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[bookmark: _Toc70384212]Introduction
This essay aims to briefly discuss the concepts related to marketing and the importance of marketing for business organizations. For understanding the importance of marketing for different organizations, theories will be linked with real-world scenarios. Different examples of business organizations in different industries will be provided to get a clear idea of the concepts related to marketing. The marketing mix is another important aspect of marketing. The paper will aim to portray a clear idea about the marketing mix and its importance in marketing. This paper will begin with a definition of Marketing followed by the importance of the marketing process. In the next section, the importance of marketing mix will be briefly discussed along with a real-world example. The paper will include Segmentation, Targeting, and Positioning along with industry examples. Finally, the last section of the paper will conclude by summarizing all the processes and concepts discussed in the paper.
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In general, marketing includes all the processes that are used for promoting and advertising a business. Marketing includes advertising, market research, selling, and even delivering a certain product or service. In a broader sense, communicating with the customers, targeting a set group of customers, researching the customers to gain insights are all included in marketing.
According to American Marketing Association, the processes for creating, communicating, delivering, and exchanging value offerings to the customers, clients, partners, and society at large is considered as marketing (Grewal and Levy, 2016). 
Dr. Philip Kotler describes marketing as “the science and art of exploring, creating and delivering value to satisfy the needs of a target market to make a profit” (Kotler et. al., 2019). From this definition, it is clear that marketing identifies the customers that can be satisfied with the offerings from the organization. The needs and wants of the target group are then identified to understand whether the product offered by the business needs any modification to satisfy the needs of the target group. Through marketing, a business organization can understand and pinpoint the most suitable audience for the product of the organization. 
To summarize, marketing is the set of activities that can help businesses to identify their potential customers and help the organizations to reach the customers for gaining a profit.
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Marketing has become an integral part of any business organization. From understanding the correct target audience to delivering and providing post-purchase service to the customers, marketing remains engaged with the customers. The following points can briefly discuss the importance of Marketing for any business organization.
Customer Engagement: Engaging with the customers is an effective way of telling the story of the company and relating the company with the customers. This will create a sense of need within the customers which can boost the growth of the organization. By engaging with the customers, an organization can easily create a long-lasting relationship with its potential and existing customers (Kotler and Armstrong, 2014). Marketers can communicate with the customers through different PR and CSR activities to gain trust and build a relationship with the customers.
Informed Decision Making: The management of the organization needs to make different decisions to satisfy the customers and grow as a business. Through marketing, the management team can get access to customer insights and can take decisions depending on the insights. Taking informed decisions will help the management team to take effective measures.
Sales Boost: Marketing helps in advertising the product or service offered by the business. Marketing can put the product out in the world and this helps to reach the customers. Advertises can trigger purchase decisions within the customers and this eventually leads to boosting the sales of the product or service offered by the organization.
Informing the Customers: The most important task of marketing is to inform the customers about the offerings from the business organization. By educating the customers, marketing ensures that the product or service of the organization sustains within the market. 
Having a marketing team that can understand the customers using different tools available to them can help the business gain a competitive advantage in the industry. The importance of marketing for any emerging or leading organization in any industry can not be overstated. 
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Marketing processes include different steps that can help a business to organize the marketing activities which helps to gradually meet the goals of the organization. Generally, the marketing processes are divided into five different stages (Sandhusen, 2018). These are,
1. Identifying the mission statement,
2. Analyzing the situation,
3. Setting up a marketing strategy,
4. Strategic planning, and
5. Implementing the strategies and controlling.

Figure: Stages of Marketing Processes
Source: (Bartels, 2016)
A mission statement is used to identify the business objective of the organization. A mission statement defines the benefits of the customers from the business offerings (Stone, 2017). Identifying the business and its objectives will give a head start to the organization. For formulating a marketing strategy to reach out to the customers, a business must at first identify its mission and objective to define the business.
Analyzing the current scenario assists the business to understand its business environment perfectly. The business environment can be influenced by many different factors. These factors are divided into two categories. Internal factors and external factors (Smith and Albaum, 2015). The internal factors influence the business and are within the control of the business. The management team can modify the internal factors to bring a competitive advantage in favor of the business. The external factors are more dependent on the market. These factors are not within the control of the business. External factors are political, economic, social, or legal factors that can not be modified according to the need of the organization. Different tools are used to identify and analyze the factors affecting the business. SWOT and PESTEL are the most common tools that are used by businesses to identify these factors (Mackay and Wilmshurst, 2012). SWOT analysis can assist in understanding both the internal and external factors. SWOT is the abbreviated form for strength, weaknesses, opportunities, and threats. The strength and the weaknesses are the internal factors and the opportunities and threats are the external factors affecting the organization. These tools can effectively identify the factors and help the business to overcome these factors. Another tool that can be used to analyze the current situation is 5C. The 5C model helps in identifying the company, customers, competitors, collaborators, and climate. Using this model, the environment of the market can be analyzed effectively.
