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Processes and Stages of Marketing and Role of the Marketing Mix
Introduction
Marketing involves the practices of how different companies create value for their customers and the way of establishing a strong relationship with their customers aimed at capturing value from the consumers in return. Marketing involves five steps framework process whereby a value is created for customers. The first step is understanding the wants, customers' needs, and the marketplace. The second step is designing a marketing strategy that is driven by the consumer of the product. The third step involves establishing a marketing plan that is integrated to deliver the product's superior value. The fourth step is establishing profitable relationships between the organization and the consumers, and the final step is capturing value from the customers.
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Figure 1: steps of the marketing process	
Steps of the Marketing Process
Step one: understanding the wants, customers' needs, and the market place
Organizations need to seek to understand the demands, wants, and needs of the consumer, which will enable them to establish a market offering that satisfies the wants of the consumers. It will also help to establish a customer relationship based on the value-laden (park 2020). Understanding the customers' needs and requirements helps to increase the customer's long-term equality and equity for the firm.
The needs imply the condition of felt deprivation. They are the physical requirement for most necessities like safety, warmth, shelter, clothing, food, and personal needs for self-expression and knowledge. Wants are the forms and types of human requirements that are shaped by their culture and individual consumers' personality. They are mainly shaped by the society that one comes from. Wants are described mainly in terms of objects that may satisfy the needs of the consumers. The demands of the consumers are the human requirements backed up by their buying power. Given their resources and wants, individuals' demands for products benefit from adding to their satisfaction and value.
Step two: designing a marketing strategy that is driven by the consumer of the product
In designing a market strategy, the marketer should pay much attention to selecting the consumers they want to serve and define their target market. Additionally, they decide on the best way to serve the customers in the best method by selecting the best value proposition (Ashley and Tuten 2015). In choosing the customers they intend to serve, the organization should first decide on the individuals they serve. It should also divide their market into multiple segments of the consumer. Organizations target customers, depending on the nature of demand, timing, and level. They also choose a value proposition by deciding on the best way of serving the customer. It involves the methods of positioning and differentiating itself in the market. The proposition of the value of the brand implies the set of benefits and values that organizations promise to deliver to the consumers (Anker et al. 2015). It is a requirement that organizations design robust value propositions to give them the most significant advantage in the market. 
Step 3: establishing a marketing plan that is integrated to deliver the superior value of the product
The marketing strategy of different organizations usually outlines the consumers that the company intends to serve and how it will establish value. The marketer should establish a comprehensive marketing plan that defines the value of the target customers (Hollebeek and Macky 2019). According to Lahtinen et al. (2020), a marketing plan consists of the 4Ps of the marketing mix, including product, price, promotion, and place. 
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Figure 2: the 4Ps of the marketing mix
The marketing plan also consists of various marketing tools that different organizations use to implement their marketing strategy. According to Grover et al. (2018), the marketing program is essential in building relationships with the customers because it involves transforming the strategy of marketing into practice. The marketing plan should blend all the marketing tools into an integrated and comprehensive marketing program that delivers and communicates the consumers' expected value.
Step 4: establishing profitable relationships between the organization and the consumers
The management of customer relationships involves the overall process of maintaining and building profitable relationships with the customers and the consumers by organizations making sure that they deliver superior customer satisfaction and value. This step aims at establishing high customer equity and the overall customer lifeline values. The secret of establishing a lasting relationship with a customer is by ensuring that your service gives them total satisfaction (Othman et al., 2020). Organizations always aim at acquiring profitable relationships and to increase the share of the customer portion and purchasing.
Step five: capturing value from the customers.
The management of the customer relationship is the organization's ultimate goal because it helps them achieve equity and equality of the customers. It also leads to the overall lifetime values of the current and potential customers. According to Patel and Feng (2020), customer equality and equity is a better method of measuring organization performance than the current sales or the market share. Markers cannot enhance customer relationships and value all by themselves. They are required to work with departments of the other organizations and with other external stakeholders.
The marketing process
The marketing process mainly consists of four elements, which include the analysis of the strategic marketing, planning of the marketing mix, implementation of the marketing strategies, and the control of the marketing.
Analysis of the strategic marketing
The main aim of marketing is the increment in profits. Therefore, organizations are encouraged to define whose needs and which type of needs they can satisfy (Kumar et al. 2020). An example of this is the private transportation sector. This sector consists of individuals who put various values on the cost of automobiles, styling, status, safety, and speed. There is no automobile that can satisfy all these requirements in an ideal way. Therefore, compromises must be made. Additionally, some people opt to meet their transportation requirements with anything else apart from the automobile, such as bus, bicycle or motorcycle, or any other public transport form. Due to this, an organization dealing with automobiles should first identify the various preference segments or groups of consumers to decide which group they can target for the realization of the highest profit.
Planning of the market mix
After developing a strategy, organizations should endeavor to decide on the best tactic to help them achieve their goals and objectives. A tactical marketing strategy involves establishing a marketing mix having four components (Datta et al. 2017). The components are promotion, place, price, and product. The four components are essential for fulfilling’s strategy for a specific set of customer requirements. 
In the past centuries, the goods and services consumed remained the same from one generation to another, including housing, clothing, and food. With the development of economies, the range of products and services expands, and the products also change.  The constant replacement of the products and services affects the professional marketers. 
Branding and packaging are also important in product marketing. In some instances, packaging may be simple; for example, dealers produce wrapping vegetables in consumer string bags or newspapers. In developed and industrialized nations, the packaging is a significant part of the effort of selling. Marketers have embraced the type and form of packaging that will be appealing to customers and consumers. Packaging has been so important, especially with the rise of self-service both in retail and wholesale (Hawkins 2018). Sometimes, the packaging is designed for easy use of a product, such as the room deodorants packed in aerosol containers. Such condiments, such as ketchup and mayonnaise, are packaged in tubes. Some organizations have embraced reusable packages, which makes them attractive, especially in developing countries where metal containers are expensive.
Marketing implementation
Various companies have embraced the hiring of various agencies to help them develop their advertising, promote their sales, and give them ideas of publicity. However, this may lead to a lack of collaboration and coordination between the different promotion mix elements. When the components of the promotion mix are not in harmony, consumers may receive a confusing message regarding the organization (blank and Dorf 2020). For instance, an advertisement on television regarding a specific automobile may emphasize the car's luxury and exclusivity. On the other side, an advertisement on the webpage may stress sales and rebates, which clashes with the image created on the television regarding inclusivity. When a company integrates marketing elements, it can utilize its resources efficiently, and the expenditures incurred during promotion are likely to be minimized.
Marketing control and evaluation
According to Hennig-Thurau and Hansen (2013), there is no single marketing process, even those that are carefully established that can yield optimum benefits for an organization. Additionally, due to the constant changes in the market requirements, a specific strategy that was applied today may not be applicable in the future (Burgelman, 2020). Therefore, it is imperative always to evaluate a marketing program more often to be assured of the meeting of the organization's goals and objectives.
Conclusion
In conclusion, the marketing process involves arranging different resources necessary to carry out a marketing plan, exert control, and put the organizational plans into action. For an organization to successfully implement a marketing plan, it needs to establish a marketing organization. Organizations should have marketing specialists who help in conducting market research, in the advertisement, in the development of different products, and for the customers' service. I would recommend that all organizations set up a marketing department to help advertise their products, which will help in the increment of their profits. 
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