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[bookmark: _Toc69056938][bookmark: _Toc69075823]Introduction
Every business organisation must have a proper marketing plan to survive in today’s world of competition. Marketing is the only way for any business organisation to know their customers need and their level of interest in the products that they sell. There are many stages and processes that a business marketing should go through (Baines, Fill and Rosengren, 2017). The marketing mix is the most appropriate way to understand the business condition of any business. Though while entering a global market the business organisation should set up the models of marketing by acknowledging the market environment to cope up with the competition. Siemens is a technology-based top company in Europe (Siemens, 2021). Examples of them can be taken while providing a marketing strategy. This report will analyse the fundamentals of marketing for any business organisation.

[bookmark: _Toc69056939][bookmark: _Toc69075824]Marketing
Marketing includes a set of activities that are performed by any organisation or business industry for promotional purposes (Bowman and Gatignon, 2010). It is to promote their products and increase their buying and selling rate. Marketing can indicate advertising of the product, selling them to the target customers, and transport it to the buyers or other organisations. Marketing can be done by third parties as tv shows. As like the business company Siemen who is a technology-based company working to make the world intelligent and more efficient using better technology. They have their sales and marketing team to spread their innovation all around the world (Carpenter, Gebhardt and Sherry, 2014).
[bookmark: _Toc69056940][bookmark: _Toc69075825]Marketing processes
The marketing process is the process to satisfy the target customers need in terms of price. It is a process to serve and satisfy their customers by providing enough and satisfying price. It helps to create a healthy relationship with the customers. 
[bookmark: _Toc69056941][bookmark: _Toc69075826]Marketing process steps
The marketing process starts by understanding the customer's needs and build up a strategy accordingly. Marketing processes have some major steps which are stated below.
[bookmark: _Toc69056942][bookmark: _Toc69075827]Understanding the customers need
The marketing process highly depends on the customers so understanding them well is the first step toward success. Understanding the customers may have some requirements as well.
The local customers and their needs should be understood. Then the country that the business organisation is targeting should be focused and understand their needs (Cateora, Gilly and Graham, 2016). They should let their customers know about their products and have an outlook about their interest. The economic situation of the customers should be acknowledged. While launching a product understanding their economy and situation will help a lot in the pricing. As a company, Siemens understand their customers and want to be innovative in a way to help their customers, so they put up a reasonable price for their products to reach their customers and satisfy them. They believe that their customers play a vital role in their development (Elliott et al., 2018).
[bookmark: _Toc69056943][bookmark: _Toc69075828]Developing a marketing strategy according to the customers' satisfaction
While starting a business the business organisation must acknowledge the local customers need, recent trends, their target customer, and the level of their products need. The goal is not to satisfy every single person in the area which is not even possible. Though the maximum amount of people should be satisfied through the product, who have a good outlook about the product (Šalgovičová and Štefančiková, 2015). A survey should be done to find this customer. After targeting necessary budget should be provided and a strategy should be established. The first step should be taken at a minimal level with one single product. Then the competitors and their strategies should be acknowledged. The Company Siemen is all about their customers and their needs and development. They have built a strategy that satisfies every customer need.
[bookmark: _Toc69056944][bookmark: _Toc69075829]Making necessary decision
After targeting and developing a strategic structure the company must make important decisions (Kerin and Hartley, 2021).
· The budget of each product
· The specifications of the products
· Future development of several products
· Promote their products and procedures.
· The launch date of the products.
After taking the necessary decisions the company must understand their next step. This is the most important part of marketing as these decisions control the business’s success. This will help to develop the company in the future. The organisation should provide premium products to stay put with their customers (Laurens, 2005).
[bookmark: _Toc69056945][bookmark: _Toc69075830]Plan execution 
After building up the strategy and making necessary decisions the company must execute their plan and while doing so, they must focus on some important things which are competence should be created while sharping their interest and lighting up the company’s passion. The plan that is provided should be simple and easily executing. Execution is the process to develop the company so one should know about their work (Baines, Fill and Rosengren, 2017). The company should explore the market situation and their competitors and improve them accordingly. Providing the best items will outnumber the competitors and help them grow. Then they can launch their products.
[bookmark: _Toc69056946][bookmark: _Toc69075831]Providing result
After the following processes, the product is launched. The products can be delivered in the market and the organisation should ask for feedback from the customers (Kerin and Hartley, 2021). The products will not satisfy all the customers. The haters will provide feedback which will help the company to improve themselves accordingly.  Siemens innovates themselves regularly according to their customer's feedback and this is what made them one of the top business organisations in Europe.

