                                                                                                                  Introduction to Marketing
                                                                                                                  	Introduction to Marketing




Introduction to Marketing.

[bookmark: _GoBack]Martin Aleksandrov 
Marketing Fundamentals
Tushara Balendran
27/08/2020






Table of Contents
Introduction	3
Marketing	3
Marketing process	3
Stages of marketing	5
Role of the marketing environment	6
Role of market research	8
Role of the marketing mix	9
Conclusion	10
References	11





[bookmark: _Toc44881681]Introduction
The marketing sector is one of the most developing segments globally. Such can be associated with the increasing demand to meet the customers' needs and wants globally. As a result of this, there are many marketing strategies have been created to respond to the increasing demands among consumers. The essay will begin with a discussion of the marketing process and the stages of marketing stages. This will be followed by a discussion of the stages of marketing. The essay will conclude with a discussion of the roles of the marketing environment, market research, and marketing mix. 
[bookmark: _Toc44881682]Marketing
Marketing refers to the business process of anticipating, identifying, and satisfying organizational goals and customers' needs and wants. Marketing is used to attract customers and therefore it is a primary component of business commerce and management. (Jobber and Ellis-Chadwick,2012).  Marketing is made up of individual and organisation activities that encourage the exchange of satisfying relationships in a dynamic surrounding through the designing, distribution, advertising, and pricing of goods and services. (Armstrong, 2018)
[bookmark: _Toc44881683]Marketing process
The marketing process includes ways in which value can be added to the customers to satisfy their desires. It is a continuous series of operations and reactions between the company and customers with an attempt to create value for and satisfy the desires of customers. In the marketing process, the situation is evaluated to identify the opportunities, the strategy is formulated for a value project, strategic decisions are taken, the plan is implemented and the results are observed. Below are the five steps involved in the market process:
Situational analysis. It is the main base of a marketing plan. It entails a thorough assessment of both the internal and external factors influencing business. It is done to identify the marketing options, understand the company's ability, and understand the environment under which the company is operating. It creates a better review of the organisation that will lead to a better perception of its future.
Objectives.  These are specifics results than an individual or a company wishes to attain within a given period and with the available resources to achieve this mission. They are the set goals that an organisation aims to attain within a certain time. A good objective of an organisation has a set period within which it can be attained.
Strategies. A strategy is a general plan designed to achieve one or more overall goals in an organisation, especially over a long period. The analysis is done and the best available option is selected, a strategy or a plan is made for that option. At this step, detailed tactical decisions are made for the controllable parameters of the marketing mix. It includes decisions concerning product design, product pricing, product dissemination, and product promotion.
Implementation. It is the process of enacting or practice of the plan, method, any design, idea, specification, standard, and policy for doing something. At this step, the marketing plan is executed or put into effect. The market planned or written strategy is transformed into action and the product is presented is availed according to this process.
Control. These are set of operations and strategies applied by the organisation to monitor and manage their marketing activities in attaining their marketing objectives and strategy. This is the final step of the marketing process whereby an organisation monitors its marketing efforts and regulates the marketing mix under marketing changes. 
[bookmark: _Toc44881684]Stages of marketing
The marketing department works conjointly with research and development from the early stages of the product to help direct the process, determine the market desires, and which improvement will lead to the greatest results. Before the manufacturing stages, the marketing department plays a significant role in designing a new product, determining whether it will meet the consumer's needs, and how the market need will be filled. Below is a discussion of four stages of marketing:
Introduction. The product is first availed into the market, the sales and profits are non-existent and very low. The market may be undermined or very small and initial low sales, but in this introductory stage, marketing plays a significant role in ensuring growth. Costs may be tilted more towards sales strategy, branding, and customer testing. During this stage incidence of achieving high sales, the level is isolated which takes time to attain the demand needed to become profitable. (Porral and Stanton,2017). Marketing costs may be contrasted with income at this early stage. Early marketing strategies may be based on determining the market and creating the market where non exist, with heavy concern on building awareness through public relations.
Growth. It is built on the demand established during the introduction stage. The profits and sales increase rapidly and the demand for the product becomes very high. Marketing function will be concerned with competitive analysis and more techniques of advertising because the competition is likely to increase at this stage. Marketing tactics at this stage will be emphasized on maximising market share.  Marketing research to get customers feedbacks, Improvement of quality, and introduction of new features on the product will be significant marketing strategies at this stage. Also, early on this stage prices are likely to be high therefore marketing should cater to early adopters.
Maturity. This stage is characterised by price and sale stabilisation and the desire for the product starts to decrease. Marketing is shifted from obtaining new customers to pleasing the existing ones and ensuring constant revenue through new products and services designed to increase the value of the product. At this stage, brand knowledge has already been established and therefore promotion budget may be reduced. The marketing strategy at this stage emphasises on the distinction to encourage new customers to switch over from the competition, adds new product features, and introduces new pricing models. During this stage, the early adopters have already inscribed, and the concern is on bringing more price-sensitive buyers. This can be attained by using market research to introduce a new brand and assorted models, and by new geographical market into the mix.
Decline. When the product cycle approaches the end the sales and profit begin to decrease very rapidly and the market becomes extremely competitive. The unique value of the product may be lost as more competitors avail themselves in the market with similar products and service and this result to drop of the product price. Reduced sales can be dealt with by introducing new marketing strategies to increase market share, but the marketing needs to be shifted to a value-priced approach while going back to the development and research cycle to introduce new products into the markets.
[bookmark: _Toc44881685]Role of the marketing environment.
According to Philip Kotler, a company marketing environment is made up of internal and external factors which affect the company ability to maintain and develop successful transactions and relationship with target consumers. A marketing environment is a combination of micro and macro environment. (Bhasin, 2020)    	
Microenvironment. These are immediate environment elements or factors that affect a firm's decision making and performance. These factors include the firm's competitors, customers, suppliers, marketing intermediaries, and the public.
Macro-environment. These are external forces outside an organization that influence the company's marketing strategy can create a threat or an opportunity. These factors include legal forces, social/cultural forces, political forces, economic forces, environmental and technological forces.
Essential for planning. Knowledge about the internal and external environment is very vital for future planning. Marketers need to be fully informed about the current framework, enthusiasm, and future predictions if the marketing environment if they want to succeed. (Kusumadewi, 2019).
Understanding the customer. Thorough knowledge of the marketing environment assists the marketers to predict and acknowledge the customers' needs and desires. Analysis of the marketing environment helps reduce the confusion between the marketer and the customers and this helps the marketer with a better understanding of customer behaviour.
Understanding the competitors. A better understanding of the marketing environment equips the marketer with knowledge about the competitors and what advantages the competitors bring to the business and vice versa.
Opportunities and threats. Deep knowledge of the market environment often gives a prime advantage to the marketer as he ensures that the business is secure from future threats and taps the future opportunities.
[bookmark: _Toc44881686]Role of market research.
Marketing research may be performed internally by the firm's marketing department or conducted externally by a marketing research firm. The information collected is then used to decisions related to the marketing mix and other marketing functions. The information can also be used in segmentation, identifying the specific market target and their media habits, tracking consumer satisfaction, evaluating various forms of advertising executions and pricing tactics, analysing consumer needs and behaviour, and developing new products. Below is a discussion of the roles of market research:
Explanatory role. Market research is conducted when having limited knowledge or understanding of the marketing situation or a particular outcome. For example, a company sale may be declining or the company losing customers, but managers are not sure why. Marketing research can be used to determine some of the possible causes of loss of sales and customers.
Descriptive role. It refers to the collection and presentation of information about a particular marketing situation or phenomenon. For example, market research can be used to express the primary consumer of a product, such as the iPhone mobile brand. Can also be used to describe the process used by the customer to decide on a restaurant for dinners, such as the waterside inn and Restaurant Moor Hall. (Polignano and Drumond, 2017
Diagnostic role. Uses data analysis techniques to determine the relationship and phenomena with the gathered data through marketing research. For example, the analysis may show that females eat at Restaurant Nathan Outlaw than males. It may show the reason why individual opt-out of subscribing to a Facebook brand page.
Predictive function. Marketing research enables data prediction or forecasting the results of a customer action or marketing decision. Retailers use predictive research to determine the items a customer to purchase together so that suggestive selling can be used. For example, Noble and Barner use this technique when the website customers select a certain book then the software suggests other books they might also want to buy. 



