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[bookmark: _Toc49414853]Introduction 
Marketing is the process which an organisation uses for promoting the organisation product and service. Providing information to the customers is important so that customers know about the product and service which the organisation is offering. Effective promotion helps to develop an attraction among the customers for the product and service of the business. This essay aims to analyse the processes and stages of marketing and the role which marketing mix plays in an organisation. Different theory related to marketing mix will also be analysed here. 


[bookmark: _Toc49414854]Processes of marketing 
For a business, organisation marketing plays an important role. According to Nieschlag, Dichtl and Hörschgen (2011) without effective marketing, no organisation will be able to achieve success. Using the appropriate marketing process is important in term of ensuring effective marketing. A marketing process can be divided into two parts. 
The first part of the marketing process involves “creating value for the organisation customers”. The main purpose of an organisation is to maximise resource and that can be done by achieving profit. To achieve profit developing customer value is important. The first step to develop a value for the customer is “understand the marketplace, customers’ needs and wants” (Diller and Ivens, 2016). If an organisation does not know about the marketplace and its targeted customer then it will not be able to offer the right product to the customer. In this step, organisation management must have to research the needs and wants of the customers and manage information. To understand the market place effectively PESTLE can be used. For example, if BP uses this tool then the organisation will be able to understand what is going in the market along with the needs of the customers.  Marketing orientation theory can be used to understand the needs and wants of the customers (Kotler, Armstrong, Harris and He, 2013).        
After an organisation develop an effective understanding of the market and the customers, it had to develop a strategy to reach to the customers. Targeting customers effectively is an important aspect of marketing and in this stage, an organisation has done that. The value proposition is also designed in this stage (Peterson, 2017). Right segmentation can help a business to increase sales. For example, in most of the Middle East countries drinking and producing wine is prohibited. If a wine producer target that market for selling its product then it is obvious that the organisation will not achieve success.       
Developing an integrated marketing programme is the third step in the value creation process. An organisation must have to use the “marketing mix” theory in this step. Here, a business will determine the product and service which the organisation to offer to its customer mitigate needs and wants. The price will be determined so that customers can be attracted and the organisation can achieve profit (Gasovic, 2011). The next thing which an organisation to do is developing a strategy to distribute the products. After that, the business tries to communicate the value of the product to the customers. This way a business will be able to reach to the customers with the actual product. 
Developing a strong relationship with the customers and partners is the fourth step of the value creation process. The business which will be able to develop an effective relationship with its targeted customers will be able to attract the customers to the business. Partners are also important in term of making sure that the business can develop an effective value for its customers. For example, Tesco mostly depends on its partners to deliver the required product and if the company does not have a proper relationship with the partners then the business might not be able to achieve success. “Network theory” can be used by an organisation to develop an effective relationship with customers and partners (Mazurek, 2014). This theory helps to understand the motives of the people and that is useful in effective decision making. 
Capturing value from the customers is the second part of the marketing process. The aim of capturing value is to generate profit and customer equity. There is a process in which an organisation can follow to capture the value and ensuring customer satisfaction is the first and most important thing to achieve profit. “Capturing the lifetime value of the customers” is also important in term of increasing profit (Garbarski, 2014). An organisation like Tesco has a customer loyalty programme to capture the lifetime value of the customers. To increase profit an organisation also needs to increase its market share. The more people buy the product of an organisation the more revenue will generate and this is required to generate profit. 
The marketing process helps an organisation to create value for its customers so that customers can be attracted and capture value from its customers. Both the process is important because if the customers are not attracted to the product then the business will not be able to ensure sustainability. 
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An organisation marketing has to pass different stages to ensure the effectiveness of marketing. Each of the stages is important in term of ensuring organisational success. The first stage of marketing is “creating brand presence”. This is the most difficult, time-consuming and costly stage but the most important as well. Here, an organisation trying to develop an image in the mind of the customers by creating an attractive website, images, using social media etc. Creating a brand is important for both new business and old business as well (Helfer, Orsoni and Sabri, 2017). For example, if an organisation wants to introduce a new product in the market like robotics then the business whether it is a new business or an old business needs to create a brand image for that product in the mind of the customers. This will enable a business to create an image in the mind of the customers that will encourage the customers to buy the product from the business. 
The introduction is the second stage of marketing. In this stage, an organisation must have to use different tools like social media and google marketing to provide information to the customers that this product is in the market. This is also for persuading the targeted customers to buy the product of the organisation (Atwong, 2015). Different ways like advertising the social media platform like Facebook, Twitter, and LinkedIn etc. SEO and email marketing (Alves, Fernandes and Raposo, 2016). All this activity of the organisation is related to relationship building with the customers. “Network theory” can be used by an organisation to develop an effective relationship with the customers by using these tools. The idea of this stage of marketing is letting people know about the product and service which the organisation bring in the market. Informing people is important to create an attraction for a product and service. 
Promotion is the last stage of marketing where an organisation tried to showcase why a customer should buy the product of the organisation. If a business follows the marketing process correctly which is a brand development and introducing a product in the market then it is obvious that the targeted customers of the business heard about the product (Keller and Thackeray, 2011). Now the organisation needs to promote its product because it will increase the excitement of having the product in the mind of the customers. Different tools like social media, email can be used for promotion. 

