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In the last decades of the 20th century, companies and organizations have used this powerful weapon called Marketing to survive and thrive in this great combative competition.
Marketing can be described as a process in which demand is determined by the quality of service and the benefits of this search marketing and a place where consumers get the best idea and information about services, products and opportunities related to their needs. Marketing is also understood as a behavioural policy of companies to find new markets, advertise, and satisfy both customer needs and in search of profit for the companies. If we try to describe marketing in few words, they will be Offer, Deal., Selling, Conning people, Advertising etc.
The twofold goal of marketing is to attract new customers by promising superior a value and to keep and grow current customers by delivering satisfaction. (Kotler, P and Amstrong, G. 2010, p28)
It turns out that marketing is relatively young discipline and originated in the early of 1990.Until now, supply, demand and advertising were a simple and popular role model, there was no understanding of customer behaviour or special approaches to make the business better. Each sale was made for the purpose of more quantity without the current connection between seller and customer. The development marketing began after the increase in competition in the 50’s, when companies began to look for new ways to sell and improve their businesses. The realized that the most key factor for this philosophy is to understand human(consumer) needs. 
(Know This, 2020)
An interesting fact is that marketing called a young science, was the basis of the ancient Greek philosopher Plato. He is known for his different approaches and theories to understanding human needs, during the tyrannical period.
‘Plato recognized the need for humans to work together in society for mutual benefit and profit. He believed that everyone had different skills and attributes, and these could be combined to meet the needs of the whole of society’
(Ancient History List, 2019)
And despite the foundation of our ancient Greek ancestors in our developed world, there is a need for drastically different approaches and tools for marketing management. These developed concepts are bequeathed to us by the founder and ‘father 'of Modern Marketing- Philip Kotler. He is American professor, mathematician, writer, economist, and lecturer specialist who was born in 1931 in Chicago. The number of his marketing’s books exceeds 55, the most popular of which is ‘The principle of marketing’. One of his popular quotes sey “Marketing is not the art of finding ingenuous ways to exhibit what you do. Marketing is the art of creating genuine value before your clients and helping them to improve. The keywords of Marketing are “Quality,” “Service” and “Value.”
(Postcorn)

Marketing is constantly expanding and spreading more widely. Marketing covers all goods already and all services (health, legal and other) as well the policy. (referati.org)
Marketing has not come in so much in the last few years. We see that we are showered with information and messages for a better product/service. Even it can fit into schools, churches, our workplace and ‘in everything you do. There is a much more to marketing than meet the consumers casual eye.’ 
(Kotler, P and Amstrong, G. 2010, p28)
Marketing stakeholders can be individuals or organizations. Marketing consist of activities, facilities satisfaction exchange relationships, occurs in a dynamic environment, focused on goods, services and ideas. Marketing involves products, distribution, promotion, pricing, and people.
The place where the marketing operates with its elements is called the Marketing Environment. This environment consists of a micro and macro environment. We know from Philip Kotler, “A company’s marketing environment consists of the internal factors and forces, which affect the company’s ability to develop and maintain successful transactions and relationship with the company’s target customers”
And from Pride and Ferrell, “The marketing environment consists of external forces that directly or indirectly influence an organization’s acquisition of inputs and generation of outputs”.
The marketing environment can be still described as all the various dynamic and uncontrollable forces that affect the capabilities of the organization and marketing operations. 
(iodinate)
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There are four main customer needs that an entrepreneur or small business must consider. These are price, quality, choice, and convenience. (BBC) All these elements are parts of the marketing process. The process in which consumers receive the expected product or service in response to their needs. It also includes a series of actions, efforts, and a focus on achieving a good deal. 
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(Bing)
This simple marketing process has four steps:
1. Understand customer needs
2. Development of a strategy
3. Decision making
4. Execute the plan
5. Deliver the results
It is essential for the first step to:  understand the local area in which our consumers are, the country in which the marketing will be managed, the understanding of the interest of the clients and how much they can spend.
(Business Study Notes,2020)

'When it comes to marketing, there is one aspect every business should be aware of: not all consumers are created equal. Just like there are different types of goods, services, and products, there are different types of consumers. ‘
· Loyal consumers
Often include a small segment of the customer base. Thet are valuable to any businesses and they are loyal to the company when find that it exactly for them. These consumers can provide up to 70% of the brand’s sale. The survey shows that small proportion of customers are loyal to one retailer.
· Discount Consumers
They are always looking for a discount tend to use the same brand but only if it is reduced or is at a promotional price.
· Impulsive consumers
They are the most difficult and often pretentious. Most purchases are made by impulsive consumers, but they do not choose a specific or one brand.
· Need-Based Consumers
They buy meet their needs. Need-based consumers may have financial problems and need an advice.
 (Beyond the Hedge,2015)

In the direct marketing we distinguish two type consumers, according to which there are two types of markets-B2B and B2C.