Marketing strategy can help businesses to research the customers and identify a strategic approach in converting the prospective customers into customers of the offerings of the business. Developing a clear marketing strategy can help businesses to gain a competitive advantage. A marketing strategy should be developed revolving around the proposition and value of the business. A clear marketing strategy can communicate with the customers for conveying the message of the business to its customers.
Strategic planning is the approach to the marketing plan designed by the business (Wilson, 2011). Identifying the target market is the first step in developing a plan to market the product or the service. A target market can be classified into various categories. Usually, businesses divide their target market into demographic, geographic, behavioral, and psychographic classification. This helps the business to identify potential customers. Different plans to reach out to the customers are then determined by the planning team. One crucial part of a marketing plan is to identify the financial budget and developing the plan accordingly.
Implementing the plan refers to putting the whole plan into action and converting the plan into reality. The goal of the marketing team is to reach out to the customers and persuade them to get involved with the product or the service offered by the organization. The organizations use their resources to their advantage and implement the whole plan. Different indicators must be determined by the business to make sure that the plan can be tracked from time to time. These indicators are referred to as ‘Key Point Indicator (KPI)’. KPIs must be identified and tracked accordingly to ensure that the business is hitting its target. 
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STP is a marketing model that can help marketers to create a well-designed communication plan. Marketers can identify the proposition and then deliver it to the target audience effectively using this model. The model is focused on the audience rather than focusing on the product and service offered. 
Segmentation is dividing the whole market into different segments depending on different criteria (Jain et. al., 2014). The marketers can divide the customers into different segments depending on the behavior or even the geographical location of the customers. If we take Coke for an example, Coke can segment its customers into three different segments.
1. Customers loyal to the brand Coke,
2. Customers loyal to the competitor brands, and
3. Customers who are not completely loyal to any brand and switch their choices according to their taste preferences.
Targeting refers to the selection of the most suitable segment of consumers to focus on. After segmenting the consumers into different categories, Coke had to decide on one of these segments to ensure they can grow their business. Coke usually focuses on the third segment. The first segment of the customers is already loyal to the brand and does not need further persuasion and the second segment is already focused on the other brands. Thus, converting non-loyal customers is the best available option for the brand.
Positioning is creating a product positioning within the mind of the consumers. A tool used for positioning is the perceptual map (Sinclair and Stalling, 2011). This tool can help marketers to position their brand accordingly. Designing a marketing mix according to the positioning will help the marketers to reach the consumers effectively. Coke has always positioned itself as a brand that offers happiness to its consumers with each sip of its drink.
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For a decent marketing strategy, the four Ps of marketing is the key factors that are involved in the market. The four Ps are Product, Price, Place & Promotion of a good or service (Borden, 2014). 
Product: The term product refers to any physical or tangible goods or services. The variable that a marketer has at his/her control is the specification of the product. The product is the main element of any marketing mix. It can include certain colors, scents, or features. If a marketer wants to be successful, they need to understand the life cycle of a product and the executives need to have a plan for dealing with the product at every stage of their life cycle. 
Price: Secondly, the most significant element in the marketing mix is the Price, which can also be known as the value charged for any product or service. It is a critical and complex job to set the price of the product or service. Many factors like the need for a product, cost involved, consumer’s ability to pay, government restrictions, the price charged by competitors for comparable products, etc. can control this process. Pricing is a difficult decision as it has an impact on the need for the product and also on the profitability of the firm. 
Place: The location where a product can be purchased is represented as a place. It can often be referred to as the distribution channel. Goods and services are produced to be sold to the customers at a suitable place where they can handily make a deal. The product must be ready at suitable places. It can include chain persons and organizations like distributors, wholesalers, and retailers who shape the distribution network of the organization. 
Promotion: In the marketing mix context, promotion represents the various aspects of marketing communication, which is the communication information about the product to generate a positive customer response. All the communication and information that a marketer may insert into the marketplace is represented by promotion. Sales promotion actions are publicity, public relations, fair and demonstrations, etc. 
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For a marketer, it is important to understand all the associated marketing concepts and their uses. By developing a clear marketing plan, a marketer can effectively gain a competitive advantage to grow within the industry. Understanding the concepts that are included in marketing can help businesses to boost their sales and maintain a sustainable relationship with the customers. Marketing should ensure that the business is benefitted from the plan that has been designed. Marketers should always keep in mind the factors that will affect an organization while developing a marketing plan. Using the tools that are at the disposal of the marketers should always be used to gain a better understanding of the situation. All in all, marketing should be treated as an integral part of a business organization. 
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