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[bookmark: _Toc45656661]Introduction
Marketing is the process of promoting or advertising the products of the firm into the market and making consumers aware of the company and its products. Marketing is highly important to be carried out in the firm to advertise the products out in the market (Rafiq and Ahmed, 1995). If the products are not marketed no customer will know the brand and the firm will not be able to build its image in the market. In this excerpt, the different stages of marketing will be discussed followed by interpreting the role of marketing environment. It will go about explaining and interpreting market segmentation, targeting, positioning and the marketing mix model. The uses of these processes that are used to reach out to the customers will be further addressed. 
[bookmark: _Toc45656662]Stages of marketing
Marketing is the process of promoting or advertising the products of the firm into the market and making consumers aware of the company and its products. 
Marketing process involves a series of steps that allows firms to locate customer issues, evaluate the opportunities present in the market, and create marketing items to reach the target audience. 
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Fig: Marketing process. (Source: www.smartsheet.com)
Mission statement of Coca-Cola Company
The mission of the firm is to refresh the world in mind, body and spirit and to motivate the moments of optimism and happiness via the actions of brands to create value (Baah and Bohaker, 2015).
Objectives of the firm
The main objective of the firm is to be known and identified globally and as a firm that conducts business in an ethical and responsible manner. It strives to accelerate sustainable growth to operate efficiently in the future. 
Strategy of the firm
The firm is developing its business strategy to turn into a total beverage company by providing the customers the drinks of their choice. This includes the drinks with low and no sugar options and one that spreads across wide categories. 
Situational analysis
PESTLE analysis
Political: the products of the firm are at the mercy of FDA. Hence, they are required to meet the regulations and laws passed by the government to sell their products. They are unfavorable because the factor can change any time. 
Economic: the drinks served by the firm are not considered healthy anymore in various countries which are drastically impacting the sales and profits of the company. It is highly unfavorable because unhealthy drinks will not bring sales to the firm.
Social: the firm has been abiding by the tastes of various countries such as Japan and China and has been successful. But in America, the firm is not that successful as people are switching to non-sugary teas and water that is disrupting the sales of the firm. This is unfavorable because the products are not acceptable in various countries. 
Technological: the firm has used the social media platforms to connect to the customers all over the world more conveniently. A lot of pictures are uploaded online by customers showing the demand for the product. This is a favorable factor as the popularity of the product can be seen over the media. 
Legal: the firm has taken patent of their name and it is allowed to sell the products in the name of the company. This is a favorable factor as the products are already patented. 
Environmental: the firm is greatly affected by the accessibility of water since it is necessary for soft drink development. This is unfavorable factor as water scarcity will affect the sales of the firm. 


SWOT analysis
Strengths: the firm has a strong brand identity all over the globe and the drinks of Coca-Cola are far more the most popular drinks in history. The products of the brand are sold across 200 countries with 9 billion servings per day (ABBASI, 2017).
Weakness: due to the competition with Pepsi the firm is not leading the beverage world. Health concerns are one of the major weaknesses of the products sold by Coca-Cola because it leads to obesity and diabetes.
Opportunities: it has the opportunity of introducing new items and products with different flavors to gain sales and profits. Many regions having hot climate would be a great opportunity to serve such drinks. 
Threats: the firm has constantly been facing issues with its water management methods. The firm has been using loads amount of water in water-scarce regions. The firm is also polluting water and mixing pesticides in water to clear the contaminants (Yee and Yazdanifard, 2015).
[bookmark: _Toc45656663]Role of marketing environment
Every business in the market operates under the marketing environment where the present, future existence, company’s profits, brand image all depend on its internal and external environment. To have a consistent position in the market it is important for the business to analyze the marketing environment and its elements in depth (Morrish and Morrish, 2011). An essential and strong planning is required for the business to stay firm in the industry for which an understanding of internal and external environment is highly important. A marketer needs to be fully aware of the current news, scenarios, and future predictions for the plans of the firm to succeed. Marketing environment also helps the firm understand the needs of the customers which will help the firm produce the things as per the needs and requirements of the customers and earn customer satisfaction. It also provides idea to the firm about the ways and factors on which customers purchasing decision is made. It gives an insight into the process of purchase from different consumer point of view. 
Penetrating into new markets often helps the firm to interpret the current and future expected trends that will only be possible through marketing environment (Moutinho, 2000).  A good and strong knowledge of the marketing environment will often give a first-mover advantage to the marketer as the firm can make its business safe from the threats that could pose to the firm. Every niche in the market has different kind of competitors that compete on different levels. Gaining an understanding of the marketing environment will help to understand the approaches of competitors and their market share in the industry. This will help the firm to create strategies that could compete with the already existing competitors in the market and give them a tough competition. 
The disadvantages of marketing environment are over analyzing the market needs which could demotivate the individuals and make them quit even before trying. The uniqueness of one’s offering should not be tested or misinterpreted. 
[bookmark: _Toc45656664]Market segmentation, targeting and positioning
The main goal of the marketing is to create value for customers and build profitable customer bonds in order to gain back value from them and add it to the productivity of the firm. It is important for the firm to know the target audience and customers to target the right kind of customers in the right manner. To do this, the firm has to segment the customers based on a certain criteria that seems to be relevant to the firm (Morgan and Hunt, 1999). Post this; the firm has to select the target markets it wants to get into and serve the customers within that particular niche. This is known to be segmentation and targeting. The final step of the process is to prepare and strategize how to serve the customers within that niche. This process is known as differentiating itself from the other offerings that are present in the market and aim to position itself within that niche only. 
