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The marketing process includes a series of steps with a comprehensive plan formulated for achieving the marketing objective of the institutions (Hodgkins et al., 2019). An effective marketing process provides a blueprint to attain the marketing goals and objectives of the organisation.  It serves as a building block of marketing strategy to design with retail marketing research and help the organisation to focus on the resources and apply the best possible approaches to identify opportunities and increase the overall sales of the company. Moreover, marketing strategy is designed by choosing a target market, conducting situation analysis, forming objectives, gathering marketing mix and implementing the process to view successful results (Seturi and Urotadze, 2017). Therefore marketing strategy provides the organisation with a competitive edge in the market and helps in developing goods and services to attending higher potential profit. In addition, the marketing process also helps in fixing the pricing strategy and improving the products or services to achieve organisational growth and deliver satisfactory products to the customers. The process involves marketing mix strategies related to product price, physical appearance and people which enables the organisation to utilise all the resources and influence sales in the target market. Furthermore, there are several benefits of an effective marketing process which is discussed further in this study along with the role of the marketing mix and implementation of the process for achieving competitive advantage in the market.
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The marketing process is a series of steps that enables the company to identify the problems of customers and analyse market opportunities for creating effective marketing material to reach out to the target audiences (Rejeb et al., 2020). The first step of the marketing process includes forming a mission statement for the organisation followed by conducting situation analysis which includes swot and pest analysis of the company. In forming a mission statement the main effort of the organisation revolves around fulfilling the needs of customers. For example, the mission statement of Starbucks is to nurture and inspire the human spirit which relies upon providing benefits to the customers which is an attractive step of marketing its product. The mission statement of the organisation helps in building appropriate marketing teams with experienced workers to organise the plan and save time in achieving the desired objective (Loder et al., 2018). The contribution of the employees and the expertise will be relied on the mission statement to achieve effective marketing objectives by considering the marketing processes for fulfilling the mission statement.
Moreover in situation analysis SWOT analysis is conducted which runs to the internal evaluation of the organisation which includes strengths, weaknesses, opportunities and threats which the company faces (Najev Čačija, 2016). Additionally, the PEST analysis emphasizes the environmental factors such as political, economic and social technological aspects of the nation. For example, the imbalance in the political situation of the UK due to Brexit and deterioration in the economic condition due to the covid-19 situation are some of the critical factors which have negatively impacted different businesses (Jobs et al., 2016). Therefore the businesses analyse the external factors and based on those factors that develop marketing strategies as per the suitability of customers and external factors of the market. It helps in building an effective marketing plan for the organisation and this process of marketing is highly necessary because it helps in analysing the internal and external factors of the organisation. Furthermore, the 5C analysis is also conducted in situation analysis which emphasizes more on customer's, competitors, collaborators and the current condition of the market to form effective strategies to achieve competitive advantage (Lahtinen et al., 2020).
The next step in the marketing process includes creating a marketing strategy where defining the target audience and setting a smart marketing goal is required (Pomering, 2017). For example, if the organisation is willing to sell mattresses in the market then the target audience and marketing goal would help in increasing the sales of mattresses by increasing the website referral traffic would be made. Then set a budget for determining the required resources and strategies is also so important to estimate the percentage of revenue and match the competitive level in the market. Moreover, the next step in the process is building a marketing mix strategy. Marketing mix refers to a set of actions or techniques that the organisation uses to promote its product and services in the market. The four P's of marketing are product, price, promotion and places. The product is referred to the item that the organisation is producing or selling in the market (Mahmoud, 2018). In an effective marketing mix product is improved by packaging branding and quality of services. The pricing strategy refers to the cost at which the product is sold in the market to get perceived value. Promotional activity includes using different channels and platforms to advertise the product and connect with potential customers (Osman et al., 2016).  The organisation makes use of online and offline channels for promoting its product and increasing publicity in the market. Places include where the product and services are offered in the market along with the distribution channel and location of the outlet. Additionally, transportation facilities and storage facilities are also included in the marketing mix strategy (Jackson and Ahuja, 2016).
The next step of the marketing process includes the implementation and monitoring process. At this step, the organisation determines the execution of the plan by understanding the market situation. it includes breaking down the target audiences into smaller segments and providing them with messages in order to attract their attention. The segmentation is done based on the demographic behavioural and psychographic aspects of the target audience (Naseri and Noruzi, 2018). Moreover, the implementation of the marketing mix planning is also done by the content marketing process. In addition, the feedback from the customers are also considered before implementing the plan and then improvement and modification in the plan are made according to the desirability of the consumers (Seturi and Urotadze, 2017). The modification of the Planning is also done by competitive analysis where the pricing strategy and promotional strategy of the competitors are analysed so that the most appropriate medium and pricing strategy can be adopted to increase the customer’s traffic.
The marketing process involves different processes and all the steps are beneficial for the organisation to achieve the desired goals and objectives. The different process helps in re-examining the old and new assumptions made during the planning. It helps the organisation in understanding the market trend changing preferences of the customers and the desirable requirement of the target audience (Kaleci and Tepe, 2017).  Therefore the re-examination and analysis help in minimising the future risk of the organisation and also enables the company to modify according to the market situation to get a competitive edge.
In addition, a marketing mix strategy has several benefits and plays a significant role in setting a fundamental concept for the organisation. Effective marketing mix strategy helps in creating customer value and the organisation is able to communicate the significance of products and services with an integrated approach in the market (Blank, 2020). It plays an important role in maintaining flexible options for the organisation. For example, the same product can be promoted in different channels to attract the target market. It helps in adapting to changes in the market and benefits the organisation to go in different directions for promoting its product and achieving greater brand value (Kaleci and Tepe, 2017). The marketing mix strategy supports improving the product and services to increase sales and attract more customers. The company focuses on improving the quality of the product and its packaging strategy so that it achieves greater brand value than its competitors (Jackson and Ahuja, 2016). Moreover, the pricing strategy included in the marketing mix helps in getting a competitive advantage in the market because it decides the purchasing power of the customers and their willingness to pay for the product. Therefore an appropriate marketing mix planning not only helps in creating awareness about the product but also helps in improving the quality of the product generating a loyal customer base and achieving effective brand value for the company. It enables the organisation to get long term value for the company.
[bookmark: _Toc85658249]Conclusion 
From the above discussion, it can be concluded that the marketing process helps in improving the quality of products and services of the organisation. Situational analysis benefits in understanding the internal and external aspects of the organisation to form an effective marketing mix to promote and improve the goods and services. The process enables the company to set a mission and an experienced team member for executing the marketing mix strategy to gain a competitive advantage in the market. The marketing mix strategy promotes the brand value and supports the institution in creating awareness regarding products and services by using different channels.  A marketing mix approach has economic benefits because it helps in reducing risk for the company and increasing overall sales by evaluating the demand in the market.
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