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Processes and stages of marketing including the role of the marketing mix

Marketing is the action of creating and managing profitable customer relationships. It involves creating and promoting valued by the customers, clients and partners products. It is a management process that requires identification and anticipation, with end goal of customer satisfaction, reaching the organizational goals and profit turnout.   
The marketing process is a company’s way of finding, identifying and satisfying unfulfilled customer needs, creating and capturing customer value.
Through these processes at the beginning the companies work towards understanding the customers, creating value of their product towards the customers and creating strong relationships. Towards the end of these processes the companies collect as a reward the results of these build relationships and values in the form of sales and profits. 
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Certain steps can be defined and segmented to represent the processes.
· Mission statement of the company
· The Situational Analysis, 
· Objectives, 
· Strategies, 
· Implementation  
· Control.
Situational analysis 
This is the foundation of a marketing plan. It includes a thorough examination of all factors that may affect a business. As a result is created an overview of the organization. This leads to an understanding of the factors that will influence its progress and development. Different analytical types can be used for reaching good results: 
· Macro Environment
· Porters 5 Forces Model
· SWOT analysis

Objectives
These are certain and specific result that a business or a company strives to achieve or accomplish. They are to be reached within a time frame (that may be different for each goal or chased result). They can be for development, profit, customer base improvement or environmentally based. They also need to fit within the company’s resources.

Strategy
It is a general plan or plans intended to achieve something. They are based on achieving through a long period of time.


Implementation
The process of putting a decision or plan into action. 

Control
As the name itself  says this is a group of practices and procedures held by the company to regulate the marketing teams activities.

The Macro Environment in relation to BMW
The macro environment consists of all external for an organization factors that can influence it positively or negatively.
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In the case of BMW where it had started from a previous plane engine factory and adapted to an automobile manufacturer it had faced a number of technological and cultural-economic difficulties.  After creating and perfecting their product the company reached a limit where it was selling an affordable and almost flaw free product and in result sales plummeted due to society not needing to replace their automobiles. The company adapted by changing their business strategy and focusing on diversifying their products. By using their original and long-lasting product they started to ad different external and internal modifications. By creating a vast line of different models they managed to return to profit.
Nowadays the company is profiting from factor such as:
· the ecological and physical environment – in its core the company offers transformational products. So in our constantly connecting world transportation keeps being a necessity.  By improving towards more ecofriendly products the company becomes more customer desirable.
· the social environment – cars are sold as second and third hand. While there is a customer base willing to switch their cars every few years to a newer model the company’s profitability will remain stable. 
Negatively impacting factors can be:
· the social environment – while second hand purchases keep a steady flow of new models being sold on the market it also negatively impacts profitability. While consumers have a liking towards the brand, buying available second hand products keeps the market from growing from this perspective by not going straight to the manufacturer.

Porter’s 5 forces 
· Bargaining power of the suppliers is low. The size and productivity of BMW allows it to have a high influence over it’s suppliers.
· Bargaining power of the consumers is medium. The company has a lot of rivals in this product field giving the customers options. But at the same time BMW invests heavily in marketing, research and innovation to maintain a steady base.  
· Treat of substitutes is medium. While there are a lot of rival brands and evolving field of transportation the company maintains a level of class and family status products that gives an advantage towards some competitive forces.
· Treats of new entrants low. As of now any new entrants in the sphere of transportation are lacking the history and status of this company in order to be competitive.
· [bookmark: _GoBack]Industry rivalry is high. 
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