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Introduction
The essay introduces to the basic concepts of marketing, starting with the examination what is marketing? - captivating customers, managing relationships and creating value for clients. Next, discusses the seven stages of marketing process - mission, situational analysis (PESTEL and SWOT), objectives, marketing strategies, planning, implementation and control, from establishing informal agreement of customer’s needs to creating customers value and relationships to the organization. Finally, the essay includes the marketing process and its implemented strategies, like STP- Segmentation, Targeting, Positioning and Marketing Mix (4Ps and 7Ps). The purpose of writing this essay is to discuss and analyze the factors which affect the marketing of different organizations. 
[bookmark: _Toc70183667][bookmark: _Toc70183741]Defining the Marketing and Importance of Marketing.
Marketing is the process of companies in interconnecting and building relationships between customers, creating satisfactions and values, in order to obtain value in return from customers. Marketing is more than business arrangement and relationship with customers, is about to satisfy their needs, wants and demands (Kotler & Armstrong, 2018). The importance of marketing is to determine and interact with the needs and wants of organization; to identify the competitive positioning to avoid rivaling the customer’s needs with company effectiveness; and to guide the organizational ability to satisfy the customer’s needs (Hooley, et al., 2004).


[bookmark: _Toc70183668][bookmark: _Toc70183742][bookmark: _Hlk69998899][image: ]Defining the Marketing Process and its Stages.
A Market Process is a marketing plan that determines the problems of customers, examines marketplace opportunities, creates marketing strategies to reach customer’s needs and values, to get a favored audience (Kotler & Armstrong, 2018).










Figure 1. Diagram of stages in the Marketing Process 
Source: (Weller, 2017)


[bookmark: _Toc70183669][bookmark: _Toc70183743]Stages of Marketing Process
The marketing process of satisfying the customer requirements in a company, can be displayed in a sequence of stages: Mission; Situational Analysis; Objectives; Strategies; Planning; Implementation and Control. Mission of the company is what it desires to achieve in the environment and its further vision. Mission could be conformed to market, it defines the critical processes and answer to the needs of customers (Bishop, 2013). A mission statement purpose is to supply stakeholders and employees of organization with transparency about what intent to do and why they do this (Johnson, et al., 2017). Situational Analysis is defined as a basic of the marketing plan and consists of examination of internal and external factors in the macroenvironment which affect a business. That include PESTEL Analysis; implementation of Porter’s Five Forces of Marketing; and SWOT Analysis (Strengths, Weaknesses, Opportunities and Threats of organization). Objectives are related to a specific target that a company wants to reach, often is connected by mission statement. Also, the objectives are declarations of financial situation, earnings, and sales. Strategy is a set of plans and decision- making, expected to obtain for a long period. A marketing strategy must be defined to defend the marketing objectives. A marketing strategy is focused in detail on Segmentation, Targeting and Positioning (STP) and Marketing Mix (4 Ps and 7Ps elements). Planning of marketing include strategies of marketing- segmentation, targeting, positioning and marketing mix that help organizations to achieve its objectives. Marketing planning approach to what and why of marketing activities. Implementation is the process of becoming in an action of the plans and marketing strategies in organization, to realize their objectives. Implementation approach to how, who, when and where. Through effective implementation the companies can obtain competitive advantage.
Control is a set of procedures applied by companies to monitor their marketing strategies and plan to make right actions for achieving purposes (Kotler & Armstrong, 2018).
[bookmark: _Hlk69998940][bookmark: _Toc70183670][bookmark: _Toc70183744]Macro-Environment Analysis. PESTEL and SWOT
[bookmark: _Hlk69998972]The macro-environment resides of comprehensive environmental factors that have a higher or lesser impact on organizations, sectors and industries. This paragraph introduces analytical means and concepts that can maintain organizations attentive to macro-environmental changes. Macro-environmental changes can give an impression to managers as being too difficult to understand and uncertain (Johnson, et al., 2017).
