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Have you ever wondered who is behind the authority of a successful company? Who contributes to the quality of service or presentation of the product? Our business ‘friend’-The Marketing, also known as the best way, to offer. 
Marketing comes from the English word ‘market.’ In colloquial language it means various actions related to the exchange and the market- trading, placement and offering for sale, etc. However, that these words today cannot explain the true meaning of marketing, because we live in an extremely fast-passed environment and the quality of life constantly improves. That why marketing has the undergone a great transformation over the years, as the most concise concept can be taken from the ‘guru’ in this field- Philip Kotler -shifting the focus of production and goods on trade efforts and consumers and solving their problems through based on social ethics. The final adoption of marketing came at the Helsinki Conference on Peace and Cooperation in 1975. The participating states declared that they would create conditions for the implementation of marketing in their economies. In the early 1990s with the transition of eastern European countries to the market economy, marketing was becoming a global phenomenon.
(Gulenova, 2001, p1)
Marketing is the process of offering, and if there is no one to offer to, it is logical that ‘science’ cannot exist. That is why one of the foundations of marketing is to get to know your customers. Their feelings can be known in different ways, but first we need to look in depth at what exactly the clients need and want.
This is the vital basis of marketing- to be able to meet all the ‘whims’ of our generation. Martin  Luenendonk (Cleverism, 2019) tells us that the main goal in Marketing is to persuade, respond to or exceed customer expectations. 
What are the customers? An individual there can be a group of people to whom we provide one or more products/services, we can take goods to pay us or compensate us for this activity through another site which can also be called client. The process can proceed in unusual ways and it is possible to form a series of chains connected or into each other, which in turn drive the organizations, industry, and the economy.
(Smith, 2012)
As they say, the customer is a king. To offer a product or service, we must first understand the customer needs, wants and demand. Armstrong and Kotler (Principals of marketing, 2012, p30) define needs as ‘states of felt deprivation’. Under this category are taken a set of basic purely human needs such as- need for water, food, warmth clothes, personal and social safety.
Wants: The form human needs take as shaped by culture and individual personality. Wants are shaped by one’s society and described in terms of objectives that satisfy needs. When backed by buying power, wants become a demand.
With a clear understanding of customer needs or desires, business and companies will encourage customers to buy and successfully accept marketing offers.
(Cleverism, 2019)
To understand how a customer behaves we should approach psychologically and know how he would accept an offer for a product or service. This is the best determined by knowledge of the Maslow Hierarchy model. This pyramid consists of the following human dependencies: biological needs, safety needs, love and belonginess needs, esteem needs, self-actualization needs. Also, Maslow added more tree needs: cognitive needs, aesthetic needs, transcendence needs.
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Many marketing employees browse a lot of data to understand their way of thinking and customer desires. (Armstrong, Kotler, 2012, p30). Today it is gaining popularity ‘feedback’ offered us a wonderful opportunity to get to know customers. This feedback can be happened through group focus, social auditions, keyword research, live chat, social channels, polls and surveys, emails, monitoring feedback on other sites, to ask for opinion, et.
(Timecamp, 2018)
As the saying goes, ‘if you want to defeat your enemy, you must know his weaknesses and become his friend’. Also, in marketing we need to understand why customers choose our competing companies. The most accurate way is to use SWOT analysis to consider the strengths and weaknesses of the competitors. 
(Bitrebels, 2020)
How to attract customers after we have met them? We need to understand their way of defining themselves as satisfied.
'Customer satisfaction (CSat) is generally considered the most important marketing metric.’
Customer satisfaction is more important in the field of service because they have direct contact with their end-customers, but not so much in manufacturing, knowing that they sell their products through distribution channels include retailers.
Three important aspects arise in analyzing this feeling-How customer satisfaction is constructed, the benefit of this satisfaction and appropriate tactics to improve it.
The filling of satisfaction arises first in their minds and not in their perception. That is why most of us are looking for a comparison with the money given for the product/service. 
(Marketingstudyguide)
This is the main exchange of marketing-to make the deal fear. Otherwise, there is a logical ‘dissatisfaction’ on the part of the buyer. Which is considered the biggest treat in marketing, as well as the loss of trust in future customers.
‘Because consumers are comparing two aspects (prior expectations to actual delivery) they are essentially confirming (or disconfirming) how well the organization has delivered. In service marketing textbooks, this process is described as the Disconfirmation Model of Customer Satisfaction.’
It is good in such cases to have thorough consideration of all the facts of obtaining this confusion. Some companies invest and focus on developing public relations, activities in their conversations and social networks. And the important thing for the client, once he is dissatisfied, is to find a ‘why he did not like it. A good example is when the company tries to compensate its customers in their next collaboration. Such an example can be taken from the fashionable way of writing on the packaging- money back guarantee’.




