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The report is prepared for understanding the marketing and its process and various stages. It has different definitions according to the different organizations. For example, CIM and AMA have provided different definitions of marketing as their activities and purposes have some differences. Every company must know the needs and demands of customers to satisfy them by providing the best service (Kireev et al, 2016). The business organization uses a different process to know the customer’s needs and demands. However, the report will describe the marketing mix which helps to influence the customers to buy a company’s products. Marketing creates benefits for both customers and the company and helps to smooth exchange by creating a strong relationship between the company and customers. The different functions of marketing conduct different activities in the marketing department. However, the marketing mix has various roles which will be described. Situational analysis helps to know the company's ability and analyze customers, competitors, and market by FEEDBACK, SWOT, and PESTEL analysis (Sarsby, 2016).  A company can follow strategies and the corporate industry follows corporate strategy. However, pricing strategies help to fix appropriate pricing, and promotional strategies work for promoting. 
Marketing is the most common term in the modern business industry. CIM (Chartered Institute of Marketing) offers a marketing definition that is” marketing is a management process which works for identifying, anticipating and customers satisfaction for earning profit” (Sharabi, 2013). The main purpose of marketing is to satisfy the customers by proving better service. In contrast, according to the AMA (American Marketing Association), Marketing is the action, set of institutions, and method for creating, communicating, distributing, and bartering offerings that provides value to the customers, partners, clients, and society (AGU, 2019). 
CIM and AMA have some difference which is given below:
	Name
	Mechanism
	How
	Why
	Whom

	CIM (2005)
	CIM is a management process.
	Identifying
	To satisfy
	Customers

	AMA (2008)
	AMA is the action, process, and set of institutions. 
	Anticipating, creating, communicating, allocating, and exchanging 
	Offerings value  for profit
	Client, customers, partners, and society. 



