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

Marketing is all around us. Modern marketing is a philosophy of the management of the company, spreading its activity should be tailored to the market. The center of all activities is placed on the client with his wishes and requirements. Customer attitudes can sometimes change sharply, so the market-oriented enterprise is forced to update its production program, pricing policy, distribution structure and advertising resources. When we talk about marketing, people usually think it's just advertising, but they don't know that advertising is a tool that's only a small part of the marketing process. In this essay, information will be presented about what marketing really is, what tools it uses, where it is around us, and why it needs business and its surroundings. 
Marketing thinking is born with the appearance of human needs and desires. To survive and be alive,  people need only from air,  water and food,  although they have needs rom clothing and place where to live, also people's needs are very strong for rest, education and many more. These needs are not created by the society in which they live, they are in the human biological and essence.  There is no doubt that people's needs and desires these days are variable. Human needs are a condition of the basis in which the desire to satisfy a need and a conscious lack of some satisfaction Is not a need for social status. They influence the need as they create a suitable, attractive, easily accessible and end-user product.
Sales are just one of the features of marketing. If the marketing professional has worked well in detecting consumer needs and developing suitable goods, as well as establishing the relevant price and appropriate methods of realization, selling the product will be easy to real realize.
According to Philip Kotler, "Marketing is about identifying and meeting the needs of human beings and society." Marketing is a social and management process in which individuals and groups get what they need by creating, presenting and exchanging products of a particular value with others. This definition of marketing is based on the following key concepts: need, desire and demand; Product, price, price and satisfaction; Exchanges, deals and relationships; Markets Marketing and marketing professionals. The first step in forming an organization or starting a new business is based on a number of important rules and steps in the marketing process (Kotler & Armstrong, 2017).

[bookmark: _Toc70269639]Importance of marketing

The role of marketing in the business is key to the development, success and profits of the organization. If the needs, preferences and desires of consumers are clearly understood, the specialists are ready to provide the desired product or service in order to meet and meet the needs in the given consumer sector. 
The role of marketing is to explore what is valuable to the opposite party and what it is ready to give in order to ensure the desired active behavior. Marketing is interested in the end user, business organizations looking for profit from their activity (Kotler & Armstrong, 2017).


[bookmark: _Toc70269640]Marketing process

The marketing process is a logical sequence through which the phases of market activities in the company pass from research to the realization of the product. It includes the measures for the analysis of marketing opportunities, exploration and market selection, formulation of marketing strategies. Planning of programs and marketing instruments as well as organization, implementation and control of marketing activities). The right company knows it has to create value for customers. To do this, it must first get closer to the market, understand the needs and wants of consumers, and make a profit. This is the first step in the marketing process. There are two theories about the value creation process.
Choose Price - This means that strategic 'homework', marketing should be written in front of you regardless of whether the product is nothing. The marketing team must segment the market, select the appropriate target market, and develop a value reference position. The development of specific features, pricing and distribution comes at this stage and is part of the marketing strategy.
- The company produces something and then sells it according to this view, marketing value is in the second part of delivery. 
- Companies that support this traditional view are more likely to succeed in an economy where products are scarce and consumers are less concerned about product quality, characteristics or design. 
[bookmark: _Toc70269641]Marketing structure (mix)
The sellers are trying to extract the reaction from their target markets. Use a variety of tools. These tools represent the structure of marketing. The marketing mix is a set of tools that a company uses to achieve market objectives in the target market. Marketing. In marketing material, the term "marketing mix" is given by the formula "4P" (product, location, price, promotion). The 4P decisions should be such that they affect both the commercial channels and the end users. Marketing mix means that at the most acceptable prices for buyers and buyers, and in a very reasonable way, the most popular products are sold very appropriately for this space (50MINUTES, 2015) .
[bookmark: _Toc70269642]Product Policy

When buyers buy a product, they are buying the benefits and satisfaction that that product offers. The product contains several tangible and intangible characteristics. It brings social and psychological benefits. Everything that the product receives in the exchange process, namely, idea, service, good or combination between them. Commodity planning is a systematic way of determining all aspects of a company's production.
[bookmark: _Toc70269643]

Price policy 

Prices are one of the main elements of the marketing mix. Price is the only element of the model of the four P that makes a profit.
Price as an element of the general marketing mix balances the other three main elements: product, advertising, marketing, as it is a profit-bearer, while the other three are costs to the company.
The price of the product has two main meanings for the potential customer: it is a measure of the true value of the product, it is a guarantee of the quality of the  product. 
[bookmark: _Toc70269644]Distribution (location)

[bookmark: _Hlk69912236]Market planning is a process of systematic decision-making related to the physical movement of goods and services from the manufacturer to the end user, as well as the related transition of ownership.  The conversion channel consists of organisations or people involved in the movement and exchange of goods and services. The participants are also members of the channel or intermediaries. Distribution is the element that actually makes the connection between the manufacturer and the buyer, whether it be the end user or the buyer.
[bookmark: _Toc70269645]Message(  Promotion  )

