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The benefit of an effective marketing process to an organisation, including the role of the marketing mix

[bookmark: _5du0zmx8iygh]Introduction
This essay will explore what marketing is, benefits of marketing to organisations and customers, critical roles of marketing within an organisation, evolution of marketing functions, and the role of the marketing mix in an organisation. The core difference between CIM and AMA is that CIM emphasises on customer requirements but AMA emphasises on delivering values to the customers (Evans and Laskin, 2020). The importance of understanding the needs and wants of customers is essential for an organisation to grow. Organisations need to understand and have a better process to manage their marketing functions and manage their customers properly. 
The benefits of marketing for an organisation and customers are huge considering the fact that an organisation has to pause this from its self uniquely in a certain market place in this era to grow and survive while creating values for the customers. Excepting technological advances, organisations nowadays can leverage the virtual market place to serve its customers while achieving its own ultimate goals (Grönroos, 2020) For example, Starbucks is now more advanced by integrating innovative software systems for employee, customers, and supply chain management. Enhanced market research and paying attention to new product development while integrating IMC is necessary for organisations (Elbe et al., 2019). This helps organisations to build profitable relationships with customers while helping grow the organisation strategically. 
The marketing functions are extremely important for the survival of an organisation as the rules of marketing within an organisation keeps the flow of operations seamless (Sanchez, 2021). Again, the need for service marketing is important as it helps identify customers' problems and help provide solutions for those problems. 



The evolution of marketing mix is extremely important for this era considering the fact the 7P’s of marketing mix addresses those were not addressed in 4 Ps of marketing. The first mention of marketing mix was in the 1940s by a reputed Harvard Professor (Ringold, 2020). Without proper marketing mix strategies, a business entity or organisation cannot function properly as marketing mix strategies make an organisation unique from others in the market. 
Again, the history of marketing mix suggests that organisations should devise proper strategies for their marketing mix. Evidently, marketing mix strategies make business organisations unique from each other. The development of marketing mix strategies over several decades starting from the 1960s has helped organisations to create unique competitive advantages over their competitors (Londhe, 2020). 
[bookmark: _9oe2pgwci37z]Overview of marketing process
There are in General five strategic marketing processes that can't help an organisation or business entity to achieve success and become sustainable in the long run. First step is to plan the mission, goals, and objectives of an organisation. This must be specific, measurable, aspirational, realistic, and time bound. 
The second step is to analyse the industry positioning. SWOT analysis can be helpful for this. The third step is to establish marketing tactics and it is extremely essential (McCarthy et al., 2019). Devising the strategies for product, price, promotion, and place is extremely necessary. The fourth step is to put everything to work so that the overall process is executable and promising enough to create necessary values for the organisation. 
The fifth and the most important step is to evaluate, modify, and repeat for further value creation and management of the organisation. There is no alternative to monitor and evaluate the overall marketing process and bring necessary modifications to it and repeat the redefined process again to fulfill the purpose of the organisation (Cohen, 2020). The necessity of a proper marketing process is huge considering the fact that without it a business organisation cannot survive in today’s competitive marketplaces. 