The activities of a business organization and its marketing functions are conducted for earning profits by satisfying customers (Deepak and Jeyakumar, 2019). Every business organizations need to know the customer’s needs and demand for satisfying them. By knowing the customer's needs and demands, the organization can produce suitable products for them. A company can know the customer’s needs and demands by some process. The company can build a strong relationship, conduct surveys, take help from focus groups and track the customer’s activities on social media. Building a strong relationship is the most effective process for knowing the customer’s needs and demands. The process is important for hearing their needs from their mouth, activities, and expression.  
According to the AMA, the elements of marketing are creating, communicating, delivering the value of customers, and making strong customer relationships (Familmaleki et al, 2015). However, marketing mix is the process mix is a set of marketing instruments that are controlled by a company to influence customers to buy products or services. The contemporary marketing mix which has become the popular framework of marketing and management decision making was first expressed in 1960. In 1940, the 4ps was originated which was mentioned by prof. James Culliton. In 1981, Booms and Bitner has proposed a model of the 7 Ps. 
Marketing is the crucial function of a business organization and it helps both the organization and customers to get more benefit (Kotler et al, 2019). Firstly, marketing helps to understand the marketplace which is existed in the 21st century. Technology has created a virtual marketplace for the customers where they can analyze the products and services to choose the order and receive from their home. Social media helps a company to create a virtual market and take facilities from the market. Marketing works for new product development and researches the market for knowing customer’s needs and demands to give direction to the company. It operates situation analysis for exploring the company’s external and internal environment to understand the company’s abilities. The marketing department follows IMC (integrated marketing communications) strategy from unequal functions to interconnected methods (Henninger et al, 2017). It works for knowing the customer’s needs and demands to produce suitable products for them. By producing accurate products according to their needs and demands, the company can satisfy the customers. Marketing helps to create strong and profitable relationships with customers. As a result, the company can increase its sales and retain its customers. Marketing monitors all the strategic decisions so that the company can make the right decisions. 
Marketing functions have various roles and responsibilities in the company. They work for various small purposes and one central goal. The promotion function works for promoting the company and its products and services (Plepys et al, 2015). It follows various types of activities to promote and increase the sales of the company. The activities or strategies are sales promotion, direct selling, public relations, social media promotion, and personal selling, etc. The selling function works for increasing sales and fulfills the customer's products or services demands. Product management function manages the product like product design, innovating new products, and filling the gap in the marketplace. Marketing information management collects information about the market and customers. It gathers information on customer trends, competitors, and the new demands of the customers. The pricing function fixes the price of a product or service by using some pricing strategies like penetration pricing, economic pricing, price skimming, psychological pricing, and premium pricing, etc (Faith, 2018).  Financing functions allocate money to all functions of the marketing to continue their activities. Distribution functions allocate the products to their customers by using various distribution channels like retailers, wholesalers, agents, and direct sales, etc. 
Marketing functions work for marketing mix for increasing sales and maximizing profits (Kumar et al, 2020). Marketing functions needs for taking goods from the place of origin for consumption. The functions are the activities to connect with the original producer and the consumer. However, the marketing mix works for influencing the customers to buy any product or services by controlling the factors. It is the tools that markers use to bring any product or service to the market. Marketers use 4ps for the product industry and 7ps for the services industry (Ho and Law, 2011). However, service marketing is important for various purposes. Service marketing is needed for creating strong relationships with customers. Services are intangible and so customers take service by considering the relationship with the service providers. By service marketing, customers can be retained. Moreover, service marketing is a key differentiator which differentiates products and services.
The marketing mix is the instruments or factors which have some roles in the company (Garabinovic and Nikitovic, 2017). The service industry controls 7ps for influencing the customers. An effective product helps to meet the customer’s specific needs. Pricing helps to fix the price of any products or services by following some pricing strategies. As the profit of a company depends on pricing, pricing strategies are crucial. Channels or place helps to reach the products or services to its ultimate customers. Promotion works to promote the company’s products or services for increasing sales and profits. Physical evidence is the environment where firms and customers interact and services are delivered. People help to deliver the services and influence the buyer’s perceptions. Finally, actual processes, procedures, mechanisms are used to deliver the service. 
Situational analysis is the collection of processes that a manager uses for its internal external factors for knowing company abilities, customers, and environment of the company (Hienerth et al, 2017). The analysis consists of some methods of analysis which are 5Cs analysis, SWOT analysis, marketing plan, and porter five forces, etc. SWOT analysis is used to analyze the company's internal ability and PESTEL analysis is used for knowing the external environment of the company. Feedback is used for knowing the reaction of customers about the company and its products.  A company can follow some strategies to gain information to make strategic decisions. It can make strong relationships with customers to know their needs and demands. By analyzing the market, it can know the competition and customer demands. This information helps the company to make strategic decisions.  
Strategy is a plan of activity that is designed to gain long-term aim. The corporate strategy takes for a portfolio approach to make strategic decisions by considering all the firm business to identify the way of creating the most value (Sirmon, et al, 2011). A company needs to follow the strategy to easily gain any goals or achieve something. However, porter's competitive strategy is known as porter’s five forces which help to know the level of competition by analyzing some factors. The marketing mix is the instrument that is controlled by a company for promoting and affecting the customers. Pricing strategies are the techniques to fix appropriate pricing and some pricing strategies are penetration pricing, economic pricing, price skimming, psychological pricing, and premium pricing, etc. promotional strategies help to promote the company and its products for increasing sales and profits. Some promotional strategies are digital marketing, sales promotions, and direct selling.
After analyzing the report, it can be said that marketing is the crucial function of a company as it conducts the various activities of the company. Marketing creates huge benefits for both the customers and the company. It helps the customers to understand the marketplace and the company to understand the customer’s needs and demands build strong relationships, monitors the strategic relationship to provide direction to the company. Marketing has various trends to using new technology that helps to create a bright future of the marketing functions. Technology and marketplace evolving have huge impacts on marketing functions like technology makes easy the activities of marketing functions and marketplace evolving. The effective marketing process helps the company to get huge advantages. Hence, marketing needs for every company to exist in the market. 
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