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INTRODUCTION


Marketing Strategy is related to creative way of communicating with customers according to the value of product and way it is being communicated to target customers. It  consist of activities, institutions and process that is use for communicating value to target customers, delivering and exchanging of value according to their requirements (Galli,  2020). Marketing is all about putting right product at right place for a right customer and at tight time period. All these activities have to be synchronised to form effective marketing strategies.  Present essay is based on use of marketing principles in context of different industries by use of marketing process, stages of marketing by application of concepts of marketing mix, STP analysis as major meeting techniques. 

TASK 1

Marketing Process

According to Jessica wells, 2018  there are some aspects that are part of the marketing process and have to be followed according to its chronology to achieve the specific laid objectives: 

1: First stage is determination of organisations, goals, objectives and mission (Davis, and Dishon, 2017). For instance vision and mission of every organisation is that they are willing to enhance their sales and profitability.

2: In the second stage there has to be planning of objectives, mission and goals for particular marketing plan. Objectives have to be based on SMART according to attribute  of specific, measurable, aspirational, time bound an realistic at same time. 

3: There has to be establishment of marketing tactics. For this there has to be consideration of marketing mix.
As per views of Amanda Gaid, 2020 marketing is a activity that consist of different principles and models that can help in understand the different aspects of marketing. 
there are seven participles of marketing as discussed below:
Product: It is a the overall product or services that is offered by organisation. This aspect is having relation with the needs, expectation and wants of target customers of a organisation. For instance in case of retail industry Tesco has product that consist of pet care products, bakery products, home based products clothing and jewellery products. There is examination of  elements such as quality, design and final structure of a product. 
Price: It is the monetary value that is associated with a particular product or service it has to be paid by consumer in exchange. It is the duty of the marketer to ensure that customers believe that the product posses required value according to the value perceived by a customer. Pricing strategy is very critical for every business organisation as prices mist always be according to a niche market (Brito,  2019). For setting pricing strategies there is a need to ensure that there are considerations given to high volume production, minimization of fixed cost, taking advantage of economies of scale and prices according to one Strategy that is price skimming or prices penetration in case of new launches. For instance Zara is a clothing brand that is offering large variety and high quality products they are using price penetration as their pricing strategy. 
Place: This is the optimal distribution channels that is use of a particular location, it can be a e commerce website or physical stores (Srinivasan and Lohith,  2017). Organisation are willing to explore new ways to reach their customers. Such as they can use some physical locations to attract their target customers. Small organisation who belong to industry of art, craft usually opt online websites to save their cost such as they are willing to use social media applications such as Instagram, Facebook. They prefer partnering with large organisations or distributors 
Promotion: Marketing principle is covering tactics and strategies that are related with adverting and marketing. Promotion is one of most crucial aspects of marketing that helps in understand about different marketing strategies such as social media marketing trade show marketing (Ostanik, 2016). In today's scenario there is use of promotional approach such as social media marketing, influencer marketing, content marketing, search engine optimization, paid advertising such as google ads and e mail marketing for engaging customers in order to nurture with help of sales funnel. With instance to organisations such as Zara there is focus on using social media marketing strategies to communicate with their target segment of customers that is specially millennial generation their niche market. 
People: This principle is representing customer services the signals to customers about a real person or providing a better experience related to a brand. It is very necessary to provide a positive experience related to a brand in order to build up a loyal customer base. Customer service has to be simple in way by timely respond  to customer calls, emails or social media posts from various customers. It also consist of interaction of team members with employees, customers and other stakeholders  (Najev Čačija,  2016). It is crucial for brands as  part of marketing strategy that while setting up of customer services processes there has to be proper reflection of brands personality so that different experience of target audience can be catered. 
Process: Process is a marketing principle that is used for simplification of operations and streamline it so that there can be virtual benefits present at every aspects of business.  It will help in optimization of process so that there can be lowering down of cost, higher productivity and a reliable customer experiences that can be built with time (Loder, Rayhil and Burch, 2018). Such as in high retail brands such as Tesco there is use of official spreadsheets and instruction manual for purpose of referencing by their staff members whenever they are facing any type of difficulty in the process.
Physical evidence: It is the principle that is associated with evidence such as website of the company, interaction with sales agents or use of casual product. The main aspects that has to be focussed by marketers consist of alignment with brand identity, enhancement of customer experiences, meeting of customer expectation, final offerings are matching with claims made during sales process. 