[image: ]
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I think that not only I am convinced that satisfaction is a sign of stabilization of market competitiveness. Also, the transactions do not have to be completed once long-term business relationships are needed.
Jonathan Milne reminded us that -After all, without customer relationships, there are no sales; without sales, there is no business.
And as Kotler mentions ‘Every company action can affect customer relationships.
‘Because of this, how you create your relationship Marketing matters. It is no longer all about customer acquisition, it is about customer retention and what happens surrounding the sale that makes you memorable to your market.’
And to build a strong relationship with customers, marketing must use communication, ‘because communication is what establishes how customer experience goes.
(Klipfolio, 2019)
Maureen Meadows - Senior Lecturer Management says the UK supermarket chain TESKO has been a perfect example of relationship marketing, giving club discount cards.
(britanica)

It is difficult or impossible for even a marketer to work on such a variety of products/services and competition. Marketing uses its powerful tool- Segmentation, which helps to divide, focus, and manage small groups of customers, with the same or similar thinking and characteristics.
 Segmentation is a marketing concept or process in which the division of market subgroups helps its customers with similar or identical tastes, desires and preferences to find the right product/service. Thus, marketing easily reaches the channels with like-minded people, knowing their characteristics.
Each segment is different and responds differently to fluctuation in the economy or market. 
Segmentation divides groups such as demographic which include some of the following characteristics:
Gender
It can be divided into two main groups - men and women. It is known that they have different physiology, thinking and preferences, so the emphasis is on segmentation of the specifics of each sex separately. Industries like footwear, clothing, cosmetic, jewelry and apparel focus on men’s and women’ s needs. 
Age group
One of the regular ways for marketing to focus on a group is trough age segmentation. For example, clothes, nappies only for babies (0-1,2 years), clothes for teenagers (10-20) or suitable products for adults (20 and above) like books, anti-aging products, cosmetics, etc.
Income
According to household income, groups can be divided into high, mild, and low-income groups. For example, easily accessible food from the supermarket is bought from the last two groups of people. Large companies such as Jaguar, Porshe, and Bugatti do not target the low-income group.
Occupation
Marketing companies can develop strategies focusing on needs according to the type of work or students. Products such as professional clothing, accessories tools, et.
A new company called Hello Fresh is an interesting example of segmentation in this category. Her initial strategy was to deliver healthy and easy-to–cook food for students. The company understood well their valuable time, as well as the need for complete ingredients for their health.
Marital status
Some companies make a division between married and individual. It is possible to find different offers and prices for a holiday package or hotel room.

