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Introduction
	In modern era, businesses are always looking to differentiate its products in any manner possible so that competitive advantage can be achieved in the market. Many companies utilises innovative marketing techniques as well to create an impression in the minds of the consumers. Marketing strategies are formulated by business further to communicate and educate consumers regarding the features and benefits of the products. The analysis presented below would be showing the processes and stages in marketing operations and would also go into details regarding the marketing mix.
Discussion
	In a business organization, marketing forms an important part of the operations as it promotes the products in the market and induces customers to purchase the same. It is for such a reason that companies have a separate marketing plan formulate and a specific budget allocated to such activities (Kangasmäki 2014).  In order to formulate an effective marketing plan, the marketing mix criteria is utilised which requires businesses to focus on four aspects which are product, price, place and promotion. The marketing mix is explained below in details for a better clarity on the matter:
· Product: The product is created by the business in such a manner that it satisfies the wants to the intended target consumer segment. It is often the objective of businesses to portray a clear concept for which their product stands for and also differentiate their products from competitors. Marketing managers add value to their products by innovating them further or by even changing their get up and branding process. An appropriate example of a company which utilises its products to attract consumer attractions is Apple iPhones. The iPhones are innovated on a continuous basis so that it can create a competitive edge in the market and enhance its sale.
· Price: This is the step where marketers determine the value for their products in monetary terms which would be charged from the targeted audience. The pricing strategy for a business is carefully formulated so that it can attract customers and also appropriate justify the value which the product provides to the customers. The business of Qantas Airlines utilises its pricing strategy effectively to create a competitive advantage in the airline industry 
· Place: The place in the marketing mix signifies the convenience with which the products are accessible by consumers. The business should target specific regions or areas where the demand for the products are maximum and where the business can achieve maximum sales. In this modern era, internet has facilitated e-commerce which has intensified the competition in the market. In the market of Australia, Woolworths ltd is an established giant in supermarket chains which shows that business can built a strong reputation in a particular region and enhance its operations.
· Promotion: The promotion activities undertaken by a business creates awareness in the market for the product and attracts the customers. The advent of internet has opened up access to social media platforms where products can be promoted and a business can reach out to wider range of consumers (Barrales‐Molina, Martínez‐López and Gázquez‐Abad 2014). In addition to online promotions, there are different forms of advertisements which also catches the attention of customers appropriately.
The above mentioned marketing mixes places an important role in formulation of marketing strategy for a business. Besides marketing mix, businesses are required to consider marketing processes to formulate a proper plan. The processes which are considered by businesses are appropriately discussed below and marketing mix also forms part of the processes:
· Mission: Every business has its own mission and vision following which the management wants to create a good market reputation. The mission of the business governs the operations of the company and also guides the business regarding the approach which is to be taken for attracting the customers. An appropriate example which can be given is of Apple Inc. where the management is dedicated to make innovative and high quality products (Todor 2016). The overall quality of the products defines the brand value for apple and the marketing strategy which the company adopts reflects the same.
· Situational Analysis: This refers to the process where business undertake a market survey to identify the opportunities and threat available and accordingly formulates a course of action which can be taken so that the business is successful in generating revenue. The market scenario can be evaluated by applying an external analysis tool such as PESTLE analysis or a Porter five forces model. The situational analysis allows the management to further recognise its target markets and what are their taste and preferences. It is on the basis of such a trend, products are developed and offered to the customers. The business operations of Coca Cola utilises such a technique to evaluate the market whenever it is opening its branches in other countries.
· Marketing Strategy: The situational analysis provides useful information to the managers regarding the taste and preference patterns of the consumers, overall market competiveness and growth potential. It is on the basis of such information, marketing strategies are formulated which can be aggressive of defensive depending on the nature of business and conditions in the market (Kitchen and Proctor 2015). The marketing managers also take into account the changes in the business environment and accordingly adjust their market strategies and plan to maintain a proper image in the market. A prime example which can be given is of KFC and Dominos where the company significantly altered their strategies in the Pandemic situation to sustain their business operations.
· Marketing Mix: The above discussion shows that marketing mix covers some of the main aspects which a business must utilise to create a competitive advantage in the market and attract customers. It is up to the managers to decide which marketing mix they are going to use to their advantage and create a good name for the business in the market. An appropriate example which can be given for a business which utilizes its marketing mix appropriately is Amazon Inc. The business utilises social media platforms to properly reach out to more and more customers and is highly innovative in its approach which naturally attracts customers (Eshuis, Klijn and Braun 2014).
· Marketing is the process of designing and integrating various elements of marketing in such way to ensure the achievement of enterprise objectives. The marketing mix is the combination of the product, the distribution system, the price structure, and the promotional activities. Marketing mix including 7Ps: Product, Price, Place, Promotion, People, Processes and Physical evidence.
· The term of marketing mix is used to describe a combination of four elements- the product, price, promotion distribution and place. These are known as 4Ps. The 7Ps help the companies to review and define key issues that affect the marketing of its products and services and is often now referred to as the 7Ps framework for the digital marketing mix. The marketing mix is an acronym that encompasses. (Bishop) (Kotler & Armstrong)

· Implementation and Control: This is the final step which the business follows once the marketing plan is formulated. The business looks to implement the same in the operations and maintain control whether the same is living up to the expectations of the business or not. In this manner, the business is able to sustain its marketing strategy and further give it proper chance to be successful in the market.
Conclusion
The above analysis makes it clear that companies follow a series of processes to formulate their marketing plan and the same is closely related to the mission and goals of the business. In addition to this, the discussion above shows the relevance of marketing mix in formulation of a proper marketing plan. The amount of funds which is to be allocated to marketing activities depends on the marketing plan which is formulated by the company. In an overall basis, it can be said that the marketing planning process requires proper estimation of market conditions and clear thinking.
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