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TASK 1 (1500-2000 words)
Write an INDIVIDUAL essay providing a critical analysis and evaluation of the following:
• Processes and stages of marketing including the role of the marketing mix.



                           The Content and Role of Marketing Policy


1. The role of marketing policy

        The order for an enterprise to carry out its activity on the market on which it operates and adapt its activity, so that it can take advantage of the market opportunities, avoiding possible difficulties. The ability of a company to adapt to the needs of the environment depends on the material, human, financial and informational potential. For the high efficiency of the company’s activity, it is necessary to analyse the evolution in time and space of the internal resources, as well as of the external factors ( analysis of the competition, of suppliers, of the clients).

2. Marketing policy

                       Represents a coherent set of specific components that can be in the policies of production, development, supply, financial policies, commercial research, each of which falls within a predetermined framework, preferably assumptions and anticipations.

Characteristics:
· A rational effort to realistically evaluate the company’s objectives and market characteristics, rational effort involves two aspects the constant use of derangement models and the amplification of scientific methods in the decision-making process.
· A good ranking of marketing decisions, involve observing a hierarchical order in making any decision, changing the characteristics of a product, expanding or narrowing a range of products, changing a package, changing a price, choosing a distribution channel, changing a contract.
· Realistic evaluation involves knowing the framework of action of any enterprise, the strategies to be adopted. Although closely related, marketing strategy and policy are different notions, each with a specific area of coverage, they are in part-to-whole relationships.



3. Marketing policy, marketing strategy, marketing tactics


· Marketing strategy – represents the main direction in which an enterprise immobilises its human, material, financial and informational potential, so as to fulfil its objectives proposed within the marketing policy, product, price. Both the objectives and the line of development that the company intends to follow to achieve them, cover a certain period of time. The strategy marks the defining periods in the life of the enterprise and not simple moments or stages of it, with meanings minor in its general course. The notion of strategy is therefore associated with periods of varying lengths, at the end of which certain objectives of major importance for the company, will be achieved. The terms through which the marketing strategy is expressed are synthetic, concise. The strategy will not be detailed, but only accurate and realistic. It must indicate unequivocally what it is essentially pursuing and how it is intended to achieve the intended purpose. Consequently the objectives will express, in operational terms ( market share, sales volume, profit rate ), the performances targeted by the company and the way to achieve them will take the form of attributes.
· Marketing tactics – represents the set of concrete means and techniques by which the enterprise implements a certain strategy. This involves practical actions through which the company puts its potential to good use, while adapting to the concrete conditions of the market, so that, step by step, it can move towards the strategic objectives it has set itself. There must be a correspondence between the strategy and related tactics, in fact, the tactics are subordinated to the strategy. The way in which the company conceives the development of its activity, the directions of perspective and the practical, concrete actions, aiming at capitalizing the potential or in accordance with the market requirements, characterise the marketing policy of the enterprise. Bringing together strategies and tactics, marketing policy designates a certain “style” of approaching and solving its problems. It should be added that the global marketing policy materialises at the level of the so called “ sequences” of the company’s activity, hence the names: market policy, product policy.
· Market strategy – the core of marketing policy, market strategy is the most important element of the overall development strategy of the enterprise, which summarises the relationship between the enterprise and the environment. Being part of such an ensemble, the market strategy occupies a central position, dominant in relation to the other components. It can be said that it represents marketing policy core. It could take into account, in this sense, the fact that the features of a “ complete strategy” are met. Indeed, it incorporates, in a perfect environment, the three elements of such a strategy, namely:   
· employment strategy
· action strategy
· results strategy
                     But beyond these features, the central position of the market strategy results from its direct relationship to the essence of the marketing vision, it is the satisfaction, in conditions of maximum efficiency, of some consumption requirements. 



