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[bookmark: _Toc84996207]Introduction:
Marketing is the process of maximizing the return of the shareholders by developing relationships with valued customers and creative competitiveness in the market. Marketing helps to develop relationships between customers and producers through providing quality products at a competitive price. People wants to buy quality product at a lower price marketing enables them to buy their expected product at a reasonable price. Business organizations have to prepare marketing strategies to reach consumers (Faisal, 2016). Multinational companies expand their business in new countries they need to consider business strategies of rival business organizations. Marketing mix is a foundation model for business marketing. It was developed in early twentieth century.  
[bookmark: _Toc84996208]Effective marketing strategies:
Effective marketing strategies ensure positive growth of sale in a business organization. Multinational companies develop marketing strategies based on the nature of consumer culture in a country. The management of marketing needs to consider marketing environment before formulating marketing strategies. Business organizations needs to assess their capacity before entering in new market otherwise they may not compete with the rival organizations. Consumers want quality product at a competitive price marketing strategies should never compromise with the quality of the consumers.
[bookmark: _Toc84996209]Marketing environment: 
Marketing environment plays an important role in formulating marketing strategies. There are two forces in marketing environment they are internal forces and external forces. Internal forces refer to the business strategies within a business organization. It includes leadership styles, production process, employee management relationships. Business organization needs to consider the capacity of marketing departments. Business organization should form team to address the problems in new markets and enhancing the capacity of existing market. External forces of marketing refers to the consumers culture, rival business strategies etc. Consumer culture of area is shaped by the local culture. Business organizations need to assess the consumer’s habit and purchasing capacity to penetrate business in a new market. On the other hand, business organizations need to compete with other rival organizations to do business in a market. Business organizations have to assess the business studies of other rival organizations to formulate marketing strategies in a particular market.
[bookmark: _Toc84996210]Segmentation: 
Business organizations needs to target a particular group of people based on their purchasing capacity as it is not possible to grab all the segment of consumers at the same time. It will be risky to target all the segment of the consumers as it needs huge investment. It is not possible to provide all the segments of products in a market (Hassan and Craft, 2012). Business organizations need to find strong zone for the Segmentation reduces the risk. It also helps to develop loyal customer as through this process business organizations provides quality products at a competitive price to attain trust of consumers. If business organizations successful in attaining the trust of consumers they may expand other segments (Rakita, 2016).
[bookmark: _Toc84996211]Targeting: 
Business organizations needs to target a market based on organization’s internal capacity and the nature of consumers. Business organizations need to target a group of consumers based on the market assessment. Business organizations need to assess the purchasing capacity of consumers. Based on purchasing capacity they need to select the nature of product to sale products in the targeted market. Internal capacity of the organization plays an important role in this respect as without capacity it may not compete with the rival organizations. Business organizations need to launch products which will be compatible with market demands (Hassan and Craft, 2012).
[bookmark: _Toc84996212]Positioning: 
Business organizations need to provide quality products to the consumers. It would help them to gain consumer trust. Multinational companies often develop strategic -partnership with local business organization to create position in the market. Loyal customer is considered as an asset for every business organization. Multinational companies utilize these loyal customer of local partners to sale their products. It ensures smooth market penetration of product in a new country. Marketing team needs to develop trust among the consumers. It will help consumers to create position in the market. Marketing team needs to prepare strategies to compete with other organizations (Hassan and Craft, 2012).

[bookmark: _Toc84996213]Marketing mix:
Business organizations need to depend on marketing mix in order to prepare their marketing strategies. Business organizations should assess market conditions before starting marketing in new market place. Marketing mix addresses all the aspects of marketing through assessing people, product, price, place, promotion, physical evidence. 
Product: A product can be defined as the item which satisfies consumer’s needs. Product is a substance that is bought by the consumers through payment. Products can be both tangible and intangible. People get service in returns of money. Business organizations need to produce products on the basis of customer feedback otherwise they cannot attain consumer trust. 
People: People are considered as an important element in the marketing mix. Marketing organizations needs to manage the workforce properly otherwise it will affect the productivity of the employees. On the other hand the satisfaction of consumers is the key to sustainable business growth. Marketing strategists need to recruit diverse workforce to address the consumer culture of different parts of the world. Business organizations 
Promotion: Promotion can be defined as marketing communications. Marketing needs to promote the quality of products among the consumers through electric and print media. Promotion provides information about the usefulness of consumers. Promotion helps business organization to represent their products characteristics to the consumers. It helps consumers to take decision about buying products (Joseph, 2020). 
Places:  Price refers to the amount a customer pays for a product. Business organizations sells price in different parts of a country. They need to understand the consumer demand of from a certain place to sale their products. Any place where trade is conducted can be called as market place. Online platform can be a market place for the business organizations.
Price: The price of a product depends on the demand and supply of that product in the market. The price of products is prepared on the basis of production cost. Business organizations take a percentage of profit on the cost of production then they deliver them to the consumers. Business organizations can provide different discounts for the consumers to attain greater market share in a competitive market (Joseph, 2020).
Process: Business organizations follows different processes to sale their products. Business organizations need to bring accountability in the supply chain system. They can deliver product direct to the consumers or through thirds parties. Process helps business organization to supply quality product at a competitive price (Joseph, 2020). 
Physical evidence: Every business organization has their unique symbol which differentiated them from other organizations. This unique physical evidence helps people to identify their expected price. It helps to create brand value for other organizations. Patent of a product can be called as a physical evidence of an organization.
Marketing mix are the above tools which are used by the business organizations to achieve marketing target in a certain market. Marketing managers can strengthen `their operation through marketing mix. It increases adaptability in new market. Marketing mix strengthens the competitiveness of organizations. It ensures all the internal departments of the enterprise work closely together to achieve marketing target (Jiménez-Marín, 2018).
[bookmark: _Toc84996214]Conclusions:
Marketing ensures sustainable growth of business organization through developing relationships with consumers. The strategies of marketing are aimed at consumer satisfaction. Marketing enables producers to develop relationship with consumers. Marketing works as a link between consumers and the producers. Multinational companies develop strategic partnership with local companies as it is difficult for them to understand local culture. Local culture plays an important role in shaping the consumer style of local people. Multinational companies develop relationship with local market leaders to utilize their loyal customer. Loyal customer is essential for launching new products.
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