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INTRODUCTION


Marketing is the activity and process of getting potential customers who are interested to buy products and services from a particular brand. In process it involves researching, promoting, selling and distributing the products which can help organisation to increase their brand image and attain the higher profitability (Maravilhas, 2019). Without marketing it will be difficult for company to manage and organise all functions in relation to business and compete with others, so they are using marketing activities which can help to aware people and encourage them to buy products effectively. To understand about role of marketing Morrisons company has been selected that is largest chain of supermarkets in UK and other place, providing kind of products which increases sales effectively. This organisation is using marketing activities for attracting customers that are defined in report and its role which are important to manage business are also described.

Main Body 

Processes and stages of marketing including the role of marketing mix 


In business environment there are different types functions which are uses to operate and regulate the business but marketing is considered as important function that need to perform and manage appropriately for the purpose of increasing sales. According to Philip Kotler “Marketing as science and art of creating, exploring, and delivering the value to satisfy needs of target market for the purpose of earn profit.” For organisation, it is required to use the marketing process for introducing their products and services which can help to operate the business and increase profitability. For example, Morrisons is larger size company where number of employees are working and uses different marketing sources for reaching the potential customers and delivering better quality of products (Wilmsen, Dühr, Heimicke and Albers, 2019). 


The steps of marketing processes are understanding the market place and customer needs and wants is the first stage which should be used by organisation to analysis the needs and wants of customers that can help to deliver kind of products. For instance, the marketing manager of Morrisons analysis the market by conducting research which supports to know what are customer’s expectation so products can be provide accordingly. The second is, designing a customer driven marketing strategy in which organisation needs of divide the market in to different segmentation and set planning how their products differentiate in market. Such as management of chosen organisation select customers to serve and choose a value proposition by serving customers in best way as per their expectation which can make happy. The third stage is constructing an integrated marketing plan that deliver superior value where in which marketers are using Marketing mix for implementing marketing strategy that helps to maintain the customer relationships and increase performance. The another stage is build profitable relationships that means organisation need to select the appropriate model and approach which can be uses to fill the customers demand and provide them better quality of products for the purpose of maintaining good relations (Gilmore, McAuley, Miles and Pattinson, 2020). For instance, the management of supermarket uses CRM approach with the aim of producing high customer equity and customer lifetime values which increases sales and profitability for long period of time.  The fifth and last stage is capturing value from customers which uses by marketers of chosen company for delivering products and services which deliver high customer value and profitability by offering better quality of products and services. The management of such organisation uses such marketing process for the purpose of introducing kind of products and managing the sales in changing environment that improves brand image and profitability (Palepu and et.al., 2020).   


According to Armstrong “Marketing as a social and managerial process by which individual and group of people obtain what they need and want by creating and exchanging products value with each other”. Moreover, Marketing process deliberate series of steps that helps organisation to identify and reach the goals by developing products that supports to meet with needs. The steps of marketing consider Mission such as Morrisons has decided to expand business by delivering innovative and high quality of products. In Situation analysis, chosen organisation is taking the competitive advantages by understanding needs and wants of their customers so they can provide the product by maintaining quality and variety of products which foster a collaborative work culture (Enríquez and et.al., 2019). These all are using to attracts the large number of customers and maintaining good profits. The management of chosen organisation uses 5C model that covers company, culture, climate, competition, customers, and collaboration that supports to manage the business. The third step is marketing strategy such as targeting audience, setting measurable goals, and developing budget is uses by management in order to sale qualitative products and create a best space in the eyesight of people. Marketing mix is most important step in relation to marketing that should be uses by management for deciding what products and services should be provide, at what price, deciding the place and using promotional channel that can be used to reach the customers and sale them products which can help to increase the sales and profitability (Uktamov, 2020). The Morrisons is selling variety of products by deciding retail prices at various place which can help to increase sales and profitability. The another step is implementation and control which uses by Morrisons by complementing others and working in same ecosystem that helps organisation as customers stay with one brand and identified as loyal customers. Such all steps are important for organisation which can help to understand who are competitor and how it be complete by attracting large number of customers providing them different products (Leung and Dickinger, 2019).  


In any business organisation, marketing is important as it helps to introduce innovative products and services which are bringing by management by analysing research and managing task. The bottom line stating that organisation mainly established for making money and increasing brand image so they use different marketing channel that helps to reach the goals. If Company and management is able provide the quality of products and services, then it became easy to capture large market area and generate profitability. Marketing mix is the defined as foundation model in related to business that covers product, price, place, promotion, process, physical evidence, and people who are playing important roles in business organisation and increases the profitability. The marketing mix is playing important role in marketing in relation to organisation as it helps to create the strong chain of bond between organisation and customers, helping in developing new products and services by innovating different types of products and services, helping to increase product portfolio by setting prices and increasing varieties, to improve the business profitability by maintaining physical evidence and delivering quality of products (McMullan and Dann, 2020). If organisation is providing quality of products and managing services as customers are demanding, then it will attract the number of customers and encourage them to make the buying decisions. For example, Morrisons is providing different types of products according to customer's demand and using competitive pricing which can help to influence the number of customers and increase organisational sales in changing environment. The chosen organisation is operated at number of place and country where it captures large market and uses social media, direct marketing, online websites etc. for introducing their innovative products as well offers that attracts number of customers and increase sales. The chosen organisation is using online process and also offering services which become easier for customers to see products on websites and place the order (Bamhdi, 2020). This helps to save time and cost of people and organisation which deliver higher satisfaction by maintaining good performance. Therefore, by using marketing mix strategy, chosen organisation can capture large market area and customers which maintains brand loyalty and increase the sales. Marketing mix is kind of plan which uses by Morrison for creating differentiator, being dynamic and getting higher brand image by satisfying the customers and maintaining higher profitability. 

CONCLUSION


From the above report it can be concluded that marketing is the ongoing communication that uses to exchange the thing by maintaining good relationships and delivering better services. Every organisation should understand how customers can be satisfied then should make plan to provide products and services. This build the brand by convincing people regarding products and services so customer feel happy and manage the task appropriately. The marketing process involves understanding marketplace and needs of consumer, drive customer marketing strategy, construction of integrated marketing, build profitable relationships and capturing value from customers by delivering better quality of products. Morrison is using all steps and process in relation to marketing in order to introducing number of customers, influencing and managing them, and encouraging to make the buying decision. Marketing mix is playing important role as it helps to take the competitive advantages by formulating strategies and maintaining customer relationships effectively. 
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