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[bookmark: _Toc70286325]Introduction
All organizations in the world, both in the public and private sectors, are the main actors in the economic or industrial environment. Each of them tends towards new performances and a good reputation on the labor market. This requires a well-established plan, inventing new strategies, a lot of responsibility from employers and employees, but the most important side of an organization that always needs continuous change is marketing. This essay is an analysis of the marketing process and its main stages, the importance of marketing for all types of organizations, the structure and appearance of the market mix and the analysis of the most modern strategy to develop business.
[bookmark: _Toc70286326]Definition of marketing
Some ancient sources of science define marketing as a state of mind of a group of people who rely on cooperation and combined all the functions of a business, with the ultimate goal of creating long-term relationships and profits with customers (Felton, 2013). In his book about the principles of marketing, more actually, Kotler defines marketing as one of the most important functions of the business. The main purpose of this function is to attract as many customers as possible, to create profitable relationships with them and to manage the business as strategically as possible to improve performance and of course to meet customer needs. Most people perceive marketing as just a way to sell something or advertise a product, but these are just the top pillars of marketing. Nowadays, understanding marketing only as a sales process means an old meaning because the new vision of this process highlights the satisfaction of customer needs (Kotler, et al., 2017).
[bookmark: _Toc70286327]Importance of marketing
The evolution and development of contemporary marketing has proven that this is one of the most important sciences in the business world. In order to ensure the satisfaction of consumers' expectations, marketing manages the production activity. At the same time, marketing ensures the good position of the company in its relations with the environment. Regardless of the type of business, the application of strategic marketing techniques is vital to its success (Mansoor, 2019). It must be understood that without the good marketing strategies, the business will not be popular and will not attract the customers. In organizations, marketing is important because it helps identify consumer needs, promotes the value of services and products that the organization can offer, chooses the most effective strategies to sell products, to have a good reputation in the market and to create loyal customers.
[bookmark: _Toc70286328]The Marketing Process and Its Main Stages
For the business to be successful, it is not enough to just choose the right ways for a good marketing, more important is to go through the whole marketing process which includes five basic steps.
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Fig. 1 The Marketing Process (Kotler, et al., 2017)
From those represented in the diagram, we can see that in the first four stages, companies work for consumers, undertake various actions to create long-term relationships with them, so that in the fifth stage companies reap the benefits and profit from sales of large quantities of products to loyal customers in which they have invested values ​​in the first four stages. Each company organizes its business plan according to its own management style and its own managerial visions. But all these are successors of the main stages in the marketing process that every entrepreneur or marketing department should pay attention. Some of these stages are  mission statement, situational analysis, objectives, strategy, implementation and control.
Mission statement is to identify the company's mission, to understand its role in the business world and to realize why it exists as an organization. At the same time, the mission statement is about how the activity of the organization is carried out and clearly defines what benefits it brings to the clients following the activity on the market (American Marketing Association, 2017).
Situational analysis is about the general state of the organization from all points of view. Also, this stage identifies all the factors that influence the business. The situational analysis represents a clarity about how healthy the business is, the relationship with the clients and the position of the organization on the market. To make this analysis, there are several methods specific to this field. Two of the most common are SWOT and PESTEL analysis. SWOT mean: strengths, weaknesses, opportunities, and threats. Strengths help the organization understand why it is successful. That is, what does good, what are advantages, products or services that provide them best. Weaknesses show the business what is less good, what are the strategies that do not bring them success and the areas that affect their activity or performance. Opportunities make leaders look at new avenues for innovation, find potential for a new business, and try all possible new strategies to improve the organization's activity. Threats helps the business understand what is dangerous for its performance. It also analyzes the factors that affect the success of the business. PESTEL method provide an analysis about how political, economic, social, technological, environmental and legal factors have an impact on an organization. This two type of analysis are important for an organization because it helps to verify the internal and external environment of the company, to identify the areas that need a change, to choose the right strategies for the business to be successful and to act in time on the identified problems. Using these two methods of analysis, the entrepreneur can have a clear picture of his business (Joe Weller, 2017). Strategy and planning are two basic pillars of marketing. Every company must have a well-targeted plan and interesting strategies to put into practice the objectives of the plan. Some of the main strategy can be to define target audience, set measurable goals and develop budget. Implementation and control are part of the marketing process that totals the entire activity. Once the business has a stability plan, all that remains is to implement it in practice through the right strategies. The members of the organization must choose the most efficient way to sell their products to satisfy the expectations of consumers. Also, marketers must know that the marketing process is a dynamic one and needs to be checked constantly. This control is performed to identify the results of the implemented plan and to know what brings success and what causes damage to the organization.
[bookmark: _Toc70286329]Segmentation, Targeting and Positioning
Nowadays STP marketing model is one of the most effective strategies used when creating a marketing plan of the company. It is about segmentation, targeting and positioning. 