All these mentioned are the different aspects of marketing mix that are part of every marketing activity of a organisation. 
STP Analysis:
[image: image1.png]Targeting - Decide on the
Select the P;sriiidol:\?:\ Optimal
Target Market 4 Marketing Mix

Market Segmentation




[image: image2.png]Informed by Stage of target marketing Informs.

Market research  Market segment definition
and analysis of « Persona development
customer data « Customer experiance requirements
« Select oniine targeting
Targot marketing | » Target segments
Demand analysis Evaluate and select | Onine revenus contribution
target segments for each segment
1 « Customer lfecycle targeting
 Gore brand proposiion
. . Positioning « Online value proposition
Competitor analysis | ety proposition | » Online marketing mix
Tmm O foreach segment | Lifecycle brand development






According to the view points of Annmarie Hanlon, 2020 STP is regarded as segmentation, targetting and positioning approach that is part of modern marketing approach. It is used in modern marketing models  for creation of marketing communication plans is that there can be  approaching of proposition and then development of relevant and personalise messages to approach the target market by engagement of audiences. 
Application of STP:
Segmentation: It is a approach that can be used for identification of niches by specifying needs of the customers, every market consist of mix of customers who have to be segmented to for effective marketing messages (Naseri and Noruzi, 2018). There are different types of ways to segment a market such as Demographic segmentation that is based on gender, age, education, occupation, martial status, ethnicity. For instance Firefox is a  brand that is selling “cool products” by targetting young males. Moshe monsters targets parameters having safe and fun educational space for their young target market. 



There can be psycho-graphic segmentation based on risk aversion, leadership traits, hobbies, lifestyle. There can also be  use of lifestyle as a way to segment customers in which there is consideration of factors such as vacations, hobbies, entertainment or non work time pursuits. Beliefs and values is way in which marketeer segment their customers by political, religious, cultural and nationalistic values and beliefs (Marinchak Forrest. and Hoanca, , 2018). Life stage is a benchmarking based on chronological segmentation. geographical segmentation is according to area, region, rural location, country or sometimes even climate, such as Neiman Marcus is a department store in china that is now delivering products in UK also. Behavioural segmentation is based on befits, brand loyalty, utility level, adoption of distribution channels, nature of purchase. In B2B environment benefits are about making instance segmentation such as in Parcel-monkey there is offering same day order and next days international parcel deliveries. Benefit segmentation is according to satisfaction level of customers such as Smythson stationery is offering similar products but if their customers want a attribute of signature packaging they adopted that lined blue boxes with a blue ribbon. 
Targetting: There are targets that have been set to understand the commercial attractiveness of each of segment:
Criteria size: The market has to be large to justify the right segmentation.
Differences: There has to be presence of measurable differences between segments.
Money: Anticipatory profits should exceed the marketing cost and other respective changes.
Accessible: Each segment has to be accessible by teams and must be able to receive marketing message s being communicated by a organisation.
Focussing on various benefits: There is a need to cater to needs of different signets according to benefits. 

Above mentioned are some of aspects that can be used for the purpose of approaching target segment of customers. 
Positioning: Product positioning is the element of STP process that consist of two variables in order to illustrate overview of market. For instance in car industry of UK there is is use of different segments as there is not presence of any one segment that is indicating a market opportunity (Kannan,  2017). So for expansion there is need to unpack the market by mapping of competitors based on matrimony and some key factors that are used for determination of purchase. There can be use of a approach by mapping of already existing competitors based on some key aspects that is used for determination purchase. Such as there can be use of illustration as discussed below to understand the way different acre brands are having a significant position in the market. 
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From the above mentioned graphs it can be said that there is presence of market gaps that can help in using it as  market opportunity for the purpose of market expansion by any brand that is part of car industry of UK  (Zaveri and Amin,  2019). BT that is one of largest telecoms brand of UK has used STP for the purpose of dividing the market in varied customer groups that ranges from individual customers to B2B services that are variable for their competitors. 
4: Implementation stage: In this step above discussed all the strategies of marketing mix and the tactics have to be implemented in the process of work for  the marketing team (Summers, , 2019). There has to be obtaining of resources, development of schedules of each campaign and tactic. After that there has to be execution of process. 
 5: Controlling & monitoring stage: This is the last stage of the marketing process in this there has to be efforts made to improve the plan and ensure that there is enhancement of its effectiveness. There is looking back towards the defined tactics and objectives by measurement of SMART objectives and where it has been achieved or not according to laid gaols and mission. 
Stages of marketing: 

