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According to Kotler and Armstrong (2013) the marketing is an organisational function that seek to establish customer relationship that benefit both sides. This is only possible by creation of value for the customers through products and services. The main purposes of the marketing are attraction of new customers at the same time meet the expectation of the current clients of the business. 
Furthermore According to the UK Chartered Institute of Marketing (2020) the role of a marketing manager is responsible for the research and identification of the customer needs and demands and so then create products and services that aim to satisfy them. However the marketing concept nowadays is far more complex than creation of relevant products to the market. In order to be successful the marketer should take into an account a number of marketing aspects.
According to Brassington and Pettitt (2012) the Marketing is a sum of a number of processes. It starts with identifying the customer needs and wants through research and analysis of the market and customers. It consist of internal and external analysis which includes strength, weakness, opportunities and threats of the organisation normally accessed by SWOT analysis and scanning of the businesses environment made by PESTEL analysis. Later based on the collected information the business is able to create the most appropriate products and services.
It is also important for the business to understand the market environment that operates in.
Porter’s 5 forces model is very effective in this direction. It helps business to evaluate the industry opportunities and so take decision whether is worth to enter in or not. Through the Porter’s model the organisation can understand better the forces that affecting the sector (Dobbs, 2014). The five forces are:  
Competitive Rivalry refers to the identifications whether the market is saturated with many or few competitors. And what these competitors are offering. For these purpose the organisational management need to understand what are the objectives of the competitors, as well as in what stege they are currently. It is also important to be analysed their strong and weak sides and so used it on later stage from the business (Dobbs, 2014).
Threat of new entry refers to the possibilities of other new players to join the market. In this direction is important to be considered the bariers for new business to enter the market. For example starting a fashion brand is relatively easy; however a starting manufacturing cars require a lot of capital and competence. Some typical examples of bariers are financial requirements, qualifications and patents and well established brands from the competitors that holds large market share portion (Dobbs, 2014).
Bargaining power of buyers which means till what extent the customers are influencing the market. It is when there are too many similar options and the customers can easily change one with another. The customers are tend to not consider loyalty and the prices are relatively low (Dobbs, 2014).
Threat of substitutes is when another industry products can easily replace the available products in the industry. For example Coffee and Teas. If a customer prefer drink coffee every day, he can decide to replace it with tea and so stop consuming coffee. Nowadays tobacco business experience such problem with the more available options of e-cigarettes, Vapes and other flavor based options (Dobbs, 2014).
Bargaining power of suppliers referes to the power that suppliers can have over the organisations. It is when there is limited number of suppliers for a particular raw materials or when it is hard for the organisation to switch from one supplier to another. A big monopoly organisations in Energy sector are example for such cases (Dobbs, 2014).
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Furthermore Marketing process is also combination of various steps, such as; segmentation and targeting, positioning and promotional strategies, development of new marketing mix, controlling and evaluation of marketing plans.
In order to have a smooth and efficient process the organisation should consider appropriate marketing strategy that could achieve the best possible results (Kotler and Armstrong, 2013).
The Marketing Strategy begins with a concept that the businesses will be using to offer products. In other words is the organisation will aim to satisfy a large number of customers in one market segment or it will be focused on a small group of potential customers that will pay higher cost. Example of this could be Toyota that offer a large number of budget model cars, comparing to Ferrari which offer products to a very small but highly fortunate group of people. 
The Porters Generic strategy model is an appropriate tool in this direction.
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Other strategy may focus on provision of diversity of products in different segments. That strategy is called differentiation. For example: Virgin. The core product is Virgin Atlantic Airways, but the organisation does offer products such as Leisure centers, Business support, Banking, Telecommunication services and even Spaceship holidays.
Once the marketing strategy is determined the management should identify its targeted customer group. The relevant question that a marketing Manager should ask is; who is our ideal customer or how our company can serve them best? 
