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[bookmark: _Toc69873673]Introduction
The aim of the report is to make the readers understand regarding the fundamentals of marketing. The report includes a brief definition of marketing and how it works. The report also stated about the importance of marketing and why it is necessary for a company to conduct it. Further in this report the stages of marketing as well the marketing tools are also described with relevant examples.


[bookmark: _Toc69873674]Definition of marketing
Marketing is the activity, set of agencies, and factors that produce, link, distribute, and share value-added resources for customers, businesses, associates, and community as a whole. It is the science and art of identifying, planning, and generating demand in order to satisfy the needs of a target market while profitably doing so. Unsatisfied wants and desires are defined by marketing (Bošković Batarelo 2021). It ascertains, computes, and quantifies the scale and value potential of the specified field. Marketing is the process of bringing potential customers and clients to a business's products and/or services. System is a key term in the experiential marketing; marketing is essential both research and collaboration.
[bookmark: _Toc69873675]Importance of marketing

Marketing is extremely beneficial in the transfer, distribution, and transportation of commodities in an organisation. The customers may obtain goods and services by different intermediaries such as wholesalers and retailers. Marketing benefits both suppliers and customers who are connected with the organisations. Over everything, marketing is about providing a quality of life for the world (Li, Larimo and Leonidou 2021). Marketing has played a key role in improving and sustaining the community's living conditions by ensuring an uninterrupted delivery of products and services to customers at a fair price. The community is divided into three classes: wealthy, moderate, and poor. Marketing provides all that these various groups of citizens use.
Marketing is a dynamic process that involves several individuals in one way or another. Buying, selling, lending, transportation, warehouse management, risk bearing, and optimization are the main marketing features that are practised in the organisation. A vast number of people and bodies perform various roles in each of these functions. Marketing offers many ways to benefit from the method of purchasing and distributing products by generating time, location, and possession utilities (Huang and Rust 2021). This revenue and investment is reinvested in the business, resulting in increased earnings in the future. Marketing will be prioritised and the efficacy of both the marketing feature is critical to the firm's sustainability.
[bookmark: _Toc69873676]The marketing process and its main stages
The marketing plan is a sequence of steps that enable companies to recognise consumer problems, analyse potential opportunities, and develop marketing materials to attract the target audience (Beskarina 2021). A mission statement is a brief statement that explains why a company exists, what its ultimate purpose is, and identifies the goal of its operational activities: what type of product it offers, who its primary clients or client is, and where it operates geographically.
SWOT analysis points out the strength, weakness, opportunity and threat of the company. SWOT Analysis is a technique for assessing these four aspects of a market. SWOT Analysis is being used to create use of whatever one would have and provide for the good of one's company, and an organisation can reduce the chance of failure by recognising what it needs and eliminating threats that would otherwise catch them off guard. Strengths are things that the business excels in or does in a way that distinguishes it from competitors. It takes into account the advantages that the corporation has over all other entities. This could include employee participation, proximity to particular materials, or a diverse range of manufacturing methods. Weaknesses are intrinsic characteristics of the enterprise, because it focuses on its personnel, finances, processes, and policies, as well as worrying about what might be improved and what behaviours the organisation can prevent (Amira and Fitriasari 2021). Opportunities typically arise from issues outside of the organisation, necessitating a forward-thinking approach about what can occur in the future. They may happen as a result through advancements in the market that the company serves or in the technology that the business hires. The ability to recognise and overcome potential will help or hurt a company's ability to compete and dominate in its sector. Threats are somewhere which might have a detrimental effect on the business to the outside, such as activities in the supply chain, volatility in customer demand, or a shortage of hires. It is important to detect threats and react to them as they become a priority for the enterprise.
A PESTLE analysis is often used as an experiment in broad assumptions. It assists an organisation in determining external factors that could have an impact on employee decisions. It is important to understand these external factors in order to maximise profitability and reduce costs to the enterprise (Vlačić et al. 2021). A PESTEL analysis forms the basis or technique that advertisers use to analyse and track the macro-environmental variables that affect an organisation. The outcome is used to classify risks and vulnerabilities for use in a SWOT study.
