfaction, loyalty, research, and development (Vilá, 2016). 
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The marketing mix involves multiple stages that focus on the comprehensive marketing plan. It mainly includes 7Ps of marketing that are product, place, price, process, people, promotion, and physical evidence (Grönroos, 2020). Sainsbury used this marketing mix technique to target a huge audience in the existing marketing. The company adopts a sustainable marketing mix strategy to gain a competitive advantage. It provides deep information about the products, price, people, or distribution channels (Wilson and Gilligan, 2012). The 7Ps of the marketing mix are:

Products: The Company serves its products under 5 categories and each has a separate product line. Sainsbury sells products that are famous for its tradition to attract a target audience (Mendoza et al., 2020). It sells distinguished products that make it's unique from its competitive rivals. The company offers a high-quality standard product to their customers rather than competitors. 

Price: The Company sets a competitive based pricing strategy that helps to gain a competitive advantage (Vassileva, 2017). Apart from that, Sainsbury also used bundle pricing and optional product pricing for certain products. It charges more price while placing an order through an online shopping platform. 

Place: The Company used two different marketing channels to sell its products one is direct to its customer and the other is an online platform (Baines et al., 2017). It has a network of over 500 suppliers that provide the raw material needed for production. It follows an Omni-channel distribution system where it provides online and offline purchasing opportunities to its customers. 

People: Sainsbury is very much interested in investing in employee training programs that provide more knowledge about the working and product of the company (Vilá, 2016). The employee working in retail stores helps the customer on-site by answering their question. The company offers good customer care service that attracts more customers.

Process: It is identified that the company used effective methods to deliver its products to customer's destinations (Lim, 2020). Sainsbury adopts good delivery services to their customers. Apart from that, research and department process is done by the company to know the new trends of the market and knowing customer's taste and preference. 

Promotion: The Company used a multimedia platform to promote its product among a huge target audience. It mainly used traditional ways like advertising on T.V. or newspaper. On the other hand, Sainsbury adopts search engine optimization to promote its products on social sites and make a strong online presence in front of customers (Wilson and Gilligan, 2012). The company also takes part in trade programs and events to generate product awareness among their potential customers and a huge market. 

Physical Evidence: Sainsbury sells its products with attractive designs, packaging, and colors that make it unique from other competitors (Vassileva, 2017). The company has an effective testimonial on its online website that helps to maintain a strong connection with its customers. Apart from that, Sainsbury shares product features and information on their online website to attract more customers.
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In conclusion, the essay has analyzed the meaning of marketing and its process. It also evaluates the process of marketing that helps to accomplish the organizational goals.  The essay has examined the stage of marketing with suitable examples. It also illustrates the role of the marketing mix to set common goals and meet the demand of the existing customers. The marketing mix is the strategy tool that helps the company to target a huge audience. 
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