Figure 1: Stages of marketing
Source: (Keller and Thackeray, 2011)
The use of these stages of marketing can ensure that an organisation can achieve its objectives. There will be a possibility that a business will not be able to achieve success if these stages are followed effectively. For example, if a customer goes in a shop to buy to watch and there are Rolex and other brand product which is little known to the customer at the same price range. Then the customer will buy the product of Rolex because of its brand value and value. For this, following these stages of marketing is important. 








[bookmark: _Toc49414856]Role of the marketing mix 
The set of tools which an organisation can use to achieve its marketing objectives in its target market is known as the marketing mix (Van der Westhuyzen and Van der Merwe, 2017). Organisation marketing effectiveness depends on the use of different tools effectively. Mainly there are four elements of marketing mix which are product, price, place and promotion. Later three more elements which are people, process and physical evidence is added. A business organisation must have to understand the role which the marketing mix plays in the organisation. 
The use of marketing mix effectively helps an organisation to achieve its objectives. An organisation always try to increase its profit and if the business can use the marketing mix effectively then it will help the business to do that. Increasing customer satisfaction is another important aspect of the marketing mix. Customers want to have high quality, low-cost product at a convenient place and time. A marketing mix helps to ensure that all these needs of the customers have been mitigated. 
Helps to achieve competitive advantage is another important aspect of the marketing mix.  By using this tool of marketing an organisation achieve the ability to offer the product which the customers want and this leads to achieving competitive advantage. “Game theory” of marketing can be used by the organisation to achieve competitive advantage (Pulido Polo, 2018). The use of this theory enables to analyse the position and tactics of the competitors and that lead to achieving competitive advantage.        
Corporate image building is another important role in the marketing mix. When an organisation will be able to provide the right product to the customers at a right price and place then it will develop a positive image about the company in the mind of the customers which is important in term of increasing profit. It can also help to expand the business operation. To expand a business a company needs to understand what product the company will offer to what people at what price and at what place. The use of the marketing mix will enable to ensure that the business is done all this appropriately. 
The effective use of the resource is important for a business to achieve cost-effectiveness. A marketing mix helps a business to ensure that the organisation uses its resource effectively (Warrink, 2018). Profit of a business can also be increase because of the marketing mix because it enables to meet with the needs and wants of customers and this is the first rule of success for a business. 
If a business organisation does not use marketing mix then it will be difficult for the organisation to achieve success. Then the business will not be able to understand what product needs to be offered to what customers at what time. For this, a business must have to try to use the marketing mix effectively. 





















[bookmark: _Toc49414857]Conclusion 
Marketing is important for a business to achieve success and to ensure sustainability. The process of marketing involves two processes which are value creation for the customer and capture value form the customer. Value can be created by understanding the market and the customer, developing strategy and promoting the product. Creating brand, introduction and promotion are the three stages of marketing which a business must have to use for ensuring marketing effectiveness. The role of marketing mix is important for a business because it helps to improve organisation performance. Overall, marketing is important for organisational goal achievement and existence.    
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