There are some stages that are part f marketing process as mentioned below:


Production orientation: This marketing approach is mainly assumes that customer value the price which is charged to them. In addition to this, it emphasis on declining the production cost so that an organisation can charge less price from the customers that fulfils their requirement and enhance the customer base level of a company which has positive impact on the profitability and performance level of an organisation. This approach state that price is the important value proposition of an company offerings that help in positioning of brand in an effective manner. It is determine that production approach is assumes price as king of market an did not focus on approaching target market and customer base as well. The main advantage of such marketing approach is low cost to customers. Economies of scale and so on. On the other side, it has disadvantages also such as high set-up cost, disregards customer requirements and many more. 


Product orientation: This marketing approach is centred around high quality that usually enhance the price of goods as well as services. In addition to this, product approach consider that continuous improvement make product superior that allows to be superior in market and remain competitive as well. It is analysed that premium products is consider in this marketing approach. This approach does not undertaken external factors as it emphasis on providing high quality goods as well as service in market. 


The advantages associated with such approach is innovation, quality, skill development and many more. Further, it has disadvantages also which are obsolescence, missing of potential market opportunities and so on. It is determine that adoption of such marketing approach allow organisations to attract premium customers and develop a positive mind set of customers towards brand in an appropriate manner.  It is related to the needs and wants of customers that is ensuring that products are tailored according to customer needs. Product orientation marketing strategy is to keep pace according to changing requirements of customers. It is very difficult to achieve success without use of popular product oriented approach according to the customer demands. It helps organisations in reaching to their industry market niche. For example in case of Zara as part of retail industry they are using unique approach of showcasing their product to be part of implementing latest trends. 

Sales orientation: It is a business model that is having focus on creation of high quality products & services without giving consideration to customer needs and wants.  This approach is adopted to enhance aggressive sales policies, marketing promotion to drive high revenue and achievement of outbound sales tactics. Sales orientation is a concept that is to target potential customer and make best product available according to best price. For example Insurance providers are using sales approach to identify customer needs but provide best coverage according to their competitors. Retail industry has to focus on use of discounts, attractive deals and promotions to enhance their present level of sales. In this concept organisations are willing to create products based on needs of consumers by making them available with best range of products. If a organisation is sales oriented then marketing department is responsible for creation of promotional activities in order to persuade customers . Sales orientation business has to be based outbound technique to provide guidance in the sales process. 

Marketing orientation: Market orientation is a approach that is related to identification of desire and needs of customers so that products can be created according to their needs and demands only. Marketing Strategies have to focus on establishment of key points to promote the existing products apart from designing of new products. Market orientation is a customer centred approach that is used for product designing. It involves determination of view points of costumers by identification of their needs as primary concern. Market orientation is focussed on improvements in products, services and providing customer support by solving all issues to enhance word of mouth adverting and brand loyalty. 


Above mentioned are the four stages of marketing that are part of every organisation and help in achievement of laid vision and mission of organisation along with some specific marketing objectives. 

CONCLUSION


Marketing is a process that consist of a different stages mostly five basic stage in every marketing process that is completely standardised to be adopted by organisation. It starts with designing of market place and customers. After that there is development of a customer driven strategy by using of approach like marketing mix and STP analysis. After that such planned activities are implemented in a organisation by the marketing department. Marketing process has to be according to customer loyalty and brand positioning. The strategic process is based on vision and mission of every organisation. After all these steps last step is of monitoring and controlling function where there has to be a check on all activities that were performed during the marketing process to understand whether objectives have been achieved or not. 
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