There are three more types of Marketing segmentation: Ptychographic, Behavioristic and Geographic segmentation.
Ptychographic Segmentation 
In the understanding of this segmentation is the lifestyle of an individual. Marketers are excited about what they like, appreciate and from what they are interested in.
Behavioristic Segmentation
The loyalties of the customers to a particular brand help the marketers to classify them into smaller groups, each group comprising individuals loyal to a particular brand.
Geographic Segmentation
And as the name suggests, they are determined by the characteristics of a given geographical location. Customers are different according to their religious affiliations and cannot eat the forbidden pork or beef meat. In some Asian countries, it would be difficult to sell food containing this type of meat such as salami or burgers. Another example is Africa- there winter clothes cannot be sold because of the year-round heat.
(Managementstudyguide)
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To meet the needs of segment groups, marketing divides them into even smaller ones-subgroups or also called ‘niches. They help businesses to focus on the specific requirements of their customers. It is known that large organizations are less likely to use niches because they target the mass segment, but at the expense of them are create smaller companies that know the specification of those niches. 
(Britanica)
Niche marketing enhances the visibility, uniqueness, and competitiveness of the business. It is no less important that they reduce the effort and workload in finding information about a given area. The main thing is that through these subgroups it is likely to have a stronger relationship between business and customers. 
(Thrivehive)
Individual segmentation has been gaining momentum in recent years and it reviews and characterizes the specifics of customers. More companies are trying to adapt their offer to each customer individually. This is easy by analyzing many databases and through which the customers like are obtained. Marketers use this information (exp. the history of shopping) to personalize a strategy.
Through a marketing strategy is the best way to reach the corporate targets and long-term plans.
Marketers can choose between the two main marketing strategies- ‘pull’ or ‘push’ promotion strategy. 
Push strategy- it needs commercial force for the introduction of products through the channel. All members of the channel promote it until it reaches the last user. ‘Creating visibility is an essential element of this process, and it includes positioning products for optimal visibility on store shelves, making sure inventory is stocked and abundant, and creating enticing and appealing end-of-aisle displays.’
Pull strategy-it needs to invest a lot in advertising and customer promotion. By purchasing the product, a demand vacuum is created which pulls the product through the channel. This strategy brings out all the information, care and efforts to create a product. Messages from advertisements, promotions, educational labels, customer testimonials, information about discounts, etc.
(chron,2019)
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Armstrong and Kotler (Principles of Marketing, 2012, p 442) tell us that these strategies are used separately, but large companies emphasize the effectiveness of both.
Subhash C. Jan (Marketing planning and strategy, 2000) confirms that in certain scene, marketing strategy is influenced by the interaction of the three forces (3C’s)- competitor, customer and corporation.
 The management consultant Kenichi Ohmae created this useful model.
When these three elements are analyzed, it will be possible to identify key factors for success and determine a distinctive marketing strategy. The method is famous for its ease and comprehensibility of use. 
(WACA)

In order to be competitive, a company must have a developed marketing strategy and be superior to their competition. The marketing mix is an essential part of the customer decision making process. In order to have more sales, profit, volume, and market share the business needs to understand the group elements of the marketing mix- 4 P’s. 
The marketing mix is a set of controllable variables that the company can use to influence the buyer's responses. Price, Product, Promotion, People.
Product- There are three parts of the product plan, i.e., core product, augmented product, and the tertiary product. It must be consistent, most importantly according to the requirements of the audience.
Price-the price should also be consistent with market research and the willingness of the customer to pay for it. It cannot be high just without quality, for example.
Place- the place should be where the customers are should be a physical location but also an online store. It is necessary to judge which product has sold better where –on the main street or through fast internet ordering.
Promotion- it consists of the use of various organized actions. They aim to inform customers about all the information about the benefits they will gain from taking it. The promotion is also shared in the opinion of already satisfied customers with a focus on increasing sales of a product. Doing a promotion e is an art.
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Three more needed elements were added- People, Process and Physical evidence. To increase the security of their customers, companies combine these elements with the basis 4P as a guarantee of customer satisfaction.
People are the people that customers communicate with while making purchasing decisions or looking for product information. It is important for the business to select the right employees, which would make a good impression on customers and not lose the company’s reputation.
 Process-this is the overall experience of the customer from the beginning of the sale to its receipt. But this does not end with taking up a product, but the emphasis is on building future relationships. The process forms the client’s opinion about the speed and organization of a company and sometimes leaves bad memories if, for example, there is a delay in delivery, phone calls, bad service in the store.
Physical evidence-It is also experience in which the client must understand that the offer corresponds to the value. Through evidence, marketers engage with customers more quickly. The good impression that marketing wants to create is achieved with physical evidence.
(inBusinesses)
The intersections of the marketing mix are many. One of them is that the competitiveness of a company can be strengthened trough a well-developed and market-oriented strategy.
’ This is only possible by an accurate blend of all the elements 4P’s of marketing mix as it helps in achieving organizational goals of profit maximization by high sales volume and attaining higher market share.’
(Journal of Business and Management, 2012, p 40-45)
Based on consideration of customer needs and the power of 7P’s elements, marketers can develop an approach to create a superior customer value. 
Today’s marketing is all about creating customer value and building profitable customer relationships. 
(Armstrong, Kotler, 2012, p 16)
Modern companies are trying to focus on delivering fair value to customers. That is why marketing emphasizes both- the new and the current customers and keeps them for and shows them that they are valuable to business. If they do not provide real value to the customers that means not will attract them and this will be detrimental for a business.
In marketing one basis a model can be used to determine a customer value: customer value = all benefits received less purchase costs and time and effort

