
MODULE CODE: LCBB4004
MARKETING FUNDAMENTALS

Assignment Title: The Marketing Process

Topic: The Benefit of an Effective Marketing Process to an Organisation, including the Role of the marketing mix.


Student ID: 2029732
Student Name : George Valentin Priboi
Lecturer Name : Efua Adams
[bookmark: _GoBack]
Word Count: 1500



The marketing process involves multiple factors like understanding the marketplace, evaluating customer demand and wants, developing organisational objectives, creating an integrated marketing plan, building profitable interpersonal relationships with stakeholders, and capturing customer values (Punjaisri, 2017). The marketing process and Role's whole activity provides multiple benefits like avoiding uncertainties, developing reality base objectives, developing coordination and communication channels, enabling successful marketing operation, minimising risk, and maximising the organisation's profit margin. Besides these, this study also evaluates the Role of the marketing mix and the impact of another business environment on the organisation's success. 
The marketing process refers to the series of activities by which an organisation identifies customer problems, evaluates market opportunity, develops materials of marketing or potential solution to reach the desires, or target customer is called the marketing process. To identify customer problems and satisfy their needs, the organisation follows a model of multiple steps like situation analysis, develop organisational mission or objective, create the dynamic strategy, implement model or system, and control overall activity (Hanssens, 2016). All these procedure or approach helps the organisation to meet customer demand, develop products, and other benefits to ensure the organisation's sustainability.  
Situation analysis provides multiple types of benefits as if it is the foundation of the marketing plan and correctly evaluates internal and external factors of business that have a crucial impact on organisational performance (Bocconcelli, 2018). It helps authorities to identify insights or influencer factors in future. During situational analysis authority, highlight the macro-environment, porters the five forces model, and SWOT analysis of the organisation (Othman, 2019). Based on situational analysis, sources develop organisational missions and objectives. For example, Starbucks focus on the human spirit, neighbourhood’s relationship, administrative innovation, scheduled for delivery, agile marketing, effectiveness, and efficiency in productivity and sustainable profit margin of the organisation. 




Authority ensures PEST, SWOT, and 5C'S analysis, which helps an organisation, knows about organisational capacity. For example, Starbucks develops SWOT analysis to know about organisational strengths, weaknesses, opportunities, and threats. It provides guidelines to overcome weaknesses and threats and utilise opportunities and strengths of the organisation (Kireev, 2016). 5'c helps the organisation know about business climate, employee collaboration, customer engagement, competitor's analysis, and the company's strategical capacity. PEST analysis provides benefits to understand the political impact, economic condition, social impact, and supports of technology for better outcome of the organisation. 
A marketing strategy provides benefits of dynamic plan development, achieving sustainable organisational goals, and the long-term productivity of the organisation (Luxton, 2015).  For sustainable growth and engagement of marketing organisations, focus on targeting, market segmentation, positioning, and marketing mix. Besides, it also helps the organisation to develop marketing goals and is effective for the organisation. 
Marketing mix refers to the collection of multiple marketing activities like product, price, promotion, and place or distribution management. The marketing mix process focuses on product development, pricing strategy, creating distribution channels, and unique promotional activity (Datta, 2017). All these help organisations to ensure effective cost management, sustainable budget development, utilise organizational opportunity and increase productivity. 
The implementation stage of the marketing process develops an influential Role of execution to ensure the organisational outcome. The organisation ensures employee engagement, applying marketing and production plans, providing employee motivation, and creating a backup plan to reach the ultimate corporate goal (West, 2015). After the implementation stage, the organisation focuses on control and tries to ensure the best outcome. Authority develops standard or benchmark, compute organisational output, and compare the result with the standard benchmark. If any gap arises from the expected outcome, authority creates supportive or corrective action to achieve the ultimate goal. 
Effective marketing process refers to the evaluation of all business factors, which support marketing strategy to achieve the potential business goal of the organisation. Effective marketing process provides multiple benefits of the organisation like highlight organisational capacity, possible objective, cultural engagement, workplace environment, corporate resources, employee skills, experience, and advancement of technology for sustainable and competitive productivity (Rowley, 2016). It highlights market size, segment, buying process, market trends, customer buying habits, level of customer satisfaction, and perceived value from the organisational product.  It also helps to evaluate competitors' current and future prospective aggressiveness, product variety, market share, brand values, strengths, weaknesses, opportunities, and threats points (Blut, 2018). Besides, the Effective marketing process also provides market insights, government perspective about existing business, business regulation, social and cultural impact on business, technological support in future innovative product and business economic conditions like inflation, cash-burning ration, market interest rate etc. (Karjaluoto, 2015). Effective marketing process supports objective development, evaluation of customer experience, support of potential new media, change of business model or adaptation of unique business situation, profit, and wealth maximising process, creating a market calendar and boosting overall selling of the organisation. 
Effective marketing process provides benefits of re-examining old assumptions and ideas. Since market reaches the new place and bring huge change, everyday organisation skip old one. However, sometimes old beliefs and assumptions provide a unique outcome of the organisation and get a tremendous response (Wang, 2018). The marketing process gives this opportunity to re-evaluate old ones, create little change, adjust new situations, and develop individual policies and portfolios. 
It helps to minimise risk and maximise the profit margin of the organisation.  Since the marketin process is a research-based market-oriented process, it considers all relevant factors like marker place, competitors, target market, potential audience, and other business factors and perspectives that can affect business outcome (FuiYeng, 2015). The research-based development motivates authority to develop a unique marketing strategy, which minimises the organisation's risk and ensures sustainable productivity. 
An effective marketing process boosts the employee's accountability and responsibility. Employee ensures potential engagement and progresses towards performance. Organisation provides adequate technical, financial, and physical resourceful supports to the employee for reasonable opportunity utilisation (Dereli, 2015).   Besides, it also helps to bring proactive behavioural change, effective planning, and tracking results, allow agile projection, and adjust the potential shift in a business situation.