[bookmark: _Toc70183671][bookmark: _Toc70183745]PESTEL Analysis
PESTEL analysis is important instrument used to control how the macro-environmental factors affect the operation of organizations. There, are six essential factors which analyze the macro-environment circumstances and market aspect: Political, Economic, Social, Technological, Environmental, and Legal. Political factor is a considerable function of the state in the macro-environment. In the political analysis exist two main steps: determining the significance of political factors and analyzing the risk of political aspect (Johnson, et al., 2017). The political changes and the governmental policies affect the marketing results. The state acts on marketing by introducing new laws and regulations, political stability affect the business operation, the government departments and pressure of associations dominates the growth of organizations; at the same time protect them avoiding the conflicts (Kotler & Armstrong, 2018). The economic factors influence purchaser power, consumer arrangements and behaviors. Economic factors such as income, inflation and growth rate, interest and exchange rate, stage of business cycle, demand or supply, wages influence the business function. The social factors have two effects on marketing. First, affecting the type of requests and provide economic development rate, and second, give a form of the performances of organizations. Demographics characteristics, age distribution, geography and cultural barriers are key factors for marketers that structure the requests and reserve of goods. Technological factor- the innovation of internet technology, electronic marketplaces and networks take the place of existing industry and structure of market. The evolution of technology has an economic impact over next lifetime influencing decisions to enter or not to the certain industries or production of different activities (Worthington & Britton, 2006). Environmental factors such as protection and diminution of ecological degradation position are key concerns of politics. The organizations are responsible of the impacts of their business operations on environmental and ecological change (air, water and land), especially in tourism, agriculture and farming industries. Legal factor includes specific laws such as health and safety law, discrimination law, employment law, consumer protection law. The legal aspect does not include only laws but also consists of formal (wanted behavior) and informal standards which can’t be disregarded.
[bookmark: _Toc70183672][bookmark: _Toc70183746]SWOT Analysis
SWOT analysis is a strategic management instrument used for planning purposes and business marketing of an organization. The scheme can be related to individuals, but studies communicate use of SWOT for correlate two companies and for evaluating considerable companies. SWOT analysis is used to analyze a company’s strategic operations. In the business market the arrangement of internal and external problems is a starting mark for strategic planning. 
The managers consider first the internal strengths and weaknesses which can include the image of company, structure, approach to natural and financial resources, performance and capacity, and secondly external opportunities and threats including, competitors weaknesses, customer needs, tendency in the market, suppliers, business partners, changes in technology, also including the environmental, economic, political and legal issues. Managers can well understand how strengths can be influenced to accomplish new opportunities and how weaknesses can reduce progress of threats into organization (Helm & Nixon, 2010).
[bookmark: _Toc70183673][bookmark: _Toc70183747]Marketing Strategy - STP
[bookmark: _Toc70183674][bookmark: _Toc70183748]Segmentation is separating a market into groups of consumers who have unique needs or wants, typical features, or behaviors, and who demand divided marketing strategies or mixture. In the market are applied variables: demographic, behavioral, geographic and psychographic segmentation. Demographic segmentation is established on flexibles such as gender, religion, age, ethnicity, generation, income, occupation, for example: using gender variables to divide the shoe market into female and male. Customer needs is adjusted by age, presenting products approached to different age, for example children and adults. Behavioral segmentation is based on occasion (when customer conclude to buy, make the acquisition, and use product); benefits (advantages that purchaser attempt from product); attitudes and knowledge. Geographic segmentation separate the market into units such as counties, regions, states, population density (rural, urban, suburban). For example: an organization choose to operate in one or all regions given attention to wants and needs of customers- clothing market is based on weather conditions or period, dividing the requirement of clothing more in summer than in winter months (Kotler & Armstrong, 2018). 
Psychographic segmentation distributes a market in divisions fixed on lifestyle or characteristics of personality. For example, Gazelle distributes bikes for specific need of customer, like bikes for short journey, sporty bike, lightweight bikes, and daily use e-bike. Also, merchants use personality traits and interests, hobbies, values and beliefs to segment the market.