A company's marketing targets are its existing goals. They outline the marketing squad's objectives, offer detailed instructions for team members to follow, and provide feedback for executives to research and assist with. Marketing objectives are an important part of any marketing strategy. A marketing strategy is a company's good way to reach out to prospective consumers and turning them into clients through the sale of products or services (Fristanto et al. 2021). A marketing strategy encompasses the company's perceived value, key brand positioning, information on target customer demographics, as well as other high-level elements. Marketing implementation is the process of converting a marketing idea into tangible actions such as plans and initiatives, individuals in control of them, and timelines. It  is the execution of a business campaign.
[bookmark: _Toc69873677]Segmentation, Targeting and Positioning
When the corporation has determined which business segments are viable, market profiles are developed. Segment identities are similar with ideal consumer personas in that they are comprehensive representations of the individuals in each category. It describes their needs, attitudes, ages, brand tastes, buying habits, and all other traits. Each description should be as accurate as possible in order to provide the company with a thorough view of the individuals in each category (Arianti and Irawan 2021). The corporation would be able to compare divisions for planning purposes as a result of this. For example, the PepsiCo segmented their market into two categories one is young generation and another one is the middle aged person. They segmented the market so that they can make different strategies for each segment.
When the corporation has gathered all of the detailed details about the industry, it spends a lot of time determining which ones are by far the most attractive to use it as target markets. The overall marketing plan, the competitiveness of the market and the rivalry in that sector must all be considered (Du et al. 2021). Cluster analysis is the most effective method for determining the most suitable section. This is accomplished by using statistical models to classify consumer groups that are much more related to each other than to those of other categories. For example after the market segmentation of PepsiCo, the y target the middle aged people market by offering Pepsi Max because the product is health conscious.
The organisation must formulate a positioning plan that can give them the greatest competitive advantage in the chosen target demographic, as well as deciding how to better position its product, taking into account other rivals and working on how well the positioning will attract the most market share. For example, after the segmentation and targeting of PepsiCo, they position their products in the market in such a way so that it can reach out to the targeted customers of the company.
[bookmark: _Toc69873678]The Marketing Mix- 4Ps
The marketing mix is a series of actions or techniques used by a company to promote its product or brand. A conventional marketing mix includes the four Ps: commodity, location, quality, and advertising.
The price of a product is the value given to it. It is affected by the price of production, the intended industry, the market's ability to pay, market forces, and a number of other variables (Raska and Weisenbach Keller 2021). Pricing strategies come in a variety of shapes and sizes, each being related to a larger business plan. Pricing could also be used to differentiate and boost a commodity's name. For example PepsiCo set up the price of their products in such a way so that every customer can buy their products.
The element is the material that is being marketed. The service must meet a basic minimum; otherwise, all of the best effort from the other product groups will be in doubt. For example PepsiCo always make a plan for what are the products they will sell in the target market so that the company can earn profit.
The point of sale is referred to as the "site." The primary objective of a good sales or 'site' campaign in every industry is to capture the consumer's interest and find life easy for her to buy it. Retailers spend a lot of money for valuable land (Pedersen 2021). For example PepsiCo select their place of the distribution in such a way so that it becomes convenient for them to reach out to their customers easily.
Promotion refers to both the acts taken to make the product or service available to the customer and the exchange of goods or services. This includes advertising, word-of-mouth, press launches, bonuses, commissions, and trade awards. Examples include market campaigns, direct mail, contests, and events (Skar 2021). For example PepsiCo does its promotion by putting banners and with the help of social media so that people can be aware of the brand as well as the products that they are selling.


[bookmark: _Toc69873679]Conclusion
From the above report we can conclude that a proper marketing is very much important for an organisation to run and sustain in the competitive market. Further the report concluded that marketing has many phases through which an organisation has to go. There are many marketing tools by which the company make strategy to operate in their targeted market.
The result of the relational marketing approach can be synthetsized by the Latin saying: non multa sed multum. The company becomes selective in its attitude towards customers. It will direct, with priority, it’s marketing resources and efforts to the main clients, achieving a judicious ranking of them, in relation to the economic effects, resulting from the collaboration with them.
At the same time, he will give up the clients that require much greater marketing efforts than the economic and social effects he obtains from them.
The marketing are just like a constitution is to a country. Constitution is the foundation of a nation. The law may be changed with time because the environment and the way people think is greatly different from that of those who were born 50 years ago. Consequently, it is unavoidable that the law should be changed, eliminated or have more rules added to it. 
Nevertheless, no metter how the rule is amended, the basic rule is always there. It represents a country’s spirit and belief, and this is unchangeable.
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