By offering our customers a product, we focus on the benefits from it. This choice is more driven by feelings. Consumers also differ in demand and streaming channels according to their comfort. These so called B2C consumers do not like detailed explanations of the product and want to move directly to the important part of message. To be successful with these customers, you need to focus on their personal need /problems, they do not want to know what your business benefits are.
In B2C marketing, customers make their choice easier. There is a lower level of emotionality in decision making. They focus on how the product helps the buyer and how the benefits of his purchase affect the business. To be successful with such consumers you need to present more facts and messages about how the product/service saves time and money and whether it is a future investment.
(small business, 2019)
That is why it is important to know our customers more. This relationship creates a connection and gives value to customers. Customer value is the satisfaction the customer experiences (or expects to experience) by taking a given action relative to the cost of that action. (Buildvisble,2018) Lior Arussy (Search Customers Experince,2007) told us that we need to have good understanding of customer value, taking them for high resource, not just ordinary ones.

The second step of developing a marketing process is to develop a smart strategy. To know how to act, the first thing to develop a strategy is to determine 
1. What kind of business you have? 
2. Whether they really want to take it/use it/buy it?
 3. What kind of customers you are looking for? 
4. What is the level of need for this product? 
It is the company make a survey will see different combination and different views from the consumers.It should be noted that a good analysis of the situation does not always lead to one opinion. Therefore, it is also necessary to assess how solvent consumers are in each environment and which product will be benefit every participant (consumers, buyers, suppliers etc.)
(Business Study Notes,2020)
Market segmentation is the basis of the strategy marketing process and creating a marketing strategy. The process described in the book The Marketing (Baker, and Hart, 2016) says that the process is carried out to find groups of consumers or business customers in the market and their retention and commitment to brand or company. They unite a common idea of character and behaviour and are homogenized like a group for the marketing proposes
 I think a comparison with other related products/services can be a basis for developing small improvements and differentiating the business from competition. 

Decision-making 
After defining a strategy in marketing comes a next crucial step and it is decision-making. This must start first with 
· Financial buget tailored to the specific types of consumers
· Co-identification of product/services
· Product development and how it will stand in the future
· Ways to disseminate and promote this element
· The expected date of entry of the element on the market
Taking such decisions marketing professionals are responsible for all the truth information promotions, and the nature of the services/products. (Baker, and Hart, 2016)

The right decision-making process can lead to quality and improvement of the product/service, and this is exactly the desire of the consumers. (Business Study Notes,2020)
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 (Bing.com)

After clarifying their strategy, each company can implement one of major concept in marketing- ‘Marketing mix’. This is a set of controllable tactics, approaches and marketing tools that a company purposefully used to bring them to the target market. Marketing mix contain all the features of product –Price, Product, Place, and Promotion. And currently, more 3 Ps were added in the Marketing Mix- Packaging, Positioning, People and even Politics as vital mix elements. The elements of marketing mix interact, complement the business plans well and make the business successful. If not manage properly the marketing mix can take a long time to recover. It requires in-depth consideration, search, and consultation with several people from consumer, retailers to other more participants.
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Using a variety of source today in marketing can always be compare or find a way to improve a strategy and plans. It is good not to copy other competitors but only to use their experiences.(pestle analysis,21.05.2015)
Today all consumers predominate in the internet space. When marketing uses its strategy and plans in this place and its present in our digital devices (laptops, mobile phones, etc.) it is called Digital Marketing. It is useful in any industry and any business. ‘However, that's not to say all businesses should implement a digital marketing strategy in the same way.’
(Hotspot,2020)
We now see that marketing can work in any area of the life. When the marketing elements, strategies and plans are good combine with environment analysis would always be led to the success of any modern business.
' Successful business is all about focusing on the requirements of your customer.’ (Business study notes,2020) This is an introductory force in marketing-to meet the needs of its customers. From the above we can say that marketing is not only important for the business success, but also that all customers are informed, and all their need are met.
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The Marketing Decision-Making Process

Figure 1.1 The DECIDE Decision-Making Process
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