[bookmark: _Toc70183675][bookmark: _Toc70183749]Targeting is examination of each segment and choice one or more of them to target. A target market contains a set of purchasers who distributes typical needs that company serves. Market targeting can be completed at different levels: undifferentiated marketing focuses on average needs of customers and go to the market with one suggestion. For example, KFC serve all around the world the same menu, that means they use undifferentiated targeting strategy ( Bhasin, 2017). Differentiated marketing is a strategy which a company targets various market segments and arranges separate suggestions for each. For example, Adidas apply differentiated targeting strategy to target young people, adults and children passionate for fitness & sports. Also, Adidas targets consumers in the group of age 13-40 years, however most of its customers are age of 15-30 years, coming from the middle or luxury class of clients (Bhasin, 2017). Concentrated marketing is a strategy in which organizations implements a distribution of one or more niches on a small group of customers. For example, Coca-Cola adjusts its marketing strategy by expanding new products, using a niche marketing for certain products to drive sales in the competitive market such as, Coca-Cola Diet and Zero Sugar targets the niche segment for healthy people (Bhasin, 2018).
[bookmark: _Toc70183676][bookmark: _Toc70183750]Product Positioning is the place of product or service occupied in consumer’s mind relative to the competition on market; is the set of feelings, perceptions and impressions that consumer have about product or service. Marketers must to plan the position of product or service that will give advantages in chosen target markets. 
Three positioning steps can help marketers to proceed in competition:
· find differentiated competitive advantage which can build a position;
· choose right competitive advantage;
· select a positioning strategy (Kotler & Armstrong, 2018). 
For example, Harley Davidson has a strong position in the mind of the customer as a top brand of motorcycles, being known for its leading technology and design. Harley Davidson has achieved its positioning by offering consecutive products, each of them being desired for the personalization offered.
[bookmark: _Toc70183677][bookmark: _Toc70183751]Marketing Mix
After deciding the marketing strategy, the organization must to planning the marketing mix, one of the essential concepts in the marketing. A Marketing Mix is a set of strategic marketing elements that includes the 4Ps and 7Ps: product, price, place, promotion, people, processes and physical evidence, that the organizations mix to obtain the wants in target market (Baker, 2003). Through this element, the organizations want and adapts to the strengths in the marketing environment. The marketing mix exists of all things the company can apply to connect customers and distribute customer value. Product means factors like quality, branding, variety, design. For example, IKEA has products in various categories such as home furniture, bathroom storage, kitchen accessories. The design of furniture is modernized, and the quality is superior, and this is differentiating element for Ikea (Bhasin, 2020). Price is amount of money that consumer pays to purchase the product. E.g. Ikea adopts an appropriate methodology- do not reduce costs in order to maintain its esteem mark and, at the same time, not to be overestimated, to reject strengths in business market. 
Place get into consideration elements like channels, location, coverage, inventory, transportation, logistics. IKEA aims to: market knowledge - the ability to set up and operate its stores nationwide; experience; corporate culture and values; financial strength and ability to make investments that penetrate a country, and in a large-scale retail format. Promotion consists on factors like advertising (IKEA connect to the local audience); sales, promotion (IKEA use coupons, discounts and celebration promotions, offering advantages from different offers); public relations, social media, personal selling. People are the employees implicated in selling a product or distributing a service, planning actions, managing teams and representing clients. Process refers to activities that occur when there is an interaction among consumers and organizations. Physical Evidence takes two forms: proof that a service or purchase has taken place and confirmation of the existence of the mark. For example, services, products received, receipts, invoices, brochures are considered physical evidence.
An efficient marketing program combines the marketing mix components into an integrated marketing business described to achieve the organization’s objectives by captivating customers and distributing to them value. Marketers must to think about 4Ps and then form the 4Ps on the market, because product, price, place and promotions elements affects on acceptability, accessibility, affordability and awareness of consumers.







[bookmark: _Toc70183678][bookmark: _Toc70183752]Conclusion
The essay responds to main questions How to implement the right marketing process to create value and satisfy the needs of customers? How the customers will be served by using the Segmentation, Targeting and Positioning strategy? Using STP strategy can identify the valuable elements of an organization, create products and marketing communications, attractive and individual marketing process, that convert the visitors into customers. Finally, in contempt of the changes in the marketing environment, the organizations must consider the factors that affect their success. So, implementing the situational analysis (PESTEL and SWOT), can help companies to determine and remove obstacles, and help them to build relationships and achieve successful in global market.
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