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An Essay on “Processes and stages of marketing including the role of the marketing mix”
A business organisation is comprised of different functional activities which are coordinated by the management of the organisation with a view to achieving the ultimate objectives of the organisation (Sommers, Barnes and Sommers, 2014). Among different organisational functions, one of the key functions undertaken by an organisation concerning attaining the goals and objectives of the company is marketing. In general, marketing is associated with selling the products or services offered by an organisation in a particular market base. A wider definition of ‘Marketing’ has been provided by Dr. Philip Kotler as cited in Acharya and Vanjani (2010) “Marketing can be defined as the science and art of identifying, generating and delivering value to a target market with regard to satisfy the needs and wants of the target market with a view to generating profit”. Apart from this, marketing assists an organisation to make better decisions in different functional areas of the organisation by defining, measuring and quantifying the target market and the profit potential for the company in that market. Another definition has been provided by Mark Burgess in Russell (2018) that “Marketing is the organisational process through which a business organisation profitably converts the need of the market into the revenue of the organisation by fulfilling the market needs”.
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Figure 1: The Marketing Process
Source: (Farooq, 2020)
In the course of satisfying the needs of the customers, an organisation is required to perform certain actions or follow a particular process which has been regarded as the marketing process. The term ‘Marketing process’ has been defined by Farooq (2020) as “Marketing process is a continuous chain of actions and reactions undertaken by a business organisation with regard to satisfying the existing and potential customer base in the target market of the organisation”. Boshoff et al. (2019) has provided five different stages which comprise the marketing process and by following which an organisation can meet the needs and wants of the customers by identifying them. The stages of the marketing process are discussed below:
Understanding the marketplace and customer’s needs and wants: At the very beginning of the marketing process, an organisation is required to understand the marketplace in which it is operating, the needs, wants and demand of the customers to offer the right value to the customers which will bring back value to the organisation from the customers profitably (Acharya and Vanjani, 2010). As per Sommers, Barnes and Sommers (2014) ‘Needs are the state of deprivation felt by an individual’; ‘Wants are the needs of an individual that are shaped by individual personality and culture’; and ‘Demand is the wants of people backed by buying power. In this stage, the organisation is required to understand different aspects of the market including the customers, suppliers, infrastructure, competitiveness, needs and wants of the customers, purchasing power and pattern of the customers and so on. In this regard, the organisation will have to undertake an appropriate market analysis initiative (Russell, 2018). This will enable the organisation to offer the right product to the right market so that the organisation can sustain in the long run profitability by offering maximum satisfaction to the target customers.
Designing a customer-driven marketing strategy: Once the organisation has conducted market research and analysis with regard to understanding the market and several aspects of the market, the company will develop an appropriate marketing strategy based on the outcome of the market analysis to market the products profitably (Farooq, 2020). In the course of developing a customer-driven marketing strategy, the management of the organisation will mission and objectives of the marketing activities undertaken by the organisation to set the strategy on point so that the determined objectives can be attained by the strategy (Russell, 2018). The determination of the mission and objectives will enable the organisation to develop an effective and customer-driven marketing strategy for the organisation. After that, the company will consider the positioning of the company in the industry in terms of products quality, price of the products and different other factors which influences the value offered by the organisation (Boshoff et al., 2019). This will enable the organisation to develop a competitive strategy for organisation taking into account the strategies of other competitors. Apart from this, the organisation will have to segment the market based on different market segmentation such as demographic segmentation, behavioural segmentation, psychographic segmentation and so on (Acharya and Vanjani, 2010). undertaking an effective marketing strategy will enable the organisation to offer the appropriate products to the appropriate marketplace which will facilitate the organisation with competitive advantages.
Constructing an integrated marketing plan and deliver superior value: The targeted customer base and the value that the organisation intends to offer to the customer base is determined by the marketing strategy and an integrated marketing plan will be required to deliver the expected value to the customers through the products or services of the company (Sommers, Barnes and Sommers, 2014). With regard to developing the marketing plan, an organisation may use the marking mix model which is comprised of different marketing components influencing the value offered by the company including product, price, place and promotion (Farooq, 2020). By effectively developing the marketing mix, the company will be able to provide superior value to the customers and ensure maximum customer satisfaction.
Building a profitable relationship: One of the key marketing concepts is customer relationship management which enables an organisation to maintain a long-term and profitable relationship with the customers (Boshoff et al., 2019). With effective customer relationship management, the organisation can maximise customer retention and increase the lifetime value of the customers to the organisation. In this regard, an organisation is required to undertake frequent market analysis to understand the changing perception of the customers and receive customer’s feedback to improve the products and services of the organisation. In relation to this, Hundekar, Appannaiah and Reddy (2010) have provided that, “The role of marketing is not finished after selling a product but it focuses on building a long-term relationship with the customers by providing superior value and maximum satisfaction to the customers”.
Capturing value from the customers: Throughout an integrated marketing process, by maintaining a long-term and profitable customer relationship, an organisation is able to create loyal customers who repeatedly come to the organisation and hence the organisation can capture maximum value from the customers (Sommers, Barnes and Sommers, 2014). This will increase the profitability of the organisation and hence influence the competitiveness and sustainability of the company as well. All the other stages of the marketing process are conducted with regard to capturing value as a form of profit or customer equity by offering products or services of the organisation to the targeted customer base (Ramachandra, Chandrashekara and Shivakumar, 2010). The attainment of the predetermined marketing objectives by the management of the organisation relies on effective coordination between the stages of the marketing process. 
Role of Marketing Mix
As per Bhasin (2018) “Marketing mix is comprised of different marketing elements, controlled by an organisation, which determines the value of the organisation’s offering and hence influence the customer to purchase the product”. The marketing mix can be used with the 4P’s of the marketing mix model which is comprised of four components of marketing including product, price, place and promotion.
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Figure 2: Marketing Mix
Source: (Fripp, 2020)
The major benefit of developing a marketing mix is that it enables an organisation to create superior value to the customers through the products or services of the organisation by altering the components of marketing (Fripp, 2020). For instance, of the place of offering products or services is far away from the location of the target market, it will reduce the value of the offering. Hence the organisation should such a place for delivering its value from where the potential customers can avail the products or services of the organisation conveniently. Marketing mix also assists an organisation to develop its products and services by observing the components of the marketing mix developed by the organisation (Bhasin, 2018). Apart from this, it also enables the organisation to make more competitive decisions by observing the marketing mix of the competitors as well. Hence the management of an organisation can easily understand the drawback of its products and services and hence develop the products and services to deliver the perceived value to the customers. By observing the marketing mix of the competitors, an organisation will be also able to differentiate the products and services of the organisation which will provide unique value to the customers. Thus, the organisation will be able to attract more customer and hence attract more profits and thus improve the overall business as well. Hence Kotler and Keller (2012) have termed marketing mix as a learning tool for an organisation. Moreover, Fripp (2020) has outlined that a marketing mix helps an organisation to be more dynamic by understanding the components of the marketing mix and respond to any changes by altering the components as per the changing situation. Further, the marketing mix by providing relevant market data to the organisation also enables the organisation to make better decisions in other functional areas as well (Ramachandra, Chandrashekara and Shivakumar, 2010). For instance, if the price of the product or service is high, it will concern the operation manager to cut down the cost of the products so that the organisation can reduce the price to increase the value of the products. Above all, the marketing mix tool enables an organisation to make better marketing decision and therefore, achieve the ultimate marketing objectives of the organisation which will further influence the overall profitability and competitiveness of the organisation.
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