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Marketing Fundamentals Analysis and Evaluation
Marketing is the foundation of business; it is the way that present your product or services (McDonald & Wilson, 2016). The marketing strategies and processes are implemented for the development of business. Marketing research includes several main stages: determining the problem and setting the goal of the study; conducting preliminary research and formulating hypotheses; development of a design (plan, scheme) of research; analysis of secondary and collection of primary information; data interpretation and presentation of research results (McDonald & Wilson, 2016). The present study is aimed to explore the processes and stages of marketing; role of marketing devising value for the customers and impact of stakeholder engagement. 
At the first stage of marketing research, it is necessary to determine the problem of the company - the customer of marketing research (McDonald & Wilson, 2016). The logical starting point in identifying the problem is to evaluate the marketing mix of the company and the target market (McDonald & Wilson, 2016). It is necessary to determine the current solutions for the marketing mix and their adequacy to the current environment of the company's marketing activities. Clearly posing the question that marketing research should answer will increase the speed and accuracy of the research process (McDonald & Wilson, 2016). Having defined the problem of the company, it is necessary to formulate the purpose of marketing research. Marketing research should help in solving the company's problem by answering the key, or main, question of resolving the problem situation (McDonald & Wilson, 2016). The purpose of the study is formulated so that its results provide answers to the key question of the problem situation. Accordingly, the purpose of marketing research is to analyze the effectiveness of the marketing complex of the company and develop recommendations for its development (McDonald & Wilson, 2016). The purpose of marketing research determines the scope and scope of the proposed work and, accordingly, determines the cost of research (McDonald & Wilson, 2016).
A preliminary study is necessary to determine the cause of the identified company problems (Kucuk, 2017). It is conducted by discussing the problem with informed sources within the company and beyond, as well as by using other available sources of information. So, for example, a preliminary study of the problem of the effectiveness of the marketing complex can begin with a discussion of the problems of the sales service, service, and managers of working with clients of the company (Kucuk, 2017). Along with conversations with employees in the company, a preliminary study may include an assessment of the formal data of the company. This may be an analysis of sales and profits of the company itself, as well as competing products. Most market research involves collecting primary data (Kucuk, 2017). A special plan is being developed for this. The plan should include preliminary decisions regarding research methods and tools. Research usually begins with the collection of secondary data (Kucuk, 2017). Publications of state and regional institutions, enterprise activity reports, periodicals, books are used as data sources. They use the services of commercial organizations, profit and loss statements of companies, reports of salespeople, reports of previous studies. Secondary data serve as the starting point of the study. They are more affordable and cheaper to collect (Kucuk, 2017).
Financial reporting data (income statement, balance sheet, etc.) can be a means to identify financial issues that affect marketing (Lancaster & Massingham, 2017). Using indexes, the researcher can compare the results of the current and previous years in comparison with the industry level. This analysis may indicate possible problems, however, specific reasons for the variation of indicators are identified in a more detailed study (Lancaster & Massingham, 2017). The third main source of internal information is the analysis of marketing costs. These are the costs of sales, advertising, delivery and storage. They are needed to assess the profitability of specific customers, territories and product lines (Lancaster & Massingham, 2017). Most often, companies study the allocation of their costs to products, consumers, territories. Marketers then measure the profitability of specific consumers and areas based on the sales generated and the cost of generating those sales. As a result of a preliminary study, hypotheses can be formulated - a preliminary explanation of events or situations (Lancaster & Massingham, 2017). 
To realize the goal of marketing research, finding a solution to a marketing problem or testing a hypothesis, a research model (or scheme, plan) is developed (Lancaster & Massingham, 2017). When developing a research project, marketers provide a follow-up study of exactly what they intended to study. This plan includes a secondary information analysis program, a scheme for collecting and processing primary information, interpretation and presentation of research data (Lancaster & Massingham, 2017). After eliminating the errors in data collection, respondents' answers are categorized and encoded, i.e., a rating number is assigned to each answer option. The data are presented in matrix form, are tabulated - tabulated, which makes possible the statistical processing of results. Statistical analysis allows you to describe the state of answers (find average values and deviations of answers from average values), check the validity of hypotheses, find relationships between analysis variables, make predictions (Lancaster & Massingham, 2017).