4. The concept of marketing mix 

            Represents a set of components that make up the company’s demarketing policy, so that the company’s activity is carried out in optimal conditions. The marketing mix is one of the essential concepts of modern marketing theory. The marketing mix is the set of marketing tools that the company uses to achieve its marketing objectives in the target market. 
           The marketing mix is a continuation of the market strategy. It appears as a results of the combination of the four basics elements:
· Product
· Price
· Distribution
· Promotion
                          This concept consists of combining various forms of material, human and financial resources in marketing programs in order to implement the market strategy of the company, distribution, the promotion framework forms the materialisation field of the marketing mix. 
                           The task of the marketing mix is to serve the 4 groups of variables in action programs with maximum efficiency. Remember that each of the 4 components of the marketing mix cannot be effective without the support of the others. For example, a superior product cannot enter the market if it is not accompanied by an acceptable price, a proper distribution, an information to the buyers. Over time, many elements have been observed, such as:
· Product development
· Pricing
· Adoption brands
· Services
· Shelf display
· Logistics
· Advertising
· Point of sale
· Promotion
                  Which have an important role in achieving the objectives of marketing policy. Currently the components of the marketing mix, generally recognised, are product, price, distribution, and promotion. The universal recognition of these so called “4 P’s “ sedates Professor Philip Kotler, the most influential figure in the field.
                  Traditionally it is considered that the most important component of the marketing mix is the product and product policy adopted by an enterprise. The justification for this lies in the usefulness of the product, through its qualities, the product primarily satisfied the needs and desires of consumers.
                   A weak point of the marketing mix is the emphasis on demarcation between the 4 components, often forgetting their integration into a unitary policy. Thus, the demarcations, artificial and sometimes harmful for the overall strategy of the company, are made between the marketing of services and products, between mon the national and international market, between planning and implementing marketing strategies. These dichotomies are useful in methodological and didactic plan, in order to simplify and better understand the phenomena, but they can bring advantages in the practical activity. 
                 The characteristic of the marketing mix is given  by the market in which it enters, in which it applies practically, in connection with this characteristic note, the following can be deduced conclusions:
· The position and the order of importance of the four components are ensured according to the concrete conditions of the implementation of the mix, the specifics of the strategy in whose service it is put.
· The marketing mix does not necessarily contain all four elements, it can be limited to two, three or one element.
· Judicious and realistic correlation of the four components.
· Mandatory correlation of the four components with the market.
· Achieving a high economic efficiency for any of the adopted variants.
                  




5. Conclusion


Professor Ph.D Kotler conceives another way of typologically grouping market strategies, based on comparing the actual level of demand for a company’s goods with the level it wants it to reach in this regard. This approach to market strategies takes this into account the evolution over time of demand, as well as the degree to which it is desired to reach a certain level of sales. In this sense we distinguish:

· Conversion strategy  - in the case of a negative demand, a situation in which the consumer refuses to accept a product or service for certain reasons. The role of marketing is to turn this negative attitude towards that product or service into a positive attitude through commutative marketing.
· Stimulation strategy   - encountered in case the company faces a non- existent demand, either due to the ignorance of the products and services by the clientele, or because they have no significance for it. In this case, the strategy aims to create demand by improving the communication mechanism to the company with the public and through marketing actions.
· Development strategy – adopted in case of a latent request, due to the lack of the product unable to satisfy it. Using development marketing a company producing video telephones can turn the existing latent demand of different managers into actual demand.
· Remarketing strategy – it is met in case of a declining demand, it is necessary to revitalise it through specific marketing actions ( packaging, presentation, promotional program)
· Synchromarketing strategy – it is advisable if the company is satisfied with the overall volume of demand for its goods and not with its timely distribution. The role of marketing is to regulate demand. Such situations are frequently encountered in tourism, where specialised companies often use a lowertariff regime in the off season.
· Maintenance  - it is the one that requires from the company only efforts to maintain the level reached by the demand, due to the fact that the actual demand overlaps as dimensions and structure over the desired level to be reached. In this case, specialists should not “lie down”, because the dynamics of market phenomena is very fast, and the situation  can change abruptly to the detriment of the company.
· Strategy marketing  - which can be adopted by a organisation if the demand is in excess of its supply capacity. The implementation of this market strategy can be achieved in two alternatives either by a general reduction in demand for all consumer segments or by a selective reduction in demand for certain customer segments.
· Strategy antimarketing  - it can be applied in the situation of the existence of an undesirable demand for certain considerations, when the role of marketing assumed, as a rule, by public bodies is to “ destroy “ the demand. This is the case with the measures required by the competent bodies to discourage excessive consumption of some products, such as: medicines, narcotics, presses.
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