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[bookmark: _Toc75017976]Introduction
Marketing is the act adopted by different firms and brands for the promotion and selling of their services and products among the customer base. Marketing fundamentals include the STP and the marketing mix that are followed for proper marketing for a brand or organisation. The research essay has been developed focusing on the different stages of the marketing process including the role played by the marketing mix respectively. The importance of marketing in the business field for different organisations in different sectors has been discussed. The role played by marketing in the business world has been discussed using examples of innovative marketing strategies adopted by different organisations across the world. The essay has focused on the significance of market segmentation, target market and market positioning for different organisations and brands respectively. The role of marketing mix using the seven Ps of marketing is also discussed in the essay. The STP is adopted by different firms diversely, which has been discussed using examples. 
[bookmark: _Toc75017977]Importance of marketing in the business field
Based on the opinions of Olimovich, Kudratovna and Sayfitdinovich (2020), marketing is considered important as it helps in allowing organisations and businesses in maintaining long-lasting and ever-present bonds with the customers. Marketing is not a one-time approach but a long-term strategy that helps businesses flourishing and increasing their customer base. Furthermore, according to the views of Samatovich (2021), marketing helps in increasing the sales of the products or services in an organisation. For instance, Amazon uses the marketing strategy of high runner for marketing its products. The strategy helps in uncovering the products that are in the most demand in every category. The pricing algorithm of Amazon then helps in putting prices for these products and attracts more people towards Amazon (Baldwin, 2020). 
[bookmark: _Toc75017978]Role of the marketing methods in the business environment
From the opinions of Mishra and Modi (2016), marketing plays an important role in the business environment. The marketing department in an organisation is responsible for the promotion of businesses and help in successfully fulfilling the mission of the organisation. Furthermore, marketing acts as the face of the organisation and is responsible for the coordination and production of all the materials that represent the business. Marketing can be of different types based on the organisational structure, culture, needs and sector. According to the views of Azhar, Prayogi and Sari (2018), traditional marketing is a mostly offline mode of marketing, which is followed by many companies for reaching out to the customers using newspapers, radio and television. Moreover, Outbound marketing is the type of marketing where the organisation makes the initial contact with the potential customers and audience. However, based on the views of Martin, Javalgi and Ciravegna (2020), in the case of Inbound marketing, the customers are attracted based on the valuable content developed. Furthermore, the most significant style of marketing used by most organisations is digital marketing, where a large customer base can be reached with the help of social media platforms. 
[bookmark: _Toc75017979]Different stages of marketing followed by the organisations
Based on the views of Vassileva (2017), marketing comprises four stages that include production orientation, product orientation, sales orientation and marketing orientation. The marketing stages help in understanding the needs and demands of the customers and accordingly take the action required for the benefit of the organisation (Durmaz and Yaşar, 2016). 

Figure 1: Different stages of marketing
(Source: Created by the learner)
· The production orientation is based on the philosophy of concentrating on the increased production, controlling and reducing the costs and making profits with assistance from the sales volume respectively (Vassileva, 2017). The efforts were mostly made towards the increased product efficiency while ignoring the needs of the customers. 
· The product orientation performs based on the philosophy of good quality products selling themselves and the organisations concentrating to improve and control the quality of the products (Giyazova and Zayniev, 2020). This stage helps in gaining greater profit using increased sales based on quality products.
· The sales orientation stage focuses on emphasising stock clearance and aggressive sales and promotional activities (Durmaz and Yaşar, 2016). The main issue in this stage was identified as the high level of production where the customers have reluctance on purchasing the required products respectively.
· The marketing orientation stage helps to plan and make decisions related to the needs and wants of the customers (Giyazova and Zayniev, 2020). It is required that the needs of the customers be fulfilled for gaining appropriately increased sales for the products or services. 
[bookmark: _Toc75017980]Significance of segmentation, targeting and positioning of the market

According to the opinions of Dolnicar, Grün and Leisch (2018), market segmentation of an organisation helps in defining and understanding the target audiences and customers properly. This aspect helps a marketing manager in identifying the appropriate market for the product or brand to target effectively. For example, Marks and Spencer use demographic segmentation for selecting its target market for the products. This organisation is responsible for targeting its customers based on different age, income, occupation and social class. Furthermore, the company is responsible for mostly targeting individuals above 30 years of age with higher income and executive occupation respectively (Ernst and Dolnicar, 2018). However, Zara follows the demographic segmentation of the customers based on age, gender and psychographics. Zara is responsible for blending the ethnicity of the company with the target market by providing various types of products. 

Figure 2: Market Segmentation
(Source: Created by the learner)
Based on the views of Zhang, Chen and Zaccour (2020), market targeting is the process used for the selection of the target market from the entire market present in the business environment. The target market specifically includes the buyers to whom the organisation wants to sell its products or services. Moreover, the target market is selected based on the geographic, psychographic, demographic and behavioural segmentation for the primary target customers of the organisation. According to the views of Camilleri (2018), target-marketing strategies for organisations are different. For example, Apple is responsible for targeting its customers with the help of tailoring the services, products and the business approach into appealing to the members of the segment to the highest extent. Moreover, Google is responsible for targeting its customers based on the geographic and psychographic variables of its products and services for catering to the increased needs of the technology market. 
From the views of Neirotti, Raguseo and Paolucci (2016), market positioning is the ability to influence the perception of the consumers, respectively. Furthermore, market positioning helps in allowing the organisations in achieving superior margins to regard the product related to its competitors. The purpose of this aspect is the establishment of the brand image. From the opinions of Iyer et al. (2019), market positioning helps in understanding the quality and price differences for different companies in a similar sector. For example, the market positioning map for Coca Cola and its competitors has been explained in the below provided image. 
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Figure 3: Market Positioning of Coca Cola and its rivals
(Source: Created by the learner)

[bookmark: _Toc75017981]Role of the marketing mix in the business environment

From the opinions of Festa et al. (2016), marketing mix is responsible for referring to the actions and tactics that are used by an organisation for promoting its product or brand in the market. The marketing mix mainly comprises of the four Ps including price, product, place and promotion. Relatively, the Product is responsible for discussing the service or item that is sold for satisfying the needs of the customers. Furthermore, based on the views of Hayat et al. (2019), the Price is the aspect of the cost of the product or service for the customers, which should be neither too high nor too low. Moreover, the Promotion helps the customers in understanding and becoming aware of the features of the products and services to understand how they fulfil their needs. Furthermore, according to the opinions of Festa et al. (2016), the place is the location from where the product or service can be purchased and is important to optimise the sales respectively. 

Figure 4: Four Ps of Marketing Mix
(Source: Created by the learner)
[bookmark: _Toc75017982]Conclusion
From the above discussion, the research essay has helped in increasing the knowledge on marketing fundamentals including the marketing mix model and the STP model of marketing. The essay has concluded the need for marketing in the business environment. The different stages of the marketing process have been discussed critically with proper help from different articles and journals. The research essay has concluded the role of the marketing environment towards increasing the customer base and helping the products and services to reach the customers using different marketing strategies. The examples have been provided of different companies that use diverse marketing strategies for attracting their respective target markets and improving their sales and profitability. Furthermore, the research essay has concluded the significance of segmentation of the market, need for target marketing and the market positioning of a company along with its competitors. Therefore, these aspects helped in understanding the different marketing individuals. 
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