[bookmark: _Toc69056947][bookmark: _Toc69075832]Stages of marketing
A successful business organisation follows some stages of marketing. Which are stated below. Every business will change according to the change in the world market. Every company grows through some stages it does not happen in one day. The organisation must face development at every single stage of it (Šalgovičová and Štefančiková, 2015). Change in the world market will change customers needs and their satisfaction level and the business should develop accordingly. The marketing stages are stated below.
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Figure 1: product life cycle (Bowman and Gatignon, 2010)
[bookmark: _Toc69056948][bookmark: _Toc69075833]Development stage
This is the first step of any business organisations marketing process. This is the stage to develop the ideas and assess them. To test any idea surveys can be conducted. And this survey will help to understand the business whether it will run normally or if it needs further development. Some business organisation depends on the online media or search engine optimisation for promotion (Elliott et al., 2018). Though marketing channels nowadays is the most helpful process. It is hard to decide the best marketing process for a specific product. The survey is to help you to create the best plan of marketing considering customers satisfaction. The model of 4C gives a clear vision to it (Kerin and Hartley, 2021).
· [bookmark: _Toc69056949][bookmark: _Toc69075834]Customer value
It is the value that is provided to determine the position of the organisation in the market.
· [bookmark: _Toc69056950][bookmark: _Toc69075835]Cost
Thinking about what the customers must pay should be considered.
· [bookmark: _Toc69056951][bookmark: _Toc69075836]Communication
Communication is the best way to the success of any business organisation while marketing (Carpenter, Gebhardt and Sherry, 2014).
· [bookmark: _Toc69056952][bookmark: _Toc69075837]Convenience 
The customers should have reasons to choose the products of the specific organisation.
[bookmark: _Toc69056953][bookmark: _Toc69075838]Start-up
This is the stage after the proper planning and development of the products that will be provided in the market. This step will start by acquiring the feedbacks from the first customers and by analysing the demand of the served product in the market. The business structure should be adjusted according to customers expectations to increase profitability which will help to direct the business perfectly (Baines, Fill and Rosengren, 2017). Having a small market serving goods can be expensive at this stage which will improve shortly.
[bookmark: _Toc69056954][bookmark: _Toc69075839]Survival 
After surviving these crucial stages, the business will start receiving profits from the market and their customers will increase day by day. This profit will be used in paying the expenses while starting the business. Any business can face loss or great success at this period but to successfully run the business the organisation should use the methods like Sales model, the model of Marketing and the model of operations to keep this flow (Laurens, 2005).
[bookmark: _Toc69056955][bookmark: _Toc69075840]Expansion or growth
At this stage, the business will start to expand and enter the market with more competitors. To keep up the expansion the business must seize some big shares in the market and earn profit through them, which will help the organisation to adapt a massive profit (Cateora, Gilly and Graham, 2016). At this stage, the marketing model should be set to develop the growth rate of the business.
[bookmark: _Toc69056956][bookmark: _Toc69075841]Maturity
At this stage, the company has already reached the top and now it is to decide whether to keep up the growth or to exit from the market. This stage involves maintaining the share in the market. This stage faces the most competitive in the market (Carpenter, Gebhardt and Sherry, 2014).

[bookmark: _Toc69056957][bookmark: _Toc69075842]Marketing mix
A marketing mix is the set of activities that a business organisation follows to reach the goal as a business organisation. The 4p’s Marketing mix includes the following items.
[image: Marketing Mix 4 Ps]

Figure 2: 4p’s marketing mix (Bowman and Gatignon, 2010)
[bookmark: _Toc69056958][bookmark: _Toc69075843]Product
Product is the item as well as the service that is provided to the customers according to their satisfaction level. The product development process should involve consideration of the products life and challenges that the product might face. As an example, the company Siemens provides products related to an electric field, Automation and digitalizing the world. They offer low voltage systems and automation of energy solutions (Cateora, Gilly and Graham, 2016). They also have power and gas sectors.
[bookmark: _Toc69056959][bookmark: _Toc69075844]Price
It the price which is put in any product according to the customers will, which helps to generate revenue and lets the organisation know how much they will profit from each product. The costing of production should be considered while pricing a product and the organisation must acknowledge its competitor’s strategy. The company Siemens is expanded in many sectors and they have its pricing policy. They earn 10 to 15 per cent of their profit from the power and gas sectors. 5 to 8 per cent from their wind power section. By managing the energy, they gain 7to 10 per cent profit. From their digital factories, they gain 14 to 20 per cent revenue. They have spent 4.7 B Euro in their R&D sector (Siemens, 2021).
. 
[image: Siemens AG: revenue in Germany | Statista]
Figure 3:  Siemens revenue in Germany from 2014 to 2020 (Siemens, 2021)
[bookmark: _Toc69056960][bookmark: _Toc69075845]Place 
The place indicates where the organisation will distribute their products to reach its target customers. The physical stores should be placed in a place that allows the customers to locate them. Siemens have more than 280 manufacturers worldwide (Kerin and Hartley, 2021). They have expanded their business to 200 countries along with 350 thousand employees (Armstrong, 2020).
[bookmark: _Toc69056961][bookmark: _Toc69075846]Promotion
This the strategy of the business organisation to promote their business and attract their target customers to increase their sales. The promotional strategy should be adopted by analysing the competitors. Siemen promotes their products through tv shows, posting videos online, and providing ads and offers from time to time (Laurens, 2005). They also arrange campaigns.


[bookmark: _Toc69056962][bookmark: _Toc69075847]Conclusion
To build up an organisation every business company should have their marketing strategy. They can use the marketing mix to understand their situation and develop them accordingly. They should analyse and provide the necessary processes to run their organisation.
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