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Process and Stages of Marketing
Marketing is a process of creating value for the customers and build a long-term relationship with them to gain value in return (Boshoff et al., 2019). Marketing helps to communicate with customers, identify their needs, and create value as per their demand. According to Mullins and Walker, it is the process by which customers came to know about that product and service offered by the company and customers become eager to create a relationship with that company (2013). For a company, it paves ways to roll out their product and services, identify what the customer wants or what modification is needed to the product and services to maximize value for the customers. Marketing comprises of some strategic process that is required to discover the customer need and develop a product as per the market demand. Starting from setting mission and goals, this process ends up with the control and implementation. These steps are broadly discussed below:

Figure: Process of Marketing
(Dodson, Dotson, Young and McIlwain, 2015)
Mission Statement: In a strategic marketing process, the first step is to identify and understand the mission of the company (Boshoff et al., 2019). The mission is something that discloses why the company exist, what is the intended purpose of the company, how it can benefit the customers, and why a company is doing business in the market (Armstrong, Kotler and Opresnik, 2019). It is very crucial to understand the mission of the company before sitting at marketing strategy. Marketing aligned the customer demon with the organization's purpose. So, it is mandatory to understand and consider the mission of the company while formulating a marketing strategy. A mission statement can be of many types. Sometimes it is motivational that inspired the customer, sometimes it is a straightforward explanation about the company that tells who is the company and what it stands for (Cole, 2014). Understanding the mission statement is very important as the success of the whole process depends muchly on the understanding of the mission. Setting up a marketing strategy is not possible without knowing the purpose of the business and why it operates. Failure to understand these will leads to an improper marketing strategy that will just increase the cost and waste of resources (Fifield, 2012). Some examples of mission statements are- McDonald's mission is to be the customers' favourite place and way to eat and drink (McDonald's, 2021). Its worldwide operations aligned with a global strategy called the ‘plan to win’, which centre on an exceptional customer experience. At IKEA, the vision is to create a better everyday life for many people (IKEA, 2021). Its business operation supports this vision by offering a wide range of well designed, functional home furnishing products at a low price that will be affordable to as many people as possible.
Situation Analysis: The second step of the marketing process is situation analysis. It analyses the condition, situation, and trend of the company (Boshoff et al., 2019). In formulating a marketing strategy, companies need to find out their opportunities, strength, and threats in the market. This helps find out the capability of the company to develop a strategy based on the resources of the company. Companies also need to find out the current market situation in which the marketing will be conducted, the future trends that are going to take over the market, and current and prospective customers of the company. These all factors need to be considered while formulating a marketing strategy because the implementation of this strategy is a long-term process that needs to cover the current and prospective situation also (Cole, 2014). By this step, the company will be able to figure out its strength and challenges that are going to face in the market in the time of implementing marketing strategy. Often, this step is analysed through a different analytical parameter like SWOT, 5c analysis, pest analysis etc.
Marketing Plan: After the mission statement and identification of strengths and opportunities, it is time to select and prioritize a proper strategy. This marketing plan would be aligned with the mission and strengths of the company. This step will specify the target market, the way to reach them, and an anticipated forecast of the result. The three aspects that will be finalized in this step is the target market, measurable goals, and budget for implementing the marketing strategy (Dodson, Dotson, Young and McIlwain, 2015). To get the maximum benefit from the strategy, it is needed to segment the market and identify the target customer (Fifield, 2012). Some companies can cover the whole market but the success of a strategy depends on the right selection of target customer. Customers can be segmented based on characteristic, behaviour, or demographics. A marketing plan should also include measurable goals as these are the indicators of success. This could be an increase in sale, the specified number of sales, seasonal growth etc. All of the marketing steps need to be financed through budget allocation. The budget outlines the expected cost of implementing the marketing plan (Mullins and Walker, 2013). The marketing plan consists of advertising, online marketing, staffing, branding, digital marketing etc. These sectors can be cover through the budget. Depending on the budget, the company has to choose its marketing strategy and may take some tough decision because of the constraint.
Marketing Mix and Its Role: At this stage, it is now time to focus on mixing the main intention with the outcomes from other steps. This implies the 'how' of the planning. As the company will position its product in the market, it needs to have a clear idea about what it is going to offer. Is it a service or product? The company also needs to be defined about the customer which was done in the second step. The popular way to conduct this step is through the 4P of marketing. E. J. McCarthy first expresses the idea of 4P in 1960 (Warrink, 2018). The 4P define the way of conveying value to the customers.  By using the situation analysis of the market and internal strength that was conducted in step 2, a company can develop its marketing mix for its target customer that was found in step three. As this mix complies how of planning, the companies need to have a definite idea of the service or product and a relative channel of distribution that will be used to send products to the end customers (Cole, 2014). The 4P of marketing is consist of Product, Price, Place, and Promotion. 
Role of Marketing Mix: A product is a good or service that solves the problem and meets the demand of the customers (Armstrong, Kotler and Opresnik, 2019). While developing a marketing plan, you need to consider what problem the product is going to solve or how it can meet the demand of its customers. The marketer needs to have full details about the product including its features, comparison with a similar product, competitors, branding, and packaging (Dodson, Dotson, Young and McIlwain, 2015). Price is the amount of money that the customer will pay for the product. It is the exchange value of the product that is selected through analysing various factors like discounts, payment periods, cost of production etc (Fifield, 2012). The marketer also needs to analyse the market, economic condition, competitor price to choose the right price. Promotion is the way of communication with the customer of the product. It's our way to educate the customers and inform them about the specification of the product, how it's going to meet the demand of the customer, its usefulness, and how it is going to solve their problems. Promotion can be done by various marketing channels like advertising, direct marketing, social marketing, sales promotion (Armstrong, Kotler and Opresnik, 2019). It's also a way to create brand awareness. The place is an important factor as is where both the buyer and seller will meet. It's a distribution channel that is used to complete the delivery process and make the buying system easier for the customers. The marketer needs to consider the best distribution channel, interaction between, competitor’s channel of reaching customer etc.
Implementation and Control: After all the planning and strategic steps, it's now time to place everything and put it into action. At this stage, the marketer has to inform the customer and persuade them about the product with proper tactics (Dodson, Dotson, Young and McIlwain, 2015). Organizing every factor, putting resources in the right place, and managing the whole process is the outcome of the implementation (Fifield, 2012). As it's a dynamic process, it needs to regularly monitor and measured to see the progress and bring necessary changes to succeed. Creating short term goals and actions will make the task easier. 
Marketing plays a significant role in the success of a plan. Proper plan and analyses are needed in every step to synchronize the organizational goal with activities. Besides these, a proper marketing mix is needed to create value, analyse affordability, and put the plan into action. The organizational goal can be achieved through the proper analysis and periodic control to measure the rate of success.
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