Interpretation of the results of statistical analysis helps to answer the main questions of the study. Based on the results of the analysis, the researcher draws conclusions and makes recommendations; prepares a report and presents it to the customer (Armstrong, Kotler, Harker & Brennan, 2018). The customer often wants to make sure that the studies are carried out properly and may also want to get additional explanations of the report materials. The customer may be biased towards the results and see in the study what he wants or is ready to see, and not see what he does not want or is not ready to accept (Armstrong et al., 2018). Therefore, the report and presentation must be performed perfectly and at the same time be understood by the customer, who may not be as deeply versed in statistics as the researcher himself. If the customer does not know statistical terminology, it is necessary to present the results in a generally accepted language (Armstrong et al., 2018).
The need for growth has already been seen as a corporate goal. Broadly speaking, the more growth opportunities, the greater the profit. But even in the case when the company as a whole does not want to expand, growth, as a task, is very important (Armstrong et al., 2018). Environmental changes affect the company's operations and can lead to lower profits and reduced sales if the company does not grow. This means that the company must actively seek opportunities to compensate for loss of profits and sales (Armstrong et al., 2018). In other words, certain activities should increase so that others can become less significant. Thus, even to maintain profits, some growth is needed. Marketing objectives include achieving a certain level of trade, desire for a given sales structure, concentration on certain market segments and gaining a certain market share (Armstrong et al., 2018). 
Market penetration; using this strategy, the company seeks growth by increasing sales of its existing range of products or services in the existing market (Qi & Roe, 2018). When using a penetration strategy there are number of options including, increased demand through stimulation or replacement and / or through, an increase in the frequency of consumption of products, offering new uses, attracting buyers from other sellers (competitors) and attracting those who have not previously been a consumer of these products (expansion) (Qi & Roe, 2018). Market development. Using this strategy, the company is developing new markets for its products. These can be new geographically markets (for example, exports) or new market segments (working with other target groups with similar needs) (Qi & Roe, 2018).
Product development; With this growth strategy, the company adds new products that are technically related to the existing product and range (Qi & Roe, 2018). It is available for existing markets. If we offer the release of new products, there are allot more options that can be offered. Innovation means the introduction of a completely new product for both the manufacturer and the consumer. However, this new product is closely related to existing product groups. The changes and product improvements do not mean expanding the range. With this strategy, the old product is replaced with a better or more modern one (Qi & Roe, 2018). With diversification, the company is looking for opportunities to increase sales through new products in new markets. The difference from the product development strategy is that the relationship with current activities is much weaker than with other strategies (Qi & Roe, 2018). Depending on the degree of connection with current activities and existing production technology, distinguish between related and unrelated diversification (Qi & Roe, 2018). 
A marketing strategy shows how to achieve marketing goals for each PPH. Marketing strategy includes selection of target markets, positioning and development of a marketing mix (Pluta-Olearnik, 2018). Target Markets show, it is almost impossible to satisfy the needs of all consumers present in this market by offering them the same version of a product. Obviously, the choice of consumers, considering their differences in needs, varies quite significantly (Pluta-Olearnik, 2018). There is a contradiction. We have, on the one hand, buyers with different needs, and, on the other hand, we want to satisfy all the needs with one product. This contradiction is resolved in the marketing methodology by dividing the entire product market into segments (homogeneous parts) (Pluta-Olearnik, 2018).
An important characteristic of market segments is their uniformity. This means that in this segment the same needs are met in a similar way (Pluta-Olearnik, 2018). Therefore, the company must create its own, unique marketing mix for each market segment. A market segment can be described as a homogeneous group of consumers, homogeneous in the sense that their needs can be met by the same marketing mix (Pluta-Olearnik, 2018). The market chosen by the company in which it operates can be called the target. Similarly, the segment on which it concentrates is called the target segment. In a certain market segment, a product almost always competes with other, similar products. We can consider competing products broadly (in the mass market) and in narrow (supply in one homogeneous (homogeneous) market segment) (Pluta-Olearnik, 2018). In both cases, it is important that the consumer selects a particular product (brand) from many similar ones that best suits him. The choice of the buyer will be determined by the features of marketing complexes of various brands. There are two major consumer behaviors including, consumers do not see significant differences in products offered by different companies (Pluta-Olearnik, 2018). In this situation, consumers will base their choice on product availability, price differences and minor product differences. The products offered by different companies differ from each other. Each brand has its own image in the eyes of the buyer (Pluta-Olearnik, 2018).
