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The Benefit of an Effective Marketing Process to an Organisation; Including the Role of the marketing mix
Introduction: 
According to The Chartered Institut of Marketing, marketing is considered as a customer management process by identifying, predicting, and satisfying the consumers whereas American Marketing Association has mentioned it as an activity, set of institutions, and process to create, deliver, and exchange offerings that is valuable to the consumers. Here, CIM has focused on understanding the customer need and AMA has focused on the elements required. In 1960, E.Jerome has proposed the elements of the marketing mix (4Ps; product, price, place, and promotion). Marketing supports the organisation to reach the target population with the right offer as well as created a sustainable relationship with the direction for growth, comunication efficiency, new product development, and monitoring organisational decisions. Marketing functions like branding, comunicating, marketing research, pricing, product management, selling, distribution, etc. are contributing to creating value for the consumers though financing is not considered as part of marketing functions rather considered as a different department. With the increasing focus on service and mixing tangible and intangible products, the 7Ps concept has been arisen considering people, process, and physical evidence as a part of marketing elements in 1981 (Verhage and Visser, 2019). These elements are contributing to preparing the service marketing process creating a distinctive position of the brand in the consumer mind. However, this essay is aiming at understanding the benefit of an effective marketing process for an organisation including the role of the marketing mix for the organisation. 
Effective marketing process and marketing mix
The marketing process starts with the situation analysis understand the market and  oportunities that can be achieved by the organisation, then setting the marketing objectives for further growth considering the area, the marketers want to improve or develop. The strategies in the marketing process are prepared according to the oportunities defined in the situational analysis stage and match with the marketing objectives. Here, the marketer plans the overall strategies of the organisation that can be corporate strategy or business strategy. The implementation plan is prepared with the detailed marketing program designing the controllable tools of marketing according to threats and opportunities generated from the situational analysis understanding the needs and demands of the target population (Stone, 2019). Lastly, at the control stage, the marketers define the way to measure the performance of the marketing program and control the efficiency or accurate execution. 
Situation analysis is all about examining the marketing environment both the micro-environmental elements as well as the macro-environmental elements with the appropriate tools. PESTLE analysis is contributing to understanding the impact of the macro-environmental elements understanding the way an organisation and its business decision can be affected by the changes in the indirect external environment. For instance, all of the foreign investment from the EU has been affected by Brexit as they were imposed with the export and import duty as well as the employees from the EU countries were treated as foreigner. The social changes with the increasing entrance of the millennials in the job field have contributed to increasing variety in the fashion industry, especialy in casual fashion. Porter’s five forces model contributes to defining the lucrativeness of the industry considering the competition from both the direct and indirect sources finding the competitive position of the organisation with its direct competitors too. The opportunities or threats derived from this tool contributes to preparing the SWOT analysis showing the way competition is going to affect the organisation (Moore and Pareek, 2019). 
However, SWOT analysis is conducted when the marketer needs to define the strengths and weaknesses, the organisation have as well as the market opportunities derived from the external analysis and the findings contributed design new strategies on how to improve the current situation with the appropriate mix of the current resources to obtain the opportunities and improve the market position (Wilmshurst and Mackay, 2020). 
With the consumer analysis, the brand can define the consumer needs and demands that are supported by the marketing research on different sites with the mix of online research or offline direct research on them (Viswanathan and Dickson, 2019). The consumer need identification has a direct contribution to the strategic decision to identify the further product development concept as well as the further direction for growth. 
The competition that exists in the market can be analysed with the comparison of the organizational practices with that of the competitors and define the factors that are contributing to creating a distinctive position of the brands in the market (Hooley, et al. 2018). This analysis contribut to understanding the competitive position of the organisation in the industry as well as the strengths and weaknesses of competitors helping to define the market gap too. 
The marketing objectives are prepared with the marketing performance analysis of the previous year or defined opportunities or threats of the organisation, for instance, Zara has prepared the faster replenishment of the inventory with the new designs of products understanding the attitude of the consumers to explore more (Hauser and Shugan, 2019). The marketing objectives contributes to providing a target for the marketers to achieve with the existing resources and appropriate strategies. 
[bookmark: _GoBack]Strategy is any decision taken by the marketing manager to reach the marketing objectives. The marketers need to prepare strategies at a corporate level and business level with Porter’s generic model or strategy clock and Ansoff’s growth matrix that is considered as the base of preparing the strategies for further direction to meet the marketing objectives as well as grab market opportunities (Noble and Mokwa, 2019). Porter’s generic model contributes to defining the corporate level strategy with three options including whether to follow cost leadership or differentiation for the total organisation or to consider a particular SBU for the short time. However, the business level strategy is prepared with Ansoff’s growth matrix considering the market and product; four strategies can be taken with this model, that are- product development, market development, market penetration, and diversification (Naude and Ivy, 2019). These tools are also supportive in assuring organisational growth mitigating the strategic gap with intensive growth. 
At the implementation stage, the marketers use the marketing mix tools to respond to the strategies prepared and execute them to meet the business-level and corporate-level strategies defined at the strategic direction stage (Hartline, et al. 2020). However, the product is the main offering of the organisation for which the consumers are ready to pay which means anything valuable for the consumers and marketable are products. Without a core product or service, no business can be taken place. Price is the value captured by the brand for the product and the only element that directly represents the organisational performance. The appropriate pricing strategy assures the organisational profit as well as create a sense of trust within the target population as a justified price for the value they are receiving (Schwarzl and Grabowska, 2020). However, the promotional program contributes to communicating the product to the target population and persuading them to purchase by different tools. It has no direct contribution to organisational success but is equally important like other tools of the marketing mix. The place is the distribution strategy of the organisation considering the way to send the product at the customer end when the consumers want to buy them and direct and indirect channels are used for this purpose (Koter, et al. 2020). Three extended Ps are added with the increasing market of service where service delivery process, people providing service or receiving it, and the place where the service is provided are considered as they have a significant contribution to the organisational performance affecting the customer satisfaction rate. For instance, McDonald is famous for its humble staff and strong brand community whereas Ryanair is the market leader for its efficiency in the service delivery process. The physical evidence of Premier Inn has made it the best hotel in the UK (Kotler, 2019). 
The control stage contributes to examining the degree to which the brand has reached the marketing objectives and therefore, the marketer uses different tools like management by objectives comparing the result with the objectives as well as other financial performance analysis tools to understand the degree to which the plan was effective. The 360-degree approach is also effective considering subjective issues (Baker, 2019). 








Conclusion: 
Effective marketing functions from communicating the products with the promotional tools, establishing brands with sustainable growth assured by appropriate strategy taken at the corporate level as well as the business level. The marketer can respond to the consumer need effectively along with grabbing the market opportunities derived from the macro-environment and micro-environmental elements. The marketing functions are going to be more dependent on the appropriate preparation of the marketing strategies and adopting the changes in the macro-environmental changes as fast as possible. The technological disruption and the changes in the social infrastructure with the cultural blends as well as the changes in generation with purchasing power are more affecting forces here. The effective marketing process can help the marketer with the on-time response to the market need with the available resources that can support the brand with the sustainable growth of the organisation. 
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