






University of Wales Trinity Saint David

Name: Petrica Stefan (2020611)

Course: Marketing Fundamentals, LCBB4004

Lecturer: Efua Adams

Marketing Process 










Introduction
Marketing is very critical in every company. The marketing function is essential in any organization as it determines its growth rate and the ability of the company to get new customers. Companies expand by increasing their customer base, and this will result in increased profits. Marketing expense is unavoidable if the company wants to increase its revenues by increasing the number of customers. Marketing also improves the company's competitiveness in the market as it makes the customers aware of the company's existence and the products the company provides. 
Marketing process
Marketing needs to be taken seriously given the several advantages that it has to the company. It is the set number of activities that a company or an organization takes to promote the selling and buying of its activities. The marketing process must be followed to ensure that the intended purpose is met. For any marketing exercise to be effective and bear fruits to the advertising company, it must be customer centered. It should try as much as possible to solve or meet the customers' expectations. Currently, the competition is very stiff in all the industries, and therefore companies need to be effective in marketing and always create value for customers. The marketing process is a series of actions that enables the company or other organization to spot customers' needs or problems, analyze the market opportunities, and create the marketing materials to reach its customers and potential customers (Seturi and Urotadze 2017). The main marketing process elements include marketing analysis, marketing-mix planning, marketing implementation, and marketing control. 
Strategic Marketing Analysis
The main reason for marketing is the profit motive. Companies are willing to do marketing to create public awareness, which will later lead to an increase in profits as the sales are likely to go high. Marketing analysis is the art of identifying the information and market dynamism in the industry that one is operating in (Šimić and Pap 2019). Through marketing analysis, the company can study the market and the customers to better understand the market and the customers. The information collected through marketing analysis will be beneficial in determining the best option available for the company to be effective and competitive in the market. The information that the company will be looking for in the market through marketing analysis includes customer needs and wants, demands, market segments, market niches, and marketing positioning.
The fashion industry is one of the sectors that keep changing from time to time as the customer needs and wants are ever-changing. Therefore, companies in the fashion industry must be conducting constant market analysis to monitor changes in customer needs and wants. Unless the company is aware of what the customers need, it is likely to sell less testy goods to the customers, hence fetching fewer sales, leading to losses. Companies in the fashion industry need to understand the needs and wants of the customers through proper market analysis exercises to remain relevant and competitive in the market.
Marketing analysis will also enable the company to identify the possible market segments for easy accessibility. Market segments are the market subdivisions based on demographics, psychographic, behavioral, and culture, among others. Each market segment is likely to have different tastes, needs, and wants, and each market segment can be reached in different ways. Once the company identifies the various market segments and their needs, products and promotional messages can be created differently to suit the needs and wants of the specific market segments. 
Marketing analysis will also assist in market positioning. Positioning is a message that a company can adopt to establish itself over its competitors. The positioning message will tend to claim supremacy in the market over its competitors. 
The fashion market is very competitive and ever-changing. Therefore, the market analysis is essential if the company needs to remain relevant and competitive. The customer needs must meet all the time as the customer is the boss in the market. Organizations should adopt change; otherwise, their sustainability will be in danger. 
Marketing mix planning
Having studied the market through marketing analysis, the company will then proceed to the marketing mix role. Marketing mix refers to those activities that companies use to promote the sale of their products and services. The marketing mix comprises the 4ps, which include product, price, promotion, and place. There is another marketing mix PS which includes packaging, positioning, people, and even politics. 
Product
Product is the primary and first marketing mix element. Customers are interested in the product in exchange for their resources. Customers want a quality product at a considerable cost, guaranteeing the value for their money (Wantara and Tambrin 2019). The product should be designed in a manner that meets the customer's needs and wants. Various market segments may have different tastes and preferences, and therefore the company has to give a solution to all needs. 
Price
Price is the economic sacrifice a customer will make to acquire a given product or service. Price is one of the elements that can give the company a competitive edge. The company can use price to differentiate products in the market. Companies should set prices at the best level to ensure that the product is competitive in the market and that the buyer is getting value for money as the company is also enjoying profits. 
Place and promotion
The place element of the marketing mix compels companies to ensure that their products penetrate the market and are readily available. Easy accessibility of the product in the market improves the level of sales. Therefore, the company needs to establish long and efficient supply systems to boost the availability of the products in various markets. Supply creates its demand (Hagemann 2019); this means that companies should ensure that the product is made available in all marketplaces as this can create demand, hence increasing sales. Promotion refers to the various activities that make the product all services known in the market. Promotion can be done through advertising using various press reports, public relations, sales promotion, social media platforms, and television.
Role of market mix
The primary role of the marketing mix is to strike a balance and come up with the right combination of the four elements- product, price, place, and promotion. The company needs to create a quality product, price it favorably, make them available and inform the public about the product to increase the sales levels—the market mix targets at winning the market and outdoing the competitors in the market. Market mix, therefore, helps in creating the competitive edge of the company. 


Marketing implementation
The company, at this point, needs to execute the marketing plan. The company must have already designed the product, price, targeted market, distribution channels, advertisement channels, and resources to carry out the marketing plan. Marketing implementation will involve the allocation of marketing plan activities to various members for execution. The success of the marketing implementation activity will depend on the strategy to be used and enough resources (Hadrian 2019). The most critical activities should be given priority. 
A good marketing implementation strategy will prioritize the first and essential matters first. The most important tasks need to be done first, and they should be allocated more resources. The company needs to set realistic marketing plan goals and appoint enough team members who will execute the plan within the shortest time possible but more effectively. The company also needs to record all the activities, and the outcome attained for future planning. 
Marketing Control
In most cases, the outcome of the process is likely to differ from the expected outcome. The outcome can positively surpass the expectations, but in most cases, the outcome of the process falls short of the expected outcome. The market is dynamic and therefore characterized by changes from time to time. The change in the market needs means that the marketing process will keep changing from time to time, calling for the need to review the marketing process from time to time. Various marketing controls will ensure that the marketing process remains relevant to the company. They include annual-plan control, profitability control, efficiency control, and strategic control.
Profitability control
Profitability control allows the company to demonstrate the companies' profit-earning capacity from various market segments. Profit is the primary goal of the business, and therefore, profitability control is very critical to any business. Any discrepancy in profitability will be taken seriously. The company will also allocate resources based on profitability, and the most profitable segments will be allocated more resources than less profitable segments. 


Efficiency Control
The marketing process is full of activities that need to be coordinated for efficient execution. Efficiency control will look at the productivity levels of the activities and their effectiveness. Through efficiency control, some activities can be dropped if consuming time and resources without generating substantially to the company. 
Conclusion
Marketing is essential for every business. The process needs to be taken carefully despite the many tasks involved. The fashion industry is ever-changing, which forces fashion companies to study the market to ensure that customer needs and wants are met all the time. The process helps the company and management understand the market better and remain relevant in the market.
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