Effective marketing process brings sustainable competitive advantage. Only high growth firms use the marketing plan process and exploit dynamic marketing strategies to ensure the remarkable outcome. It increases brand visibility and reputation, improves brand recognition and awareness, and creates loyalty, trust, and positive attitudes within customer minds (Išoraitė, 2016). It promotes communication channels, customer, and supplier's engagement, generates demand for the product, develops a new target market, and ensures high customer satisfaction. 
Marketing mix refers to the collection of multiple marketing tools by which authorities develop potential objectives for product development, promote product selling, and ensure employee engagement for making profitable business decisions. Marketing mix engages with product, price, promotion, and place or distribution system. The completely marketing mix process provides potential supports to develop an effective marketing process and achieve the organisational goal (Urbancová, 2017). The marketing mix plays multiple Roles like evaluating organisational strengths and weaknesses, establish organisational adaptability in the competitive market environment, and improving interpersonal relations and collaboration with partners, departments, and other potential stakeholders of the organisation. 
Under the Role of marketing mix organisation, develop a potential product, life cycleway to meet the need of the customers. During creation, create organisation also focuses on product packaging, company image development, product warranty, brand name, after-sale service, quality development, and customer satisfaction. Besides, they also bring a new product; engage research, and development programs to meet customer demand. Pricing highlights the way by which organisations set product prices (Babin, 2015). Based on product needs, customer income level, and overall cost structure, authority develops pricing strategy. Promotion refers to how the source develops public consciousness and reaches the message about the product to the potential customer. Organisation uses sales promotion, advertising, commercial add-in T.V., trade fair, internet ads, public relations, and personal selling to grow the sale margin. Under place or distribution system, authority promotes unique channels to ensure customer access to the product. Warehouse, distribution centres, inventory decision transport, franchise and online business and delivery performance develop crucial engagement with customer and organisation (Wu, 2018). Besides, these marketing mixes play a Crucial Role for sales development, growth of reputation, audience engagement, loyalty program development, knowing the marketplace and work environment, unique product offering, effective marketing planning and execution, cut down cost, promotes the product in the remote corner and develops global customer connection by using international business environment. 
Marketing mix refers to the collection of multiple marketing tools by which authorities develop potential objectives for product development, promote product selling, and ensure employee engagement for making profitable business decisions (Dangelico, 2017). A marketing strategy provides benefits of dynamic plan development, achieving sustainable organisational goals, and long-term organisation productivity. Marketing mix engages with product, price, promotion, and place or distribution system. The whole process of marketing mixes like product development, pricing strategy, promotion, place, people, process, and physical evidence provides potential support for developing an effective marketing process and achieving organisational goals. Besides, these marketing mixes play a crucial role in sales development, reputation growth, audience engagement, loyalty program development, knowing market place and work environment, and unique product offering to the target customer. 
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