The concept of Marketing Segmentation is highly useful for the purpose of dividing the market in different segments and niches that the business seek to satisfy (Brassinghton and Pettit, 2012). This process start with identification of whether the business is serving individuals or other businesses. In some cases it could be both. For example Business like Marks and Spenser is offering Clothes for the public but also may offer service to other businesses such as suit tailoring. Once the type of business is identified, then the customers may be divided into group based on their Age group. For example brands like Marks and Spencers used to be very popular in the age segment between 30 and 50 years old people who want to dress smart. Another way of grouping customers is by their location (Yesbeck, 2019). Relatively small business are using that concept due to the ability to satisfy only limited number of customers or within a limited destination. For example: local coffee shop which offer home delivery would only target the area that is based in the beginning. This concept may be applied in large organisation too. For example: when the company identifies a certain region or country that may consume the product most and want to concentrate its marketing efforts to this specific region. Demographic segmentation is also very useful. Lifestyle segmentation is another way to narrow down the customers based on their lifestyle, interests, hobbies, opinions or other specifics of the personality of the customer (Kim, 2013).
It is important for the organisation to understand the consumer behavior. Consumer behavior is the study of people groups, or organisations and the different processes that they use to choose products and services (Vikram, 2013).It combines  elements from human psychology,  social  and economics to come up with the best explanation for certain  behavior that purchasers show when buying goods and services. It tries to understand the decision-making processes of consumers. It also analyses the characteristics of individual consumers in an attempt to fully comprehend individual’s wants. Finally it attempts to assess the influences on the buyer from groups like family, and friends (Vikram, 2013)  
Positioning concept is also important for the purpose of marketing. It refers to the creation of a brand image of a particular product in the mind of the consumer (Brooks & Weatherson 1997). It mainly entails enhancing the opinion as well as perception of the consumer in regards to the experience they expect to while using a product. 
Effective positioning involves the proper comprehension of similar products created by the rivals. It also entails an understanding of the products that consumers in need of as well as the advantages that are sought by the consumers. Further, it requires the organisation to come up with a differential advantage which it will use to deliver the needed benefits effectively. Positioning is vital for the business and it determines the future direction of a business.
Businesses nowadays are using variety of techniques and models to improve their marketing functions. In this direction the Marketing mix has been widely used from the organisations. The marketing mix is a useful concept used as a structure by marketers. It is a combination of diverse marketing decisions variables that are used by an organisation to market its goods as well as services  (Brassington and Pettitt, 2012). Marketing Mix is divided into four elements that include product, price, place and promotion.

Product
The product is what the consumer pays for. It can be a tangible or non-tangible depending on the organisation and the purpose of it (Kotler and Armstrong, 2013). Nowadays more and more organisations are offering non-tangible products such as softwares, online courses, different forms of subscriptions and other digital services.
Price
Price is the actual price that the organisation charge for its product and services. Under price, marketers need to consider the products being sold (Kotler and Armstrong, 2013). This is not only the physical product, but also anything that is related to how it is manufactured, packed and the product name. Under price, marketers will also need to consider the product options, after-sales service, servicing and warranties.. Consumer psychology determines price .Though some buyers purchase products based on price, most use price as a means of determining quality. For example: The luxury fashion brands  like Channel, Dior, Cucci and Versace are using their brand establishment to charge higher cost than its competitors for similar item by simply adding a logo.
Place
The organisation should select accessible locations for its customers. This could be physical store in locations such as shopping malls, busy streets, near universities and colleges, Business centres and others (Kotler and Armstrong 2013). Or the business can choose to offer its products only in internet space by using own websites or third party platform like Ebay and Amazon. 

Promotion
Promotion involves the act of communicating the benefits as well as the value of a company product to the consumers (Kotler and Armstrong (2013). This is followed by persuading the general consumers to become loyal customers of your business using methods such as advertising, direct marketing, PR, personal selling and sales promotion. Trough the creation of awareness, more sales are made and the organisation is  able to reach out to more people in the market. Nowadays the social media provides unlimited possibility for the organisations to promote their products. From posts and videos to stories and life videos.
The marketing mix can be used in the process of marketing planning analysis and its implementation (Kotler and Armstrong, 2013). The company needs to assess the market to understand their clients and their needs. It also needs to have a clear understanding of its competitors. 
Conclusion
In conclusion can be said that the business should aim to provide products and services that satisfy the customers of the organisation in order to achieve success and generate profit that progress over time. The dynamic marketing environment offer many opportunities for the businesses, but also it has downsides as it can gives advantage to the competitors in the same way. It is very important for the Marketing manager to consider all aspects of the marketing such as internal and external factors or market specifications. Furthermore it is important for the business to have a clear strategy of what the organisation want to achieve by its marketing function in a short and long-term perspective.
Finally in order to apply that strategy the marketing department must apply effective marketing mix that can be used as a frame for the implementation of the marketing strategy.
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