[bookmark: _Toc70286330]Segmentation means a classification into several categories of a company's consumers and customers. They must have specific characteristics, the same needs, depending on the type of group into which they were divided. These groups formed that have unique characteristics in the business world are called segments. To segment a company's consumer community, several distribution areas are known, such as: demographics- it is about factors like education, age, nationality, religion. For example, Coca-Cola and Pepsi- both are known globally but also distribute their advertising differently for each country. The messages that represent their image are completely different depending on the religion of the people, nationality or customs specific to that country (Dudovskiy, 2016). Psychographics and lifestyle, refers to personality’s emotion, behavior, what they do, what their interests are. This type of segment informs the organization why they are buying their products. An example might be a car company like Rolls Royce. The services of this company target the high social class and serve only the extremely rich people, due to the luxury it has, or Red Bull energy drinks. The customer segment of these organizations is represented by people who have a very active lifestyle, carry out various activities that tire them physically and mentally or people who like extreme sport. For geography segmentation, an industrial example can be British Airways, based on customers' destinations and flight regions. They segmented domestic flights from the UK and Europe. That is, most domestic or international flights are expected in those regions where people use air transport (British Airways, 2016). The segmentation of benefits refers to the division of consumers who appreciate or draw attention to the benefits of the distributed product giving importance to the offers proposed by the service, to satisfy their expectations. An industry example can be Sensodyne which uses the message as a marketing strategy.
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Fig.2 Message of Sensodyne (Sensodyne Plc, 2020)
Usage patterns classify segments according to how often and how much they use a product. Usually, companies are interested in keeping customers in smaller numbers but who buy a lot and often than many buyers who buy less and less often. An example can be smartphone industry because they produce models of laptops, telephones and other techniques that meet the needs of the people who use them in the forefront as a means of communication (Johnson, et al., 2008).
[bookmark: _Toc70286331]Targeting strategy is the second most important after segmentation. This helps marketers focus on a particular type of group and improves the development of the product being sold. By targeting, can be formed a clarity in the company's vision on the products and on who their consumers are. In an organization there can be three types of strategies through which targeting is applied: undifferentiated marketing is when the company applies the same marketing strategies for the entire customer community. For example, most people, regardless of their lifestyle, need certain essential products such as drinking water, soft drinks, shampoo, etc. So, the organizations that create such products like Sprite, Fanta, Evian, Pantene, are a good example. Differentiated marketing refers to cases where the organization applies a special set of strategies to a special segment of customers. That is, the company has different strategies for each group. For example, organizations like Waitrose, Mission Green, target the type of people who have an eco-friendly lifestyle because not all people are interested in their organic products. Concentrated marketing focuses only on a small group of customers because it is more convenient for them. An industrial example could be Victoria's Secret, which creates lingerie only for women (Zsolt & Marton, 2006).
[bookmark: _Toc70286332]Positioning is the last stage of the STP process. This refers to the way the marketer implements the image of the product in the mind of the consumer and highlights the most important features of a brand, to convince the consumer to buy it. Some steps for an effective positioning and also an example about positioning of the smartphones is represented below.
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               Fig. 3 Steps of Positionig Strategy; Fig. 4 Example of Positioning (Hanlon , 2021)
For the positioning process the most important is the consumer but not the product because the consumer's mind must understand a unique image of the product, different from other products on the market (Riezebos & Grinten, 2011).
[bookmark: _Toc70286333]The Marketing Mix -4Ps
The marketing mix is ​​the set of all strategies applied by marketers to correctly select a product, put it in the right place and sell it at the right time. To make the right marketing decisions, marketers summarized their strategies into 4 basic pillars - Product, Price, Promotion and Place, called 4Ps, which were recognized as the most effective for running a business (Kotler, et al., 2017). A product is a good or service created by a company and offered to customers to satisfy their interests. When marketers prepare a product for sale, they must always think about what they could offer their customers by selling this product, what the company's competitors who can sell the same product could not offer. For example, Rolex was the first to appear on the industry market with several discoveries, it introduced watches known for its accuracy, it was the first company to introduce a stopwatch, etc. So, watches are products that define the Rolex mix market. The price represents the amount of money that the consumer pays when he buys the product. Usually, the price set for a product, helps to form an image in the eyes of the consumer, about the quality of the product. For example, Rolex targets a certain type of segment that represents the very rich social class. A watch costs up to 6,000 $. Its price is due to quality and competition. Also, Rolex never offers promotions or discounts to consumers. They set their initial price and never reduce it. The place represents the space that is destined for the distribution of the product to the consumers. When choosing the place, it is good for marketers to think about what would be the specific spaces for the customer’s potential. Rolex prefers physically contact the person to whom a watch is sold. Due to its value, the company does not sell products in small stores, but only in luxury spaces such as premium showrooms and does not promote products on the internet, preferring only exclusive stores. Promotion is the process of claiming a product that increases brand awareness and sales. Promoting a product includes several elements such as public relations, promotional sales, advertising. These can be distributed through television, magazine, social networks, etc. Rolex's promotional strategy is known to be very aggressive. The Rolex logo contains a precious crown and shows that only the lucky ones deserve it, being a luxury brand. Rolex is promoted through social events such as car racing, tennis. Do not prefer marketing channels such as advertisements on national channels, or radio. The luxury brand is associated with celebrities known all over the world (The Marketing Mix, 2020) (MBA School Team, 2020). 
The marketing mix is ​​important in an organization because it helps you identify the steps you are going to take and guides you in making the right decisions at the right time to achieve your goals. At the same time, using these steps, you ensure the success of the business, increase the profit and develop the collaboration with partners and clients.
[bookmark: _Toc70286334]Conclusion 
This essay represented a totalization of the marketing process as a concept, its importance for organizations. Also was listed the basic steps for the development of the marketing process and the most effective strategies for improving the performance of an organization. For a better understanding of all aspects of marketing, the essay also includes industrial examples from the business world. Drawing conclusive lines, we can say that marketing is the way to achieve the production and marketing strategy of a business, because this activity continuously monitors the market, the environment, competition and the expectations of stakeholders.
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