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Essay on Processes and stages of marketing including the role of the marketing mix.
[bookmark: _Toc66824675]Introduction: 
Marketing is a process or set activities which aim to create potential customer for a product or service through different promotional program, caring those potential customers to make a long-term relationship which makes loyal customer base and capture value from customers in return of their delivered products or services. Marketing plan develop to increase product knowledge among the customers which helps them to compare the product with related products.
The two major role of marketing is to attract the prospects in the brand and convert them as a paying-customers through formulating a perfect marketing strategy. Here, attract the customers is done by the promotional activities by a business firm when the firm try to increase product knowledge. After that, making a real customer by offering superior value compare to the competitors with less price. 
There are four stages of marketing such as production orientation where marketers focus to increase the production, increased production eventually reduce the production cost and earn profit through sales revenue. Product orientation where market focuses on making a superior quality product which increase the sales volume. Sales orientation means aggressive sales tactics to increase sales and profit. Lastly marketing orientation where marketer value the customers preference and offer products accordingly.





[bookmark: _Toc66824676]Marketing Process Overview:  
A marketing process is to develop a product or service promotional plan, which aims to increase the product knowledge among the potential customers and finally make a paying customer (Todor and RR.D., 2016). The process includes mission statement, situation analysis, marketing strategy, marketing mix and implementation and control.

Mission statement is the objectives that a marketer wants to achieve from the marketing process (Alegre et al., 2018). A mission statement of a marketing process can be increase 25% of current sales, 15% revenue generation or increase product knowledge among customer. To achieve the mission marketer, analyze the internal and external situation of the organization which helps to know the strength, opportunity which gives competitive advantages on the other way, weaknesses and threats with disadvantages. As well as the external factors which helps to know the customers preference from societal factor, economic and political stability etc. (Wood and M.B., 2016) 

If the situation is stable to promote the product, then market set strategies to promote the products. Here marketer set the channels where products can be promoted like social media, television advertisement, banner or billboard etc. After that marketer plan to design marketing mix strategy where the major elements are 4P, such as product, price, place and promotion (Pogorelova et al., 2016). Marketing mix strategy formulate to gain competitive advantages compare to the closest competitor with value added product development, less price compares to others, a place with potential customer base and differentiated promotional activities (Kotler et al., 2013). Marketing mix is the most crucial part of the marketing process and a perfect marketing mix can help to achieve the marketing mission within the shortest possible timeframe. And finally, the implementation and control stage, where all the strategies are set to be implemented within the planned timeframe and control the whole activity to recover the arising flaws if needed. 
[bookmark: _Toc66824677]Role of the Marketing Environment and other Situational Analysis Models:
[bookmark: _Toc66824678]Situation Analysis and its Importance: 
Situation analysis is a tool to analyze the company’s internal and external environmental factors which help to identify the external environmental issues such as political and economic stability, limited legal barrier, technological advancement and societal or environmental less harmful business policy etc (Shtal et al., 20188). On the other hand, for internal environmental strengths and opportunities as well as threats and weaknesses. SWOT analysis help to analyze the competitive advantages compare to the competitors. Company’s internal strengths and weaknesses according to the business operations, also the external opportunities and threats from related stakeholder’s behavior. Situation analysis is a must before implement the marketing strategy as, marketer formulate strategy according to the customers preference in a business area and also the business activities are crucial to do so (Hollensen and S., 2019)
PESTLE analysis is a tool that formulate to know the company’s external environment where the company operate their businesses (Perera and R., 2017). Here, political factor identifies the political stability or instability, import-export business policy the country, international relationship and tariff. Economic factor identifies the GDP growth rate, inflation rate, recession etc. and it is favorable or not to start a business. Societal factor means the people living in that area with different religion, values, culture etc. Technological factor means how advance people living in that area and competitors acquired technology. Legal factor means different related laws enforce by the government like employment law, salary rules, operation law etc. Environmental issue is most important here, businesses must be taken care of the environment where they do their businesses. 