The marketing communication policy includes any communication that informs, encourages and reminds people of groups and individual goods, services and ideas, the company's dedication to society and its impact.  In most cases, the source sends a message to the audience.
Marketing mix is perhaps the most famous phrase in marketing. The elements are a marketing "tactic" that supports the implementation of the chosen strategy by combining 4P and 7P 
The standard "4P" plus "7P"  marketing mix includes  recently,  process, people and physical  elements have been  added to the marketing mix to  encompass  not only  product aspects  but also service  aspects ( Belohlavek, 2008).
It can be summarized that each company is important to invest in the elements of the marketing mix, and the price of such an investment must be tailored to the company itself, with the specifics of the market itself and the competitors there . The cost of such investments in the price of the product, distribution policy must be commensurate with the expected positive effect in the company's work and increase its efficiency, market presence and competitiveness. Therefore, the marketing mix of the company is also cost and investment, which leads to an improvement of the overall marketing strategy and policy.
[bookmark: _Toc70269646]Segmentation, Targeting, and Positioning
 
Segment your market  Target your best customers  Position your offering
Market segmentation is one of the most important concepts in marketing theory. Its implementation in practice helps managers significantly in choosing the right target market, which is a good guarantee for the successful formulation and conduct of marketing strategies and to ensure company growth and profitability.
Why is market segmentation necessary and necessary at all? The modern user is increasingly individualized, demanding and difficult to reach through mass communications. And mass marketing, in turn, is a scattering of marketing effort. The goal of each company is to determine its market and to form sectors in which it can skillfully sell and continuously increase its profit. Therefore, nowadays, market segmentation is not only necessary, but even mandatory. This is the second level in the STP marketing model. Here the already created segments must be taken into account and it is necessary to determine which of them is required to generate profit.
Positioning is a set of all marketing activities through which the company must closest its offer to the ideal ideas and expectations of the users, while distinguishing its offer from the offer of the competitors (Yudelson, 2006).

[image: Perception mapping example]
A perceptual map of popular clothing retailers
(Wright, Marianne;, 2020)

 
In the scientific literature, SWOT-analysis has been described as a means of establishing the state of the organization in order to select strategies that are conducive to its future development and improvement. As a diagnostic method, it has been developed in the field of strategic management theory and in particular in relation to strategic analysis and strategic selection. In recent years, this approach has been widely used in the governance of many countries, as it provides opportunities for in-depth research and assessment of the firm's strengths and weaknesses, as well as organizational development. This is micro analysis.
S - Strengths - internal positive qualities 
W - Weaknesses - internal negative qualities 
O - Opportunities - external factors favoring the organisation;
T - Threats - external and internal factors threatening the future success of the organization;
SWOT  -  This  technique is  an integration  system  that describes the advantages, disadvantages, possibilities and obstacles  in the  analysis of  an activity or process. Putting  information in four  quarters  helps students  better understand  one or  the other  discussed problem. SWOT analysis is applied to diagnose the condition and develop a vision,  mission,  and strategy  for  the  organization as a  whole or for a  specific  area or problem(Sarsby, 2016)

The PESTEL analysis is an analytical tool used to identify key drivers of change in the strategic business environment and to support strategic decision making. PESTEL includes political, economic, social, technological, environmental and legal factors.
The tool allows you to assess the current environment as well as possible changes. The idea is that if the project is better localized than that of competitors, it will have the ability to respond more effectively to change.

Legal: Changes to legislation impacting employment, access to materials, quotas, resources, imports/exports, and taxation .
Environmental: Global warming and the increased need to switch to sustainable resources; ethical sourcing (both locally and nationally), including supply chain intelligence. Pandemics and other emergencies.
By analysing these  factors,  organizations  can gain  insights  into external influences  that  may  influence  their strategy and business decisions. The term PESTLE has been used  consistently over  the  past  decade and its  exact date  is difficult to establish. Many  other similar  forms  have been used, including ETPS, STEP,  PEST  and  Staple  (where  additional e-ethics means) (Perera, 2017) .

[bookmark: _Toc70269647]Conclusion

True success in modern business, and especially in normal markets where there is normal competition, is no longer the result of a favourable combination of product, price, distribution and promotion. Now a days, it is critical to win the hearts and minds of customers, is their trust.
This is possible if entrepreneurs and company executives pay the necessary attention to new marketing and invest in it. Every organization has the right to choose its strategy and analysis, and it depends on how successful it will be.
The marketing mix and all the tools to it is like a recipe for a dish.
In order to cook a dish and to get it tasty, it is necessary to choose the right ingredients and combine them in the right combination. If the chef does his job well and adheres to a tried and tested recipe, the people who will try the dish will be satisfied.
The situation is similar in marketing.
Each company must choose the elements of its marketing mix and combine them so as to obtain an attractive proposal for the target market. If the company makes the right decisions about its marketing mix, customers will be happy, buy again and recommend the company and its products.
Just as a dish can be prepared according to different recipes, so in business a company can choose different models for the marketing mix - like the ones we discussed above. Each of these models will be good for you, as long as it helps to achieve your marketing and business goals.
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