(Marketingstudyguide)

Andrew Stephen- marketing academic, explains that in our daily lives we are surrounded by the ‘shiny toys’ of our time and this can distract us from our efforts to ensure that our marketing strategies and plans are consistent with some goal.
At his address in Oxford in 2016, he talks about the dangers and pitfalls of the ‘shiny new toys ‘. This Syndrome has affected a lot of retailers. All this, according to him, is due to the rapidly evolving pace of technological progress in industry. He advises remembering from time to time that the main goal of marketing revolves around creating value for the people and includes not only customers but everyone in the chain (employees, business partners, suppliers, etc.).
In fact, this is called being customer oriented or putting it first. Being orientated according to Andrew does not mean 100% responding to every whim of customers. It is good to let the business judge the best. It will be most appropriate to enable the business to create its real value for the client.
The value does not have to be measured economically. Must be measured, calculated, and tracked over time regardless of its imperfection. 
The value of customers can be upgraded in many ways by improving service in various areas, innovation, emphasizing the emotional impact of the purchase and more. However, when using diversity, we should not deviate from the main marketing concept. 
It is good to focus on the two aspects - simplicity and alignment in developing a strategy that adds value to the customer.
‘However, it pays to remind ourselves of something simpler, and more foundational–customer value creation is at the heart of every successful marketing plan.’
(Forbs,2017)

When we talk about customer value, we need to know who is involved and in the process of marketing. Ian Smith (Meeting customer needs, 2012, p7) tells us that when confronted with the process of balancing in an organization as a manager, one should not be missed- to analyze how other participants affect the organizational activity. This affects marketing as part of its activity- to use the link between the participants to implement their strategies and plans.
According to (Glicken, 2000) ‘A stakeholder is an individual or group influenced by and with an ability to significantly impact (positively or negatively) the topical area of interest.’
The most important stakeholders participate and even manage the entity directly and influence from business’s losses or success, often called primary stockholders.
According to Nilson (2006: p170), internal stakeholders are those in the management, marketing experts, designers, purchasing, manufacturing, assembly, and sales, while external stakeholders are the users/customers, distributors, governments, suppliers, communities, laws, and regulations. 
The internal stakeholders have all the powers that other higher-level managements have and can change the direction of the company.
(compliance prime)
External stakeholders are a group or individual who do not belong directly to the internal operation but are affected by business strategies and plans. 
(Mysasignmenthelp, 2013)
‘Engaging with stakeholders is crucial to the success of any organization. To succeed, an organization must have a clear vision derived from a robust strategic planning process, and an effective strategic plan or marketing plan can only come from stakeholder engagement.’
(Onlinepmcources,2017)
 