[bookmark: _Toc66824679]SWOT analysis is a way of knowing the internal environment of a business with strengths and weaknesses that arise from the internal business operations as well as opportunities and threats from the external business factors (Baincamaria et al., 2016). Business farm have to identify the internal operation’s weaknesses that have to be developed and increase the strength point of view. In the external factor, opportunities and threats which defines the competitor’s flaws to gain opportunity and threats arise from our external activities which must be recover to gain competitive advantages.

Segmentation, Targeting, Positioning and Marketing Mix Strategies of Toyota:
Toyota Motor Corporation is a Japanese multinational automotive manufacturer which started their operation in 1937. Toyota was the tenth largest company by revenue in 2019 with a huge number of employees around 364445 workers (Toyota., 2021)
Segmentation means dividing the market according to different characteristics of the people living in the targeted area. Segment a customer base who have similar interest or need about a product. There are four segments like Demographic, Psychographic Geographic, and Behavioral (Andaleeb and S.S., 2016)
Demographic segmentation: A segment where marketers target the income level of the customers or their budget as well as ethnicity, religious, age, gender etc. are also considered. Toyota formulate its strategy according to the income level of customers.
Phychographic: This segment emphesis customers lifestyle like personality traits, hobbies, values, beliefs etc (Liu et al., 2019). Toyota develop their new products after the market research to know the customers preferences and fomulate product to keep in mind the psychographic segements of target customers.
Geographic: this segment helps marketers to develop and promote a product that suits in a country or regions. Develop a product that is matched with the weather or culture of that country. Toyota make differentiated products for the US or that type weather.
Behavioral: this segment means the spending habit, loyalty to brand, purchasing habit etc. This is the most important segment which help a marketer to set sales target and revenue projection. Toyota’s R&D working to find the traits that related to this segment in every market and make a forecasting. 
Targeting means to target a specific segment from the market that have similar interest or needs for a product. Company’s target a definite segment from the market according to customers preferences and product’s delivered value to the customers (Huang et al., 2016). Targeting is important for any business to set their marketing strategy, as to promote products in the whole market is expensive which increase the product price.
Toyota is a giant automotive manufacturer with a huge product line for different targeted customer base. They develop products according to the changing needs of the customers. For example: when Toyota entire in the Bangladeshi market, they knew that people living here are mid-range earner and prefer to buy products with a reasonable price. So, Toyota increase their product line and offer only those products that targeted potential customer prefer to buy.
Positioning means to create awareness or interest about the product or brand in the customers mind with a differentiated strategy (Widjaya and P.G., 2017). Toyota works strategically to create a stronghold on their customers' minds. customer. “Moving forward” and “Pursuit of Excellence” are their core mottos. "Perfection" Toyota aims to grow their goods with these mottos in mind. The product increases the efficiency of the consumer's range. Toyota promotes the Prius, a fuel-efficient electric vehicle, as a high-tech alternative to energy saving. “How far are you willing to go to save the world?” it inquires of the consumers to take a strong mental stance and consider the possibilities Toyota claims their product is environmentally friendly. One of Toyota's advantages is that they have better cars at a fair price. In comparison to other automotive sectors, the price is lower. They manufacture on this basis. Automobiles that are extremely accessible to people in the upper middle class.

Marketing Mix is a set of activities to promote a product which help the marketers to place a product or service in the right place, set a reasonable price comparing with the competitors, develop products according to customers preferences and finally promote the product to increase product reach (Komari et al.,2020). There are four major elements in marketing mix such as product, place, price and promotion and discussion of these 4P’s in Toyota’s business operations are given below:
Product: As a giant manufacturer, Toyota has differentiated products line to target different segment of the market. They offer motor-bike for young, low price motor car for middle income people, stylist product to match with the trending lifestyle etc.
Price: Price is the most important element here. Customer wants superior value in exchange of less price. Price cover the prospect to potential one comparing with the competitor. As Toyota has strong R&D and they formulate price accordingly to catch maximum customer.
Place: To offer the right product in the right area. If Toyota introduce luxury and extremely expensive motor car in Bangladesh then they couldn’t find their desired result of sales or revenue as maximum people prefer mid-range products. 
Promotion: Set the promotional strategy to gain maximum customer reach according to the reigns and customer’s influential media. 












