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[bookmark: _Toc74319468]1.Introduction
The core aspects of marketing are involved with four major things such as product, price, place, and promotion. The fundamentals of the marketing mix are important for meeting the objectives of business ventures. Marketing encompasses tactics and strategies which brands use to promote their brand. As opined by Baines et al., (2017), marketing tools are a set of concepts that are used by companies for meeting business goals. The current study takes into consideration strategies and the role of the marketing mix in business. Moreover, the essay has discussed stages of marketing, the role of marketing, and 7ps of marketing.
[bookmark: _Toc74319469]2. Main Body
[bookmark: _Toc74319470]2.1 Processes and Stages of Marketing
Marketing is a process where a company creates value for customers. There are five steps of marketing which the business industry uses for creating value for customers. 
Understand the marketplace: It is important for business ventures to understand the marketplace for satisfying customers. In this stage, the business ventures need to understand various physical needs of customers such as food, clothing, warmth, safety. For example, the success of Hilton Hotels is reflected in its understanding of the marketplace. The business industry adds the most value and satisfaction for customers. 
Customer-driven marketing strategy: It is necessary to choose a value proposition for enhancing the rate of sales of products. As cited by Saura et al., (2017, p.76), a strong value proposition will help industries to get the greatest advantages for their target markets. In terms of the product concept, the business ventures must focus on quality products for maintaining a good reputation of the organization. For instance, Nike is a multinational brand, which is renowned for its quality of products. Based on the current rate of customer satisfaction has been increased over few decades with the assistance of its effective quality of products. It has been evaluated that the goal of the organizations can be achieved by identifying the needs of the target markets. For example, the tourism industry designs various destinations based on the needs of customers. 
Integrating marketing plan: Integrated marketing plan should be engaged with the value of target customers. It needs to be the core aim of organizations to integrate marketing plans based on the needs of customers. This stage consists of a marketing plan which firms use to implement effective marketing strategies. In this perspective, sales teams of various industries are involved in identifying the value of markets.
Build a profitable relationship: The aim of customer relationship management is to engage with high customer equity. The key aim of this stage is to address the satisfaction of customers. For example, Amazon is a superior example of a profitable relationship where customers are well satisfied with the assistance of quality products and the fastest delivery services. It was a huge success globally.
Capturing value from customers: The business ventures should maintain loyalty for gaining engagement (Dewi and Darma, 2019, p.5). In the modern era, most industries arrange loyalty programs for gaining engagement with customers. 
[bookmark: _Toc74319471]2.2 Role of Marketing Environment in the Business including STP
The marketing environment is involved with various internal and external factors. Depending on various factors, the plan of business ventures has to strategize marketing operations. The key role of a marketing environment is to understand customers. The various factors of the marketing environment such as political, economic, technological factors are effective to observe the current market situation. It is being observed that the retail industry emphasizes both internal and external factors before implementing business strategies. 
The marketing environment helps in understanding the competition of business organizations (Bae et al., 2017, p.30). It has been evaluated that marketing and promotional strategies are effective to address customer service strategies. For example, Apple uses social media and TV advertisements to promote its products. Moreover, the organization sets the price of products by understanding the price of competitors. 
The marketing environment also helps in building strategy. Based on the communication mix theory, an organization needs to communicate with its customers to understand their needs and requirements. It has been evaluated that internal and external factors of business ventures can be influenced by the theory. External factors are influenced by communicating with customers as well as employees. 
With the help of a marketing environment, most industries are able to come up with innovative lines of products. As opined by Abedian et al., (2021), the marketing environment influences segmentation, target market, and positioning. Based on consistency theory, people are motivated towards cognitive consistency and it will create an impact on attitude, belief, and perception of individuals. The core aspect of the theory is the continuation to the segmentation, target market, and positioning of business ventures. Business environment influences demographic and psychographic, behavioral segmentation. Demographic segmentation is an effective process where business ventures are able to understand the needs of customers considering age, sex religion. Moreover, psychographic segmentation has appeared where business industries produce products by understanding the lifestyle, income, status, and interest of individuals. In the tourism industry, the usage of psychographic segmentation is high. The target market is a stage where organizations finalize the target audiences to sell products and services (Sivarajah et al., 2020, p.164). For example, the fashion industry sets the target groups of millennium people. Ice cream companies set their target market by indicating a lower age group. Market positioning refers to the process of identifying the brand. For instance, car maker companies position themselves as a luxury status symbol.  
[bookmark: _Toc74319472]2.3 Application of 7P of the Marketing mix
Marketing mixes a key foundation of business which is based on business activities within business ventures. 
Product 
As cited by Azhar et al., (2018), a product can be tangible and intangible but it should meet the demands of specific customers. Most business ventures produce products based on the needs of customers in the target markets. For example, the fashion industry has the tendency to change the design of products to meet the rapidly changing needs of customers. If there is any problem persisting, the management of business ventures should identify the issues associated with ways of production. In this stage, the competitive advantages of business need to be identified. Moreover, a deep understanding of ideal buyers can be developed with the assistance of this stage. Business industries could enhance the quality of products for meeting the needs of customers. 
Place
The place is an effective stage where management of organization emphasizes selling products. It has been evaluated that place indicates direct and indirect channels. Based on the demands of customers, places are chosen by several business industries. For instance, Zara is a famous international brand, whose major stores are located mainly in urban areas. This is because, in urban areas, the needs and demands of products are high. The evaluation of the process can boost the sales rate of business ventures. It is being observed that distribution is considered a key element of place strategy. The placement strategy is effective to identify the most suited channel to sell the product. 
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Figure 1: 7ps marketing mix
(Source: Mahmoud et al., 2017, p.1041)
Price 
Pricing strategy is one of the most difficult things in the marketing mix. This is the stage where most companies fail to retain customers. It is being observed that customers are aware of the price of products as they are price sensitive (Mahmoud et al., 2017, p.1041). The price of the product must be reasonable to enhance the sales of the product. Most companies such as Walmart, Asda follow low-cost marketing strategies for expanding their marketing base. Moreover, the price of a product can be different based on different locations. In this stage, the disposable income of people plays a vital role. The pricing strategy of business ventures can be influenced by many factors such as the value chain, distributors, and competitors of business organizations. 
Promotion
Promotional strategies are used to promote products of business ventures. In the modern era, most companies use social media sites to promote products to their target customers. Moreover, organizations use advertisements online and on YouTube for enhancing the visibility of any particular product. For example, H&M and many other companies use video clipping on social media for advertising products by indicating their target customers. 
People  
All the business industries are reliant on the people who are engaged with front-line sales and directors (Lim, 2020, p.3). People are an integral element as they are a part of the business. 
Process 
This stage indicates how the services are delivered to the target customers. For example, the delivery services of Amazon can be considered a business venture. Examining the process means sales funnel, payment methods, and procedures of distributors, and many more
Physical evidence
Physical evidence is a process where customers pay for any intangible sources. 
[bookmark: _Toc74319473]3. Conclusion
Hence, it can be concluded that the fundamentals of marketing have a massive impact on the success of business ventures. In the study, processes of marketing have been evaluated. In this stage, various stages are associated with the process of marketing. The effectiveness of different marketing processes has been elaborated in the assignment. The role of the marketing environment in the business including STP has been evaluated. Along with these, the application of 7Ps has been highlighted. The impact of different stages of the marketing mix has been evaluated. 
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