If the product has its own special place in the consumer's view, this position can give the product certain advantages (Verhoef, Kooge & Walk, 2016). In this case, the consumer’s choice is determined not so much by insignificant differences in price and availability (factors that are least controlled by the company), but by changing characteristics. We are talking about the characteristics of the product itself (bicycle color, shape, weight, materials used, accessories), as well as value parameters (image, prestige). Positioning, therefore, leads to better control and, consequently, to greater sales profitability (Verhoef, Kooge & Walk, 2016). Products (brands) that do not occupy any specific position in the eyes of consumers are usually chosen by the consumer only if he is just starting to use goods of this kind. The systematic formation of the product image is called positioning (Verhoef, Kooge & Walk, 2016).
	A marketing mix means all marketing tools at the company's disposal that are necessary to meet the needs of the target market and achieve the desired positioning (Verhoef, Kooge & Walk, 2016). Usually four such tools (elements) are distinguished that are product, place / distribution, price and promotion. These four tools should actually be considered as four sets of tools, since in each of them additional tools and technologies can be distinguished (Verhoef, Kooge & Walk, 2016). Despite the fact that the product is the central object of attention of the company, all four elements of the marketing mix are equally important. The value of each tool in a specific situation is determined by the features of the target market, the nature of the product, marketing goals and objectives, temporary factors and competition (Verhoef, Kooge & Walk, 2016).
	It is very important to understand how different interest groups interact with each other in an organization. The way the selection of key stakeholder groups with which company it is important to develop a relationship (employees, departments, customers), leads to the creation of additional competitive advantages (Viglia, Pera & Bigné, 2018). In the same way, it is possible to build relations with any other interested groups, even those that do not have an “immediate” impact on the business and financial results of the company but are important in the longer term (for example, the media). Most organizations identify for themselves at least two or three interest groups as the main ones - usually these are shareholders, personnel and consumers (Viglia, Pera & Bigné, 2018).
Over the past 20 years, managers' interest in the issue of influence on interested groups has been growing, tools for measuring reputation, methods for studying the influence of interested groups on a company, and ways to manage relationships with them are being developed (Viglia, Pera & Bigné, 2018). Some experts believe that the time for dividing corporate communications with the outside world into advertising and PR has already passed: today, those organizations that pursue a policy of unified system communication with all interested groups are becoming market leaders (Viglia, Pera & Bigné, 2018). Creating new value for customers is not enough; you need to be able to show them how important new services are. This requires the creation of a mechanism by which value will be transferred from the company to the client. Such a mechanism is a certain system of work with interested groups (Viglia, Pera & Bigné, 2018).
Currently, the marketer has a huge arsenal of various marketing communication tools: press, radio, television (terrestrial, satellite, cable and interactive with video text), telephone, mail, e-mail and the Internet (Caputo & Evangelista, 2018). The data available to the marketer for analyzing the market and target consumers is extensive and comes to him every day. The intensity of the reaction of competitors in all consumer markets causes a shift in the focus from the mass market to the individual consumer due to the offer of products and services prepared to order, which are provided with the support of personalized communications (Caputo & Evangelista, 2018). 
Thus, marketers have a big problem. Now they have the technical ability to personally communicate with a large number of consumers, however, many of the messages received by these consumers are not coordinated with the business (Caputo & Evangelista, 2018). For example, advertising, public relations, sales, and corporate recognition are often controlled by various directors from the general board of directors. In this case, the classical communication model does not adequately reflect the marketing communications of the business, since currently various business structures send their messages intended for the consumer on their own (Caputo & Evangelista, 2018). Now more and more there is a need to coordinate marketing messages, to build a budget around the needs and perceptions of consumers. As technologies develop (and not only in production, but also in marketing), the consumer becomes more accessible at the individual level, i.e. as a person, not a unit of an aggregated mass market (Caputo & Evangelista, 2018). For example, using loyalty cards in stores, retailers can track typical consumer buying patterns. This new direction in marketing is called integrated marketing communications. 
In this work, integrated marketing communications are considered as a process involving strategic analysis, selection, implementation and control of all elements of marketing communications that effectively and economically affect all transactions between the organization and its current and potential customers, customers and customers. The development and implementation of integrated communication strategies provides many benefits, such as increasing the overall power of communication, its continuous operation and focus, facilitating the integration of marketing communications and many others. The communication strategy of various organizations is not the same. This is due to the peculiarities of the organizations themselves, the situation in which the company operates (the scale of the organization, the goals of communication, the target audience, and related communication tools available for use). But in each case, communication tools are chosen so that they can be combined to achieve a common goal.
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