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Marketing Fundamentals Analysis and Evaluation
Kotler, Armstrong, Harris, and Piercy (2017) define marketing as “the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.” Marketing involves researching, promoting, selling, and distributing your products and services, Ward (2021). Marketing is a process that needs massive amounts of planning and strategy. So, what are the processes and stages of marketing? And what is the role of the marketing mix?
Processes of Marketing
Below is a detailed description of each of the processes of marketing:
Learning About Customers
           In the first step of the marketing process, the organization must understand its customers well. It will include studying the market and a deep understanding of the customers' needs, wants, demands, market offers, customer values and satisfaction, and exchanges and relationships.
Understanding the Market.
First, to better understand the market, an organization needs to look at the market segments, market niches, how to market to individuals, and positioning.
Market Segments.
Market segmentation is “the process of dividing a target market into smaller, more defined categories” Yesbeck (2020). It separates the targeted audience into groups that share similar characteristics such as demographics, needs, location, or interest. Camilleri (2018) defines targeting as a strategy that “involves diving the market into segments and developing products or services to these segments.” It is a strategy that companies use because customers do not have the same preferences. 
Market Niches.
Market segments can be divided further into smaller groups called niches. Britannica (2020) defines niches as “a small target group that has special requirements.” An organization should further divide its target market to satisfy people with other special needs within the segmented groups. For example, the automobile company may further divide camera lovers to target those that prefer selfie cameras to front cameras.
Marketing to individuals.
Many companies are gearing towards targeting each of their customers individually. They further divide the segments into groups of one (Firmansyah, Margono, Rohman, Khusniyah, 2019). Most online shopping companies are adopting this strategy to sell individually customized products. This type of marketing helps organizations to have a deeper understanding of their individual customers.
Positioning.
Positioning “involves creating and communicating a message that clearly establishes the company or brand in relation to competitors” (Britannica, 2020). It is the strategy that enables an organization to distinguish itself from other rival companies by characterizing itself to separate its customers and attract more customers. For example, the Kentucky Fried Chicken (KFC) positioning is on its slogan that states that “its finger lickin good.” It positions itself as tasty among its fast-food competitors such as McDonald's. 
Customer needs, wants, and demands.
           Second, an organization needs to understand their customers' needs, what they want, and their demands. Kotler et al. (2017) define human needs as “states of felt deprivation.” Human needs are divided into physical needs, social needs, and individual needs. Physical needs include items such as food, clothing, shelter, and safety. Social needs include affection and a sense of belonging. Examples of individual needs are knowledge and expression. Organizations should understand that if these needs are not met, they will be substituted by other objects. Besides, people with less income may want to reduce their amount of needs.
           Wants are defined as “the form needs take as shaped by culture and individual personality” (Kotler et al., 2017). Wants are described by the objects people prefer to satisfy them. People from different societies prefer different objects to satisfy the same want. 
           Demands come about when wants are supported by buying power (Kotler et al., 2017). Organizations should understand that customers will always gravitate towards items that will give them a run for their money. Given a chance to choose from items, the customers will go for products they can meet financially.
What the market offers: Goods, services, and experiences
Kotler et al. (2017) define a market offering as “a product that is some combination of goods, services, and experiences that can be afforded to a market to satisfy a need or a want.” A product is an item that satisfies the needs, wants, and demands of customers. Products, however, can either be goods pr services depending on their physical form. Customers can also be satisfied through experiences, people, places, activities, ideas, or companies (Kotler et al., 2017). An organization should study what it should offer to the market, not to end up just providing goods; it should ensure the products satisfy the customers' needs, wants, and demands.
It brings us to the concept of marketing myopia. Marketing myopia happens when an organization concentrates on its products rather than the benefits that the products offer (Levitt, 2019). For instance, a drilling company may think that their customers are obsessed with their driller, but what the customers are concerned about is the hole they want to drill. This concept is vital since customers may switch between products to find out which one best suits their end needs. Organizations should look beyond their products' features to develop items that can benefit the actual need of their customers.
Exchanges, transactions, and relationships.
According to Kotler et al. (2017), exchange “is the act of obtaining a desired object from someone by offering something in return.” Exchange is the core idea in marketing. An organization practice exchange with their customers. They provide a marketing offering such as goods or services, and in exchange, the customers may buy the offerings.
           Transaction, on the other hand, is the unit of measurement for marketing. Kotler et al. define a transaction as “a trade between two parties that involves at least two things of value, agreed-upon condition, and a time and place of agreement.” For instance, a company X may provide a car to a customer Y for £23,000.
           Apart from satisfying their customers’ goods and wants, the company also needs to develop a good relationship with them. This relationship will ensure that the customer develops trust and, consequently, approach the company in the future. 
Creating Customer Value
After the organization has well understood its customers and the marketplace, it can begin developing customer value. The company needs to come up with a customer-driven marketing strategy that involves marketing management. Marketing management is “the art and science of choosing target markets and building profitable relationships with them” (Kotler et al., 2017). This concept involves identifying the customers to serve and how the customers can well be served.
Selecting the Target Market.
A company needs to have a target market; it helps the company market effectively and increases sales. To obtain this type of market, the organization needs to have a good overview of the market (Kohne, 2019). To understand the market, the organization needs to conduct a market analysis, either through the company or employ external companies. The organization can target its market in terms of age, gender, geographical location, education, or religion.
Building Profitable Customer Relationship.
After deciding on the target market, the marketer needs to know how it will serve the market. It involves the company differentiating and positioning itself in the market. The customers should be able to choose the organization’s product instead of the others.
