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[bookmark: _Toc70354058]Introduction
      Due to the study period at "Trinity Saint David University of Wales" I have accumulated many notions related to "Marketing Fundamentals" and I have also extracted valuable information from the most recent and representative books related to marketing. 
      The introduction to any topic answers the questions "what does it include?" and "what is this for?". Includes information related from famous books, information that explains the role of marketing in a business.This information is extracted to highlight what the positive effects on a business are and how they can occur.
      The success of a business is based on effective marketing (this must include a mix of elements). Marketing can: increase sales, build brand awareness, grow business, also include customer involvement (marketing is useful for educating customers).How? The content of this assessment will clarify any aspect.

[bookmark: _Toc70354059]Definition of Marketing
      It is important to understand that marketing is a process that includes: planning and executing concepts. Specifically: prices, promotion and distribution of ideas, organizational objectives, goods and services (creating exchanges that satisfy an individual, also called "customer"). More specifically, the role of marketing is to provide assistance in: identifying, satisfying and retaining customers. It's not just about selling things and raising money, it's more of a way of thinking about a business (more than a technique that can be learned like a robot), it's a connection between people and products, companies and the most importantly customers. But it must be remembered that this type of connection can never be stable, it always grows and dies (most of the time everything is related to the last meeting that the client has with everything related to your business, meaning every day is a challenge in the world of marketing a business). (John, 2010)

[bookmark: _Toc70354060]Importance of Marketing
      The importance of marketing can be taken away from the definition. If we look closely at the basics we can understand that any company must be focused on educating the customer about: services, products or brand identity. This education consists in: making the customer clearly understand how the product or service works (if customers cannot understand these basics, they simply will not buy from that company, they will choose a company that has succeeded to lay the foundations of these notions). Of course, there must be creativity (not just notions learned and based on like a robot). Creativity in presenting the offer, must attract the client to ensure that they want to come back and find out more. Also, the most common type of customer is the one who wants to buy from brands that are known and have affordable prices (if the products or services are known the customer will have trust, if the price is according to the budget they are satisfied). 
      Marketing strategy is a continuous task (maintained regularly). There must be clear messages (so you can build a long-term relationship with the customer). Marketing is not only used to launch products or services, hence the fact that the connection between the company and the customer rises and dies, it must also be used to maintain existing ones. Keeping current customers happy as well as attracting future customers is an important point. If this relationship is well maintained, it reaches the ultimate goal of any company (to make money). Only in this way can a business grow, by understanding and applying marketing, it helps to build and sustain the degree of brand awareness, to the development of the company.

[bookmark: _Toc70354061]The Marketing Process & Stages
      Above I listed notions about the concept, but there must also be a way to search for and obtain customer satisfaction. The marketing process aims to create customers and capture the values ​​of a company's customers. There are five special steps: a situational analysis, the second are the objectives, the following are the strategies, the implementation is very important, and the final one is the control. The first steps (ie the first four) are about the process a company is working on to understand the needs of consumers (also called "customers"), as well as about creating values ​​for consumers and building a strong relationship with consumers. The last step is "control", here are the rewards (company with known products, a lot of customers, increasing income / money). That mean, you apply the process and you will increase the value for consumers (which results in sales), thus, the profit appears (the constant assurance of profit, also long-term insured customers). (Philip, et al., 2018)

      As well as evading the above, the marketing process shows that customer requests must be carefully calculated to satisfy them. Also in the ones presented above are five stages of marketing (situational analysis, objectives, strategies, implementation, control), another stage is called "mission" and is the first step to be approached because: 
· MISSION: the business mission is equivalent to the corporate objectives, more precisely it is about the commitment that the company has towards the care of the existing and possible clients (it responds to the clients' needs). These objectives shape (are the basics) the next steps and strategies of the marketing plan (there will always be different growth strategies depending on the intention that the company has at that time). (Geoff & Lester, 2011)

      There may be weaknesses in any company, but applying a situational analysis can maintain the desired balance. Once the company's mission is defined, an analysis is needed. Such as :
· SWOT ANALYSIS, which evaluates (in general) various important points. Namely, the strengths, the weaknesses (of the opportunities and threats of a company). This evaluation is the way of monitoring the internal and external marketing environment. These internal and external environments are professionally found under the name of "macro-environment" and "micro-environment" (these two environments can affect the ability to lose or gain profits). Due to this analysis we can find a different definition, that is marketing can also be defined as an art (finding, developing and taking advantage of opportunities). These marketing opportunities consist in the needs and interests of the buyer as a company can meet a large part of the needs for the buyer. (Philip & Kevin, 2012)