Market segmentation is known to be an adaptive strategy which involves segmenting the market with the aim of serving one particular segment or selected niche within the large market out in the industry. This can be done by selecting such a segment in which the company is good at or highly related because by this it can greatly reduce the expense of adaption into the market. Market segmentation allows the firm to provide higher value to the consumers by developing a marketing mix that addresses the specific needs and requirements of the buyers within the selected niche. The stages of segmentation are as follows. 
Segment identification: in this case, the firm can choose the segment from the market to serve on the basis of segmentation variables. The segmentation variables are personal traits that involve personal features, demographics, geography etc.  Another variable is the benefits sought which includes the nature of demand within that niche. The third variable is the behavioral measures that involve the use of the products and the buying patterns of customers. 
Segment evaluation: in this stage, the market is evaluated by examining the structure of the market by constructing a spatial model where the similarities and dissimilarities are mapped and recorded. 
The segmentation variables used by the firm to sub-divide the market are demographic variables. 
Targeting 
Post the distinguishing of segmentation in the previous step, the firm can now decide which niche or segment it wants to enter. Before this, each segment chosen should be thoroughly assessed and evaluated in depth (Dibb and Simkin, 1991). Targeting is done with evaluating each segment and their attractiveness for the firm and then selecting one particular niche to enter and market. The decision is based on the evaluation made in which segment the firm can serve itself better. The firm should only concentrate on the segments that they can surely drive customer value in. This does not restrict or limit the company to only enter one segment it can choose to enter one or more segments depending on the resources the company has within. If the resources are well-enough it can plan to enter one or more segments and market its products successfully. For instance, the clothing firms often plan to target more than one segment that is male, females, kids and other segments. A large brand can serve the customers in all of these segments as per its resources. The target market of Coca-Cola satisfies a wide range of cultural customers all around the globe. It targets people who are health conscious and people that are on diet. 
Positioning
This is often related to the position the product is going to take in the market against the competitor products that are already present in the market. The firm first needs to plan what and which position it wants to achieve in the market keeping in mind the targeted audience. The position should be chosen in such a way that the firm can distinguish itself from the other products to the greater extent as much as possible (Dawson, 2014).  If a company plans on providing greater customer value it needs to achieve that certain position in the minds of the customers and at the same time it also needs to necessarily deliver that value as promised. Positioning is greatly dependent on the differentiation process and by the ways in which the firm differentiates its products from the competitor products already present in the market. Once the firm has chosen its position in the market it can go about delivering and serving the products to the consumers. 
[bookmark: _Toc45656665]Marketing mix
The marketing mix model was introduced by E. Jerome McCarthy in 1960 and since then it had only 4 Ps after which 3Ps were added to the model. The seven elements of the marketing mix model have been discussed below. 
Product: the product released by the company into the market should necessarily match the needs and requirements of customers. Hence, it is very important for the firm to produce the right kind of product that is in demand in the market (Cowell and Communication Advertising, 1984). It is also important to create the right product mix by diversifying the product line. The different varieties of products offered by the firm are beverage concentrates and syrups and soft drinks, sports drinks. The branding strategy of the firm is visual advertisements keeping in mind its target market. 
Price: the price of the product should be fixed at a reasonable rate that creates good value for the product and at the same time is also affordable by the consumers in the market. When the right price of the product is set as per its quality the consumers will surely come back looking for more. This will enhance the potential customers for the firm and enhance their profits. 
Place: the product should be positioned in a place which is accessible to all the customers without any difficulty. It should be available at all times to the consumers and find it easy to shop from any location. 
Promotion: this is considered to be a very important element of the model as it helps in boosting the brand image in the market via promotions, advertising etc. it can be done in many ways such as online promotions, advertising, PR, sales promotion, personal selling, word of mouth marketing etc. all of these methods help in promoting the products and services of the firm. 
People: people include the customers that buy the products of the firm and the ones that are considered to be the most important part of the organization (Camilleri, 2018). It also involves the employees that work in the firm and it is highly necessary to have the right kind of staff at the company. 
Process: this involves the delivery of products that is done from the firm’s end to the customers. In the present times, the delivery can be done both offline and online depending on the needs of the customers. With the current changing trends and digitalization many people prefer online deliveries. 
Physical evidence: physical evidences are the ones that are present in the market in the form of stores. The customers can purchase their products from the stores that have distinct packaged labeling which makes it easier for the customers to locate the brand and easily identity their products in the heap of other brands that are present in the market. 
[bookmark: _Toc45656666]Conclusion
Marketing is the process of promoting or advertising the products of the firm into the market and making consumers aware of the company and its products. Marketing is highly important to be carried out in the firm to advertise the products out in the market. If the products are not marketed no customer will know the brand and the firm will not be able to build its image in the market. In this excerpt, the different stages of marketing have been discussed followed by interpreting the role of marketing environment (Andaleeb, 2016).  It has gone about explaining and interpreting market segmentation, targeting, positioning and the marketing mix model. The uses of these processes that are used to reach out to the customers have been further addressed. Recommendations
The firm can engage in providing more innovative drinks by bringing about innovation its packaging and taste. Since people have now become health conscious in various countries it is a good strategy for the firm to produce ready to drink teas and coffee products that is healthy in nature. This will help to accept the products in the market and gain sales for the firm. 
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