[bookmark: _6v9y7mlv8mkn]Objectives
Setting objectives for an organisation is extremely important. For example, Apple could not reach its current state as an extremely demanded business organisation without definitive objectives (Borden, 2020). Toyota could not be a global conglomerate with its operation in almost all the countries and huge global market share without definitive objectives. Marketers spend their time and energy into extensive market research while facing many challenges and finally finding out all the opportunities they can leverage for the organisations (Constantinides, 2020). After that, marketeers set the objectives for specific organisations to become prepared to leverage those opportunities and achieve their overall goals. The objectives must be specific, measurable, aspirational, realistic, and time bound. 
[bookmark: _ttinqzuz7q4s]Strategies 
Strategy means the set of rules and regulations devised by the managers to perform specific tasks in a business organisation in a systematic and proper way so that expected results can be achieved efficiently (Van Waterschoot and Van den Bulte, 2020). Strategies help to achieve sustainable solutions to the problems at hand. Strategies that help solve corporate problems are corporate strategies that are oriented towards bringing efficiency and effectiveness in resolving different scenarios in corporations. The necessity for strategies foreign business organisations is endless considering the fact that a business organisation cannot survive or function properly without having strong corporate strategies under its hood (Gronroos, 2020). For example, Apple is now leading the laptop industry globally because of its excellent strategy of manufacturing the most durable and user-friendly laptops. Porter's competitive strategy can be differentiated into ways that are scope and the source of competitive advantage. Cost leadership and differentiation have broader scope and cost focus and differentiation focus have narrow scope for finding competitive advantages. 
STP means segmentation, targeting, and positioning. For a business entity that is manufacturing products and creating services and providing the services to the potential target customers, analysing the available customer groups and targeting the most potential and important groups of customers are the most significant tasks for a business entity. Without targeting the most potential customers, no business organisation can exist (Noble and Mokwa, 2020). On the other hand, a business organisation has to position itself in the market with its unique business propositions and it's promise to create the most superior values for its customers. Therefore, it can be stated that the existence and survival of a business organisation is solely dependent on the customers and to capture the customers, STP analysis is mandatory.
The importance of marketing mix for an organisation cannot be denied considering the fact that marketing mix strategies are unique for every business entity. Along with the traditional marketing mix strategies, service marketing mix strategies are equally important as this help identify different customer centric problems and help provide the solutions in the form of services and products also to the customers (Noble and Mokwa, 2020). Evidently, marketing mix strategies make business organisations unique from each other. The extended marketing mixes are people, physical evidence, and process. These three marketing mix strategies help and feed the organisations in the most unique ways. For example, robust and spacious Apple stores are so unique that they can be easily identified. Again, the manufacturing process of Tesla will vary from other automotive manufacturers so it is easily visible. 
[bookmark: _ifq4gne70vx6]Implementation and control 
After creating an effective and efficient marketing process and devising all the necessary marketing strategies, a business entity has to implement everything according to a precise and systematic plan. A business entity has to create a timeline, budget, and an executable action plan where the available resources will be allocated proportionally to ensure that the manufacturing process or the service delivery process is seamless enough to create enough values for their customers and help grow the business entity (Smith, 2021). All these are important that can be understood from the following example. In 2021, many technological companies suffered shortage of chips to manufacture their products as there was a global shortage and these delayed their actual timeline of overall operations. Therefore, they are action plan, resource allocation, and budget well also affected. Therefore, if they had a more flexible timeline to manufacture the product and deliver their services to the customers, they could avoid such complications amid the global chip shortages. 




After successful implementation, setting up proper measurements for control and monitoring is extremely important considering the fact that a business entity will want to measure its performance and work on it if there is any lack of performance or gap of performance (Sanchez, 2021). A business entity usually sets up different performance metrics in terms of finances, customer acquisition attention, growth rate, and even sometimes how valuable the company is in your industry (Evans and Laskin, 2020). A company can set up certain KPI to measure the overall performance. If you financial KPI could ROA, ROI, and ROE, etc. For example, companies such Google, Facebook, Twitter, and, Netflix, etc. set KPIs for maintaining the employees’ level of satisfaction as well as customers’ level of satisfaction. 
[bookmark: _hjttsdxxrnom]Conclusion
The overall essay has explored different aspects of the marketing process including the rules of marketing mix strategies. These help and please this organisation to identify its cells in a competitive market place while creating unique values for its customers. Marketers always emphasise on these as these are extremely essential for a business entity to create unique propositions for their customers while having advantages over the competitors to survive in the long run. Therefore, it can be concluded that the benefits for an effective marketing process and proper marketing mix strategies are endless. All the business organisations must be very invested in these aspects. 
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