· A representation of the SWOT ANALYSIS:
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· Situational analysis consists of several such as macro-environment, Porters 5 Forces model and swot analysis. An environmental analysis is required for strategic market planning. Because there are marketing opportunities (trends and changes in the environment) and threats can occur. It turns out that it is very important for the planner to evaluate his environment. The (marketing) environment includes all factors outside the company. For this evaluation it is necessary to use a systematic framework (always difficult due to future trends). The key element of an evaluation (for planning purposes) is an analysis of the competitive environment. That is, the marketer must be aware of the competitors he/she has (or identify them) and then must understand the competitor's objectives and strategy (their strengths and weaknesses, even their reactions to possible competitive moves). Of course, all this can only be possible with the existence of an efficient system for collecting information from competitors. Strengths and weaknesses are representative of swot analysis. These points are also very complex and often gleaned from customers' perceptions / feedback about a company. Their evaluation provides an input in the definition of the company. SWOT analysis is an essential step for both, new and existing companies. (Geoff & Lester, 2011)


Other important steps of marketing:
· OBJECTIVES: a short way to present is "the desired end result", but more complex is: the result that the owner of a company wants to achieve in a certain time (pre-established) and with the resources currently available.
· STRATEGY: is one / more plans that aim to achieve something over a certain period of time (especially over a long period of time). The strategy is also: STP or marketing mix.
· IMPLEMENTATION: after making a plan / decision, this process of implementation / application / execution appears.
· CONTROL: in order to achieve the objectives and strategy (marketing) through a vast set of procedures that serve for monitoring and regulation (marketing activities).
(University of Wales Trinity Saint David [course], 2021)

[bookmark: _Toc70354062]Segmentation, Targeting, and Positioning (STP)
      It is based on a mixture of several notions, then simplified for a wider adaptation. And this is a process that consists in: understanding the current market situation and competition, analyzing customer groups, and finally adapting a unique proposal for the chosen target audience. (Philip & Kevin, 2012)
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· SEGMENTATION: the similar market is divided into similar smaller groups by companies. Thus, much more efficient resources can be allocated, the needs and desires of consumers can be identified quickly (if they are in smaller, similar groups), a precise marketing mix strategy is created. The division of the market is: income, age, occupation, education, gender, marital status and race (demographic segmentation). The market is also divided based on the following variables: cities, countries and regions (geographic segmentation). The last variable depends on: interests, lifestyle, activities and opinions (psychographic segmentation). 

· TARGETING: each product has a benefit, but not everyone is looking for the same benefit, after applying the segmentation process it will be much easier for companies to find out who their customers are and what their needs are. There is marketing: undifferentiated (for an entire market), differentiated (separately, for each group) and focused (focusing on a small group of customers)

· POSITIONING: it is a reflection of the internal values as well as of the structure of the orientation towards the market (of the company). It must offer real characteristics and specifications of the product. That is, an image must be created in the minds of customers, an image as similar as possible to the minds of consumers (to meet the needs) in relation to a possible competition.
(University of Wales Trinity Saint David [course], 2021)

[bookmark: _Toc70354063]The Marketing Mix - 4Ps 
      The marketing mix, also called 4Ps / 7Ps, contains elements of success for marketing. Still the goal is common, it is necessary to plan then execute to meet any need of existing consumers or target. It is also necessary to understand the needs and desires of consumers (either existing or target). In order to understand all this, an evaluation is necessary, ie a marketing research (process of systematic data collection from customers). Initially there were 4 forces, but as we have established in the above, everything goes up and down very quickly, thus appeared three other notions forming the 7 forces. The four strengths of the marketing strategy are: location, price, product and promotion. These are the ones used by any existing company to define the marketing strategy. The mix of these four variables (which are controllable) that aims to monitor the desired level of sales is also called "marketing mix". (Eric, 2011)
· 4Ps - The place (location) depends on the distribution of goods or services for the use of consumers.
· 4Ps - Price: it is a complex action, it shows the amount of a product or service, and depending on its amount (price) certain customers are willing to pay or not. The price is the amount that is offered in exchange for a product or service offered (which meets needs), the price is chosen based on many external and internal factors.
· 4Ps - The product: is a good or a service or even ideas offered by a company. This product is offered to the target market. It is tangible or intangible, it can be sold or bought.
· 4Ps - Promotion, this is advertising which means marketing. Any way of informing the market is considered promotion.
(Eric, 2011)
      Marketing mix 7Ps representation:
[image: Diagram
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· As mentioned above, to the 4Ps (which remain unchanged) three more are added and 7Ps are formed (People, Physical evidence, Process).

[bookmark: _Toc70354064]Conclusion
      All the way to building a profitable brand is a journey with a road that has ups and downs ways (failures and gains). I believe that any company that wants to work with people, must be aware of these theories. It is a complex process, but with very low failure rates. Through this assessment I remembered that if I use the marketing process properly I will be able to understand the needs of consumers and how to offer them in a possible business. I will use STP when I want to develop a product to bring value to my customers (and profit for my company), I will know how to customize everything according to the target audience I will have (group of people chosen according to values). And because I found out that there are factors that can influence my company, I can use SWOT analysis, so I will keep my company in the place wich I want. In conclusion, marketing processes are the key to a achievable and safe user success.
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