Building a Strong Customer Relationship
It is the most crucial step in marketing. An organization needs customer relationship management. It is “the overall process of building and maintaining profitable customer relationship by delivering superior customer value and satisfaction” (Kotler et al., 2017). This process involves obtaining, keeping, and growing customers.
           Customer Value and Satisfaction.
Customer value and satisfaction are the building block of a long-lasting customer relationship. 
Customer Value.
Kolter et al. (2017) say that a customer buys from a company with the highest customer-perceived value. The authors define customer-perceived value as “the customer’s evaluation of the difference between all the benefits and the costs of a marketing offer relative to those of competing offers.” It dictates what product the customer will choose.
Customer Satisfaction.
Customer satisfaction is the “extent to which a product’s perceived performance matches or exceeds a buyer’s expectations” (Kotler et al., 2017). Customer satisfaction occurs when the customer’s perceived product performance is more than the customer’s expectations. If the customer is delighted with the product, they will be loyal to the organization.
There are two levels of customer relationships, basic relationships and full relationships (Kotler et al., 2017). A basic relationship is required when the company has many low-margin customers, while a full partnership is needed when the company has few customers and high margins.
Gaining Benefits from the Customers
After the company has built customer superior customer value, the customers get satisfied and remain loyal to the company. In return, the company enjoys the benefits of through sales, market share, and profits. The benefits of creating customer value are customer loyalty and retention, share of market, share of customer, and customer equity (Kotler et al., 2017).
Customer loyalty and retention occur when the customer is satisfied. A delighted customer wants to come back and even talks to others about the product or firm. Market share is the percentage of the total sales in the market by a customer. A share of customers is “the portion of the customer’s purchasing that a company gets in its product categories” (Kotler et al., 2017). According to Sharma (2019), customer equity “is the total of the discounted life-time values of the firm’s customers.”
Stages of Marketing
For an organization to define a target market and build a good relationship with the target market for profitability, it needs marketing stages to guide it. The stages or concepts include production, product, selling, marketing, and societal marketing.
The Production Concept
The production concept is the idea that customers will prefer products that are available and highly affordable. It focuses on increasing production, controlling and reducing costs, and making profits through sales volumes (relivingmbadays, 2012). The companies should improve production and distribution efficiency. 
The Product Concept
This philosophy says that a customer will prefer products with the most quality, performance, and innovation (Kotler et al., 2017). This concept focuses on good quality products, concentrating on quality control, and increased sales due to quality products. 
The Selling Concept
This concept states that customers will not buy enough of a company’s products unless it sells its products or services on a large scale (Shaw, 2020). The organization should then increase its marketing and promotion of its products in the market.
The Marketing Concept
“The marketing concept holds that achieving organizational goals depends on determining the needs and wants of target markets and delivering the desired satisfaction more effectively and efficiently more than competitors” (Kotler et al., 2017). It focuses on the needs and wants of customers.
The Societal Marketing Concept
This concept holds that an organization’s marketing decision should consider: consumers’ wants, the organization’s requirements, consumers’ long-run preferences, and what the society wants in the long-run. Firms should satisfy their customers’ and societal needs now and in the long run (Kotler et al., 2017).
Role of the Marketing Mix
The concept of marketing mix is developing a product, putting it in the right place, for the right price, and in the right time frame (Acutt, 2016). There are four elements of marketing mix, which include place, promotion, price, and product (Waheed, Yang, Ahmed, Rafique, and Ashfaq, 2017). They are described below with a case study of McDonald’s Corporation.
1. Product
A product refers to a good or service offered to customers to meet their needs, wants, or demands. A marketer should plan for the product as it needs a process to develop effective products. Its role is to enable companies to determine the best products to release into the market and the ones that fully satisfy their target market. McDonald’s has a wide range of product mixes, including foods and beverages such as chicken, fries, hamburgers, salads, and more. Though the company is known for its burgers, it innovates and embraces other new products to satisfy the market demand (Meyer, 2020). 
1. Price
Price is the amount the customer pays to use the product. It is essential since it perceives the value of any product and dictates how the product will sell. Factors that affect a product's price include value chain cost, markups, distribution plans, and pricing by rivals (Acutt, 2016). McDonald's uses bundle pricing and psychological pricing strategies to determine their prices. For instance, they use $_ _.99 on their prices to make their customer perceive affordability.
1. Promotion 
It is the marketing strategies and techniques used by companies to sell their products. They include advertising, special offers, and customer relations. The role of promotion is to communicate the company to their prospective customers to enable sales (Thabit and Raewf, 2018). McDonald’s uses advertising through radio, television, social media, and print media. They use sales promotions by offering coupons and freebies (McDonald’s, 2021). Also, they use public relations events such as Ronald McDonald House Charities and McDonald’s Global Best of Green to strengthen their brand (Meyer, 2020).
1. Place
 It is how the product is delivered to the customer. It generally looks at the distribution of a company’s product and how the customers can access them. The role of place is to establish the best channel to use for the product when it reaches the market. McDonald’s distribute their products through restaurants, ‘drive-thrus,’’ McDonald’s mobile apps, McDonald’s website, etc. The company majors on its restaurants and uses mobile apps where customers can order foods or trace McDonald’s locations.
In conclusion, marketing is vital for any organization seeking to develop new or existing products, create new markets, sell the products and retain their customers’ trust. The organization needs to analyze the processes and stages of marketing and their marketing mix, including the product, price, promotion, and place. These assessments have made companies such as McDonald’s successful in their fields. 
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