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Processes and stages of marketing including the role of the marketing mix.
In the course of achieving the corporate objectives of an organisation, the organisation is required to undertake different business functions through the successful accomplishment of which it can attain profit from its operation (Armstrong, Kotler and Opresnik, 2019). These functions of a business organisation include production, finance, marketing, human resource management, research and development (R&) and so on. Every functional area of an organisation has certain roles to play in the course of achieving the goals and objectives of the business and the management of the organisation is required to coordinate these functions effectively to have a profitable business operation. Among various functions of an organisation, one of the key functional areas is marketing which enables the organisation to build a strong and long-term relationship with the customers to attain profit from them by offering them with superior value through the products and services of the company. While defining ‘Marketing’ Winer and Dhar (2014) has outlined that “Marketing refers to an organisational function or actions which is involved with the process to promote and sell the goods and services of the company to the market which also includes advertising and market research”. As per the definition of AMA as cited in Drummond and Ensor (2012) “Marketing denotes to the key activity or set of institutions and process in order to create, communicate, deliver and exchange products or services which have a certain value to the customers, partners, clients and the society from a large perspective”.
Processes and stages of marketing
Marketing has been outlined by academics and scholars as a continuous process through which the organisation creates value for the customers to achieve value from them in return (Kotler and Keller, 2012). Therefore, with regard to accomplishing the organisational function of marketing, an organisation is required to fulfil a particular process or different stages. The processes and stages of marketing through which the marketing objectives of an organisation can be accomplished has been discussed in this part of the paper.

Figure 1: Process or Stages of Marketing
Source: (Kotler and Keller, 2012)
Understanding the marketplace: Prior to undertaking any other step, an organisation will have to understand the market which is comprised of the existing and potential customers of the organisation (Drummond and Ensor, 2012). Without understanding the market and different factors associated with the market which influences the demand of the organisation’s product, the organisation will not be able to offer the desired value to the customers (Armstrong, Kotler and Opresnik, 2019). In this regard, the organisation will have to conduct market research and analysis to understand the customers; their wants, needs and demands; the competitors; the internal and external environment of the organisation which have certain impacts on the operation of the organisation (Wells, 2020). By undertaking appropriate market research, the organisation will be able to formulate an appropriate strategy and plan for the marketing of the company. This will also enable the organisation to be aware of the problems which the organisation may face in the course of marketing.
Designing marketing strategy: In the second stage of the marketing process, the organisation is required to develop a marketing strategy or plan or action following which the marketing activities of the company will be conducted (Kotler and Keller, 2012). While developing a marketing strategy, the organisation should ensure that the strategy is customer-driven or appropriate to meet the demands of the market by providing the desired value for the customers. There are two questions that are involved with the marketing strategy including which customers or market the organisation wants to serve and how the organisation wants to serve the market (Wells, 2020). In order to determine the target market, the organisation wants to serve, the management of the company will have to divide the market into different segments based on the characteristics of the customers and their needs and wants such as demographic segmentation, psychographic segmentation, behavioural segmentation etc. (Winer and Dhar, 2014). Then the organisation will select the appropriate market in which it will be able to offer superior value and establish a profitable relationship with the customers. In terms of determining how the organisation is going to serve the market, by analysing the market, the organisation will have to position the organisation, on the basis of the quality and price, which determines the value of the product and service, in the market (Armstrong, Kotler and Opresnik, 2019). By positioning the organisation effectively in the market, the organisation will be able to create a differentiated perception about the organisation and its offerings among the customers of its target market. In this regard, the organisation can undertake any marketing concept from the five concepts which include product concept, selling concept, production concept, marketing concept and societal concept (Drummond and Ensor, 2012). 
Developing an integrated marketing plan: Once the organisation has determined its target market and positioned the organisation as compared to other competitors to serve the market, the organisation will now develop an integrated marketing plan through which the organisation will be able to offer superior value to the customers (Wells, 2020). In this course, the organisation will design a marketing mix where different aspects of marketing will be decided by the organisation that will further determine the value of the products and service. The organisation can utilise the marketing mix to develop a marketing plan using the 4Ps of the marketing mix model. This particular model is comprised of four marketing components including product, price, promotion and place (Lamb et al., 2017). The role of the marketing mix will be discussed in the following part of the paper.
Building profitable relationships: One of the major objectives of marketing is to influence customer decision to purchase the offerings of an organisation and therefore establish a long-term profitable relationship with the customers by confirming maximum customer satisfaction (Wells, 2020). The organisation will undertake different promotional activities including advertising, conducting marketing campaigns, public relation, engaging the customers, undertaking CSR activities and so on to ensure the retention of the customers (Kotler and Keller, 2012). Thus, the organisation will be able to make more loyal customers of the organisation with whom the organisation can have a long-term profitable relationship by fulfilling their needs and wants. 
Capturing value in return: In the last stage of the marketing, the organisation will capture value from the customers as profit. In this regard, the organisation will aim at maximising customer equity and the lifetime value of the customers in the organisation (Palmer, 2012). By effectively managing the relationship with the customers, the organisation will be able to confirm more customer’s loyalty and thus increase the lifetime equity of the customers in the organisation.
Role of Marketing Mix
The marketing mix is regarded as a marketing instrument that enables an organisation to determine its value proposition to the customer base of the organisation (Pratap, 2017). The marketing mix is constituted of four different elements e.g., product, price, promotion and place; and plays a significant role in determining a superior value for the customers (Sheehan, 2018). The role of the marketing mix will be discussed in this part of the paper, from the perspective of each element of the marketing mix.

Figure 2: Marketing Mix
Source: (McDaniel, Lamb and Hair, 2013)
Product: It is considered as the core element of marketing which enables an organisation to design a customer-driven product or service that is able to meet the perceived value of the customers and hence fulfil their needs and wants (Lamb et al., 2017). This element of the marketing mix allows the organisation to develop the right product for the right market and hence confirms superior value for the customers of that market (Pratap, 2017). Through appropriate market research and analysis, the organisation can develop quality products that can offer superior and differentiated value from that of the competitors.
Price: This is another key marketing element contributing to the value of the offerings of the organisation. Under this component, the organisation determines what price should be paid by the customers in order to avail the offerings of the organisation (Sheehan, 2018). In this regard, the organisation should determine a competitive price so that it can offer superior value and also sustain the market profitably (Palmer, 2012). Apart from this, the effective process to determine the price of the products enables the organisation to cut off the unnecessary costs of production and hence ensure a competitive price for the products.
Place: This component is concerned with the distribution place and channels through which the value offered by the organisation will be delivered to the target market (McDaniel, Lamb and Hair, 2013). To avail the product to the right customer base, the organisation must select an appropriate distribution place or channel where customers can avail of the products conveniently (Sheehan, 2018). The determination of this component also enables the organisation to select the right market segment and hence serve the segment to attain maximum profitability (Pratap, 2017).
Promotion: This marketing element deals with promoting the organisational offerings and value offered to the customers. Through this element, the organisation establishes effective communication with the customers and hence can understand the wants and demands of the market more effectively (Palmer, 2012). Apart from this, by effectively promoting, the organisation can also create a sense of demand for its products and services among the customers and hence increase the value of the products to them. Moreover, through appropriate promotional activities, the organisation is able to influence the purchasing decision of the customer and also receive feedbacks from the customers (McDaniel, Lamb and Hair, 2013). Thus, the company can develop its products and services and hence increase its value and ensures maximum customer satisfaction that further increase customer loyalty and the lifetime value of the customers.
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