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Marketing is defined by being a business activity that is relevant to all types of businesses whether  private or public,  profit or non-profit organizations that identifies the costumer needs and fulfil them, and the establishment and maintenance of brand values.
This definition was given by Kotler P. in 2009 on the Marketing management. All types of organizations try to identify what the costumer wants, to anticipate their needs and to successfully costumer requirements for profitability. The requirements in the above phrase are regarding quantity, quality, the selling price, the position on the market and the need – desire for that product.
The position on the market represents the point of sale that could be an internet site, a store, a hotel lobby, or is the place that the name brand it has in the mind of the costumer and what it can do for the costumer – the satisfaction that it will give in exchange for whatever the seller of that service or product requires for it. As Plato in the Republic has stated, in a city , in a big city, where everyone does one thing and one thing only to perfection , the producer of goods is not the seller of goods and so there appears the distribution channels. The distribution channel in Plato`s work are the people that stand in the market or go to the producers and by their products and sell them to the public. 
The market is a common place where products , services and ideas are traded and it is dynamic environment.
In order to penetrate an existing market or create one the businesses should be aware when developing their marketing plan of the FOUR P ( Product, Price, Place and Promotion) and besides those in the service environment we also have the people, the process and physical evidence. 
A company should offer the same products and services to their internal and external costumers. By offering the best products and services to its employees the company satisfies its workers and so they can satisfy the external costumer. The difference between services and phisical products is that the services are consumed at the point of sale or production, they are perishable, can not be standardised, stored and they imply a direct relationship with the costumer.
The discussion about the FOUR P starts with the Product. 
The product when it is introduced in the market from the sales standpoint that product is non-existent or sales are low. If the study of the market was correct, there are four phases of the product requests. The first is growth, when the product is desired and both in high quantities. In this part of the product phase , some competition may appear. The second phase is the maturity when the profit and the sales stabilise and the preference for the product , from the incipient phase is declining. In the declining stage of the process, the sales drop and so does profitability.
In order to create a product or a service all the companies create first of all a brand, this brand could be their company name or the name of a product or service. The branding could be done for one product or a family of products , a whole range or a line.
Companies redirect their focus from the whole market to a number of smaller focused groups ( Nestle – baby products – baby food , teen products – ice tea, Procter & Gamble – the toothpaste line that deals with all the range of dental hygiene problems). The groups could be age related, gender related – Rexona- for men and women, Adidas – clothing and sports footwear , geographical location for food items – Chinese, African, Middle Eastern types of food have there location on the shelves of Asda. This process is called segmenting, targeting and positioning. There are other types of segmentation of the market by income , occupation , marital status and education. This feeds into the feelings of belonging or on the peoples desires to belong to a certain group. 
Whenever one product is on the market the advertising is directed on the specific type of segmentation that the product was designed to have the most sales on and on the emerging costumers. The advertising for baby food is directed to the parents that have a baby but also to those that consider having one in the near future. 
The marketing strategy is supposed to be able to develop for every type of product or service the longest growth and maturity period possible. The company should consider the type of product it is selling, to what part of the market and who is their competition. In order to became a leader of a given market , the company needs to address the following issues
· the differentiation – offering a product or a service at a certain price that the competition can not. It will focus on a certain type of market and with their high or low price will maintain the leadership – that means that it can prduce high quantities of the product with for a low price – on the low price, or will produce a high quality , high service on the high market. This is what is known as cost leadership.
This strategy is used for a niche type of market – (Rolls Royce – for expensive cars), mass market strategy – by delivering your products to a large delivering store like Tesco or Asda and by placing them on the middle isle on the second or third shelf. Another type of marketing operation is skimming and/or early product withdrawal.
When dealing with a new product or a new market one of the most important things is the distribution of your products.
· The intense distribution is delivering to the largest number of retailers.
· Exclusive distribution – it is mainly used for a geographical area, for a high-end product 
· Selective Distribution – it has a smaller number of retailers in a geographical area for the high-end product.
- Dual distribution- when the target costumers are not the only one that buy the product that you are using.
- Hybrid system – is the one that besides the product offers other products or services. 
Any company that has become or wants to become a leader on a given market should take into consideration the Porter 5 scheme. This relates to the relative or the absolute power of the main market forces.
1. Competitive rivalry.
The number and the strength of the other companies that sell the same product or service. A comparison between the quality and the price of the product. If the market has to many sellers or distributors of the same product as you , the costumer having such an array of products will not stay focus on one. One mistake made by your company may cost the whole market.
2. Supplier power.
How many suppliers do you require, if the price of the supplier shifts how is that going to impact your business, if the supplier closes the business how fast can you find another supplier ( cost – time).
3. Buyer Power
how much can the costumer afford to buy your product or service, what other options does he have in term of your competition.
4. Threat of substitution.
The product or service that the company offers can be substituted for something else – a change of technology.
5.Threat of a new entry.
A new company or a company whose primary focus is not on your market may come with a new product for the market you are in.
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