[bookmark: _Toc44881687]Role of the marketing mix.
The modern form of the 4ps was first proposed by Jerome McCarthy in his 1960 textbook, Basic Marketing: A Managerial Approach. these elements have since given a standard method of describing marketing programs for over the last years. It is the specific linking of pricing, product, promotional, and distribution of decisions made with a particular aim of a specific group of consumers.
 A marketing mix is a tool used to equip brands with the knowledge of which elements should be combined to meet their target marketing goals and objectives, which includes linking the 4Ps of marketing. These are the key factors that should be combined effectively to aid and promote the brand unique value and help it stand out from the competition.  (Nasirun et al, 2019).
Marketing mix act as a checklist for the key components of any integrated marketing program. When documenting market plan and developing marketing plan, marketing mix can act as overall control or checklist to ensure that they have considered all the broader aspects of marketing.
According to Peter Kotler is the set of controllable variables that an organisation can use to influence the buyer’s response or the purchase decisions. Therefore, the marketing mix is an important tool for the marketers by helping them to focus all variables in this particular process. 
Product. It refers to any item or service that satisfies the desires of a target customer. Marketers must be aware of their products and what they stand for, and what differentiates their products from competition before they can be successfully marketed.
Price. Price not only refers to the monetary value of the product but also the effort or time the customer spends to acquire it. Price determination is essential as it will impact supply, demand, price, and how much marketers should spend on a strategy or marketing promotion. This is the most important of the 4Ps because if the product is priced too low or high the brand dominance in the market may fail. (Islaini and Nayan, 2020).
Place. Refers to the provision of access to the products to the customers and it allows convenience to the customer. Customers can be reached via digital means or in-store by putting the right product, the right time, at the right place, and Infront of the customers. Since customers interact with customers at various places it is important to how each of these places affects the overall customer experience. (Rangaswami et al, 2020). 
[bookmark: _Toc44881688]Promotion. This is how marketers make their customers aware of their products. Promotion refers to marketing communication which uses advertising, direct marketing, public relations. It is also how marketers pass product information to their target consumers. Promotion as experiences high growth due to the digital era. (Thomas and Housden,2017). The promotion has resulted in greater outcomes and ever-increasing expectations.
Conclusion
This essay was able to discuss the process of marketing and stages of marketing. Diverse aspects relating to the demands of meeting the customers' desires. Based on the discussion, there are five stages of marketing that require the marketers to have a clear knowledge of marketing for the business operation to run smoothly. As well, roles of the marketing environment, marketing research, and marketing mix, which makes it necessary for the marketing industry to modify their operations to be able to meet the desires of the customers. 
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