[bookmark: _Toc66824680]Conclusion: 
The report discusses the marketing process that a company follow to promote their products or services to their potential customers. Here first of all, define marketing in a broader business perspective with its different roles and stages to make a proper marketing plan. Then, an overall marketing plan where marketers stated the mission to formulate the plan to set strategies, marketing mix, implementation of these strategies and control the entire process if there is any flaw related to the plan. Finally, give an example of Toyota’s marketing plan. Toyota is a giant multinational manufacturer and operate its business worldwide. To start international business operation, they have to formulate a proper marketing plan with mission and objectives to targeting, positioning, making strategy, proper mixture of 4p etc. the above discussion, there was a brief marketing plan for Toyota and its importance to do so. Controlling the process is most important here, where the arising problems are recovered. 
















[bookmark: _Toc66824681]Reference: 
Alegre, I., Berbegal-Mirabent, J., Guerrero, A. and Mas-Machuca, M., 2018. The real mission of the mission statement: A systematic review of the literature. Journal of Management and Organization, 24(4), pp.456-473.
Andaleeb, S.S., 2016. Market segmentation, targeting, and positioning. In Strategic Marketing Management in Asia. Emerald Group Publishing Limited.
Biancamaria, S., Lettenmaier, D.P. and Pavelsky, T.M., 2016. The SWOT mission and its capabilities for land hydrology. Surveys in Geophysics, 37(2), pp.307-337.
Hollensen, S., 2019. Marketing management: A relationship approach. Pearson Education.
Huang, P.W., Lamm, A.J. and Dukes, M.D., 2016. Informing Extension Program Development through Audience Segmentation: Targeting High Water Users. Journal of Agricultural Education, 57(2), pp.60-74.
Kotler, P. and Armstrong, G., 2013. Principles of marketing. 15th ed. Boston: Pearson Prentice Hall.
Komari, A., Indrasari, L.D., Pariyanto, A.Y.T. and Santoso, H.B., 2020, October. The Effect of Marketing Mix 4P Towards Marketing Product Performance Of Tenun Ikat Small Industry In Bandar Kediri. In 3rd International Conference on Social Sciences (ICSS 2020) (pp. 805-809). Atlantis Press.
Liu, H., Huang, Y., Wang, Z., Liu, K., Hu, X. and Wang, W., 2019. Personality or value: A comparative study of psychographic segmentation based on an online review enhanced recommender system. Applied Sciences, 9(10), p.1992.
Perera, R., 2017. The PESTLE analysis. Nerdynaut.
Pogorelova, E., Yakhneeva, I., Agafonova, A. and Prokubovskaya, A., 2016. Marketing Mix for E-commerce. International journal of environmental & science education, 11(14), pp.6744-6759.
Shtal, T., Buriak, M., Ukubassova, G., Amirbekuly, Y., Toiboldinova, Z. and Tlegen, T., 2018. Methods of analysis of the external environment of business activities.
Todor, R.D., 2016. Marketing automation. Bulletin of the Transilvania University of Brasov. Economic Sciences. Series V, 9(2), p.87.
Toyota.com. 2021. New Cars, Trucks, SUVs & Hybrids | Toyota Official Site. [online] Available at: <https://www.toyota.com/> [Accessed 16 March 2021].
Widjaya, P.G., 2017. Analisis Segmenting, Targeting, Positioning dan Marketing Mix pada PT. Murni Jaya. Agora, 5(1).
Wood, M.B., 2016. The marketing plan handbook (p. 224). Pearson.
2

