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Definition of marketing
We have two different views for the marketing according to American and European marketing societies. American Marketing Association definition approved in 2017 is “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.” (www.ama.org,2021). The Chartered Institute of Marketing offer the following definition for marketing “The 0management process responsible for identifying, anticipating, and satisfying customer requirements profitably.”
Marketing control, marketing strategic analysis, marketing mix planning, marketing implementation all these four elements are called marketing process.

The marketing process.
The marketing process consists of four elements: strategic marketing analysis, marketing-mix planning, marketing implementation, and marketing control.
	Regarding CIM version from 2005 and AMA version from 2008 I next table you can see differences for both versions.
	Definition
	Mechanism
	How
	Why
	Whom

	CIM
	Management process
	Identify
	Satisfy
	Customer requirements 

	AMA
	Activity
Processes
Institution
	Anticipate
Create
Communicate
Deliver
Exchange
	(Profit)
Offerings that have value
	(Profit)
Client
Customer
Partner
Society



(Dann, 2010)
Customer needs and wants is most important for marketing process this give opportunity to companies to ask additional question regarding other products which will keep customers interest.
In present days marketing process fundamentals evolve to marketing mix. Even more in today market where everything Is digital, marketing mix goes digital.
Benefit of marketing for companies is to inform customer of current products, about their value, usage and how helpful they can be for them. It creates awareness of brands and keeps company stand out.
	Consumer benefits from marketing is better relations, quick service, convenience, 24/7 access to information and resources, personalised experience, providing an option, quality content.

Most important role of marketing for the companies Is to make every product successful and there is a key point that need to be followed, to meet consumer needs and want, to ensure organization growth, reputation, and survival, widens markets, adapting prices, offering better products, management of demand, face competition, social responsibilities, industrial growth, and boost of profit.
Evolution of marketing can be separated on three stages, production era, sales era, and marketing era. Today marketing virtually is everywhere in our life and this is significant change from few decades ago. In the beginning of industrial revolution companies is mostly oriented to manufacturing process because demand for goods at this period is granted and focus is how to produce enough to meet demand. In sales era business start to ask questions how to make customers and sales to bay products that they made. At this time advertising is started to be important part of process and first research departments is opened to help with collecting of market data and to help with making a strong relationship with customers and grocers. After 1950 is start of the modern marketing era where focus is changed from manufacturers goals to customers’ needs and wants. For first time we have formed marketing departments which try to offer good and services that customers want.


The marketing processes.
Situational marketing analysis
This part of marketing process including Situational analyses which includes research and analyses of business challenges, competitor, target market and description of marketplace. One of methods is “SWOT” (Strengths Weaknesses Opportunities Threats) analysis. Target of this analyses is to give best areas where to focus marketing efforts. Another method for analyses Is PESTLE. This type of analyse is more macroeconomic orienteered and means P – Political, E – Economic, S – Social, T – Technological, E – Environmental, L – Legal, E – Ethical. When customers feel that their voice is heard by the companies, they are more loyal. This usually is achieved by using feedback system. By implementing feedback programs companies can be in tune with their customers and have transparent details about their products and services.
Objectives
Brand’s goals are marketing objectives. They are giving directions to marketing team members and helps for review and support form senior management. Objectives are essential part of marketing strategy. We have few different marketing objectives- profitability objective, market share objective, growth objective and promotional objective.
Strategy
Like in a game, business need to have a plan how to reach consumers and to turn them to customers for their services and products. Marketing strategies need to contain key brand messages, data for the targeted customers, value of the brand and other elements showing best elements of the products or services.
Corporate Marketing Strategy is definition for how company planning to sell and market plated products including definition for budget, marketing activities, metrics, and targets.
	Framework or unique plan designed to give competitive advantage over other market participants is called corporate strategy.



Porter's Generic Competitive Strategies
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1. Cost Leadership
Cost leadership is when firm have advantage to be low-cost producer. This can be preferential access to raw materials, proprietary technology. Low-cost producers must use all sources of cost advantage.
2. Differentiation
Differentiation strategy gives company opportunity to be unique with the value that offer to the customers. As reward for this uniqueness may asking for premium price. 
3. Focus
Focus strategy of narrow competitive scope within the industry. 
The focus strategy has two variants.
(a) cost advantage in its target segment 
(b) differentiation in its target segment. 
These two variants use differences between target segment and other segments in the industry. This is suitable for byers with special needs or for production that is different from other in the same segment of industry. Focus of cost use cost behaviour differences in some segments.
Marketing mix
The marketing mix is set of actions that a company uses to promote its services or product in the market. The 4Ps - Price, Product, Promotion and Place make up a typical marketing mix.
Price: this is value that is put for a product or service. It is formed by direct or indirect factors such a cost of production, targeted segment. supply-demand. Can be used several pricing strategies, also pricing can be used to enhance the image of a product.
Product: items or services being sold. The product performance must deliver a minimum level of customer satisfaction this will help to other marketing mix elements to do their job.
Place: the point of sale. In every industry point of sale or distribution is key factor to make customers easy to buy.
Promotion: all activities that make the service or product known to the customers and retail. This can be advertising, incentives, press reports, word of mouth, consumer schemes, prizes, direct marketing, and contests.
To set objectives companies also can use the 7Ps model. This is a framework model to evaluate an existing business asking yourself the following questions:
Services/Products: Process of research and development your products or services?
Fees/Prices: What is pricing model that we use and how we can change it?
Access/Place: What channels of distribution we use and how can be customer experience be improved, e.g., online, in-store, mobile etc.
Promotion: What media channels can be used and combined to have more impact?
People: How we can improve our employee skills and knowledge so they can bring more value?
Physical Evidence: How we showing our brand to the customers, e.g., well-trained staff, great website, customer care programs?
Processes: Is there any internal process that need to be improved so we can have the best customer experience?
Partners: Can we have new partners to add value to our products and services?


Conclusion
Now as an essential component marketing Is recognised as part of business system. It helps to build brand identity and gain a solid base of customers. More sales can be achieved with good marketing tactics you will make. It will enhance your reputation. Helps to gain data and metrics to learn more about your customers. Building trust will give options customers to keep investing in your products and services. What works and what does not help you to determine effective marketing strategies.
In today modern world market is changed globally and now most of the trade is in virtual marketplaces and digital platforms. This have need of more market tools that is relevant to todays way of doing business and to reach customers in all digital channels. 
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