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[bookmark: _Toc54602817]“You should never go to the battlefield before having won the war on paper. The good news is that you can learn Marketing in an hour. The bad news, it takes a lifetime to perfect it”.        
                                                                                                                                       Philip Kotler
Definition
Extensively characterized, marketing is a social and administrative cycle by which people and associations acquire what they need and need through making and trading an incentive with others. In a smaller business setting promoting includes building gainful, esteem loaded trade associations with clients. Consequently, we characterize showcasing as the cycle by which organizations make an incentive for clients and manufacture solid client connections to catch an incentive from clients consequently.
Every business relies on marketing to sell its products, if a business wants to be called a business then, marketing is mandatory, and to be successful no shortcuts should be taken when it comes to it.
 The findings highlights that Marketing has been present with us from a very long time, and it can be affirmed that many years back, people didn’t even know what it is, it was still practiced by everyone who wanted to sell, buy or offer services, through all the means that  had at their disposal. One of the most popular marketing practices, that send us back thousand’s years back, however still very popular in the present time is sound marketing. We all can still see the merchants shouting in, still present open Sunday markets telling you the have the best apples or the political marketing delivered by individuals or groups walking through the city telling who you should vote with and why. This was practiced back then and carry’s on to present day.
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Awareness 
Before you can acquire a customer or more, they need to know about you. It is the very first step a company should undertake, and based on the finding in the literature, you have one chance to make it right.
Education
A business should make a characterized cycle for permitting individuals to become familiar with their exceptional methodology, their answer, their story and association, because if the business do not give that  ‘’something’’ they will be compared on price.
Sample
No business will make it on the market if they do not sample their services. While on this stage a business must focus on creating a way for promise to sample the business including products, expertise. 
Purchase
For this stage, the spotlight will even now be on instructing, yet from the stance of another client. How you situate your client with your business once they state ''yes'', is a touch point that is frequently neglected, and it shouldn't be.
Refer
The altogether promoting measure is eventually about references, cheerful clients. Creating references reduces to building up a formalized cycle.
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Achieve success with better quality
Based on the findings in the published literature, it can be stated that poor quality of a product or services is not going to place a business where it would want to be. Poor quality won’t attract more customers and the existing customers will step away, also will educate the potential new customers in an unpleasant way towards the business products and services. However how can a company succeed through better quality? Looking at the findings so far, it can be affirmed that quality has many meanings and differs from business to business. As an example, if a business operates in the furniture industry and they affirm they deliver better quality, how can the customer be sure is true, and what the company will say to sell the products? Will the sofa bed resist for a long period of time, is stain resistant, is it handcrafted? Sure, walking into a showroom, were the customers can see, touch, and try the products for a short period of time will give them more confidence to buy, however if a business only provides products that cannot be touched or seen, like internet; the customers does not really know what is going to get when it comes to quality, they expect to be high quality but can only be sure after they start using it.
Achieve success delivering better service
Customers will always want better service, and for that they are willing to try, spend more or less money and time. A business should do anything possible to fulfil their customer needs and provide that customer experience that will make them come back every time. For example, a potential buyer walks in a car dealer showroom and is looking around, maybe he/she is after a car that wants to buy that day, or just looking around for a future purchase. Some customers will prefer the salesperson to approach them shortly after they’re appearance, others will find that hustling and will walk away. Each customer is different and needs different approach, therefore claiming better service is not always enough for a business to be placed on top.
Lower prices
The sayings are that customers are very attracted by lower prices. As an example, ALDI discount stores are in continuous ascending due to their strategy of keeping prices lower than their competitors or the flight company RYANAIR which deliver a very good service at low prices.  However, businesses that are practicing this strategy should be careful and work towards delivering same service as before. The market can always allow new businesses that are low-price oriented to enter and create disturbance within. But low price alone is not efficient, for example, LDV automotive are very low in prices, but the quality is poor, which leads to low sales, therefore a good balance of quality and price must be kept, to serve the customer better.
Adapt and customize
Many customers will be more attracted and happy if a company work towards adapting and customization of  their needs, some customers will want to rent a car instead of buying it or use the gym for a day a week, without considering a monthly contract. Some customers will not buy if there is no free transport or a gift included. Businesses are needed to offer these services to stay competitive, keep their existing customers and attract new ones.
Continuous improvement and innovation of products and services 
Improvement and innovation of products and services should be part of the marketing strategy of any business, findings suggest. If a business fails to do so it will be rapidly surpassed by others and can evaporate in a very short period. If we look at Amazon.com it can be stated that they are a company that never stops innovating and improve. Started as a small book online retailer, they have grown by innovating and offering more than just books, much more, one of the best examples will be Amazon Web Services(AWS), a service that gives the customers possibility to operate an Pentium 2 computer that feels like the latest i10 computer available computer on the market. On the other side if we look back in 1975, Kodak's computerized camera discharge was the first of its sort. Following this award, engineer Steven Sasson co-made the principal current DSLR camera in 1989. Sadly, as the universe of photography advanced toward online photograph sharing, Kodak kept on zeroing in on photograph printing. 
Exceed the customer expectation 
During the years published literature about marketing highlights the importance of customer satisfaction when it comes to exceeding customers expectation. Customers will be more attracted to trade with you if you exceed their expectations. If a business meets customers expectation won’t do more than just satisfying them, while exceeding those expectations will ecstasies them and that will put the business in top. Customers can easily fell in love with your way of conducting business and will be more than happy to come back more often. For example, if a customer buys from a business and they expect the order to arrive in three days, but the company deliver in only a day from placing the order, that customer will be very happy or the delivery team offers to remove the old washing machine, without being in the delivery order; these small and simple actions will exceed the customer expectation and for a business, it can only bring success.
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Based on the literature findings and the above short discussion it can be stated that marketing is the one of the most powerful tools that a business can use to succeed in the market. With so many means at our disposal in this century, it is more easily to keep the existing customers attract new ones and serve them much better using the new and old strategies. It is a volatile market, which almost anyone can approach interfering on a business operations, can change from day to day and as a business, small or big, its very demanding when it comes to marketing and is hard work finding that required balance which will place you above the rest by generating new customers, returning of existing customers and profit, therefore there should be no shortcuts when it comes to marketing.



[bookmark: _Toc54602200][bookmark: _Toc54602821]References 
Constantinides, E., 2006. The marketing mix revisited: towards the 21st century marketing. Journal of marketing management, 22(3-4), pp.407-438.
Kotler, P. and Franke, G., 1990. Marketing: an introduction. Prentice-Hall.
Kotler, P., 1964. Marketing mix decisions for new products. Journal of marketing research, 1(1), pp.43-49.
Kotler, P., 1991. Kotler on... Management Decision.
Kotler, P., 1994. Reconceptualizing marketing: an interview with Philip Kotler. European Management Journal, 12(4), pp.353-361.
Kotler, P., 2012. Kotler on marketing. Simon and Schuster.
Philip Kotler, Gary Armstrong, Lloyd C. Harris and Nigel Piercy (2013) Principles of Marketing, 6th European Edition, Harlow: Pearson.
Svensson, G., 2001. Re‐evaluating the marketing concept. European business review.
Zineldin, M. and Philipson, S., 2007. Kotler and Borden are not dead: myth of relationship marketing and truth of the 4Ps. Journal of consumer marketing.


2