Marketers often use the worldwide popular SOSTAC marketing model.
(Nilson, 2020)
 It is a framework often used in digital marketing with extreme ease and comprehensibility for developing marketing strategies.
The SOSTAC(r) planning system was voted in the Top 3 Marketing Models worldwide by voters in the Chartered Institute of Marketing's Centenary Poll.
(PR Smith, 2018)
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1. The first step of the model describes situation analyzes- where we are?
Stakeholders such as customers, competitors and managers participate in it. It can consider a lot of microenvironment analysis and some macro-environmental facts from SWOT analysis. We can look closely at wishes of customers, products, what is the competition, where we are now?
2.  Objectives-where do we want to be?
In this we can move on to clarify the marketing plan and what our long-term goals, vision and marketing strategy. We can also look at the short-term plan as 5S goals (described by the author PR Smith)- Sell, Serve, Sizzle, Speak, Save. Usually stakeholders like managers, owners, and investors etc.
3. Strategy-How can we get there?
This is where we must choose the strategy and it is one of the challenging task. We need to know which segments to divide, how to get to them, how these plans stand in relation to competition. PR Smith advises using the STP (Strategic Planning and Positioning) model would help us if we used our strategy. 
4. Tactics- how exactly do we get there?
This section describes exactly how the goal will be achieved. It provides methods, approaches and marketing tools for achieving the plan. Inegrated Marketing communication aproaches will be best way in this stage using web net, emails, flairs, social media, etc. The external and internal stakeholders are directly affected in this step.
5. Action- what is our plan?
It becomes the real revelation of who will perform what. The details of the previous step clarify as well as whether there is a need for something extra-new workers with specific skills, expansion of a department or external company or consultants. 
6. Control/Monitoring
Stability is achieved through process monitoring. This is also an assessment of how our plan is going. We can choose daily, weekly, monthly, or quarterly reporting of results. At the end of the period, this would show where the weakness and mistake of the planned are. Web survey, feedback, etc. Are often used. The people who are often involved in control are managers and external stakeholders like control companies.
(Daniel Nelson, 2020)
A well-organized process in marketing and business in general needs ‘business ethics. This is because it increases trust, reduces regulatory costs, and increases the goodwill of the stakeholders.
Business ethics are tracking of appropriate business policies and actions in the context of potentially contentious issues involving the management of external and internal information, bribery, discrimination, social responsibility, and trust responsivities.
(Investopedia)
In 1972, Theodore Levitt told us, understanding even then, he explains to us how dependent we are on the field of service.
 ‘There is no such thing as service industries. There are only industries where service components are greater or less than other industries. Everybody is in the service industry.’
The author of the book Services marketing (2009, p13) explains how 80-90 % of GDP being contributed by the service sector, and 80 % of the work force is already in this field. According to him the need for marketing in this large area was ‘glaring,’ but now days I can say that it is a vital part of our quality of life. That is service marketing contributes to improving services, quality, security, productivity, and the business has becomes successful.

As Andrew Stephen emphasizes simplicity it is key to the clarity and excellence that every marketer should follow. Having a marketing set of strategies, right stakeholders, and providing good customer value we can work in bigger market share. Trough marketing, correct, and sensible shopping is achieved, a deal of which everyone is satisfied, as well as superiority over competitors.
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SOSTAC Marketing Planning Model

SOSTAC Marketing Diagrams Template

SOSTAC® is a planning model, originally developed in the 1990s
to help with marketing planning by PR Smith, who is my co-author
on eMarketing Excellence.

SOSTAC® stands for:

» Situation Analysis — where are we now?
> Objectives — where do we want to be?
» Strategy - how do we get there?

» Tactics — how exactly do we get there?
» Action — what is our plan?

> Control — did we get there?
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