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[bookmark: _Toc70793757]Introduction
Strategic marketing is a step-by-step process that helps in identifying and reaching the marketing goals of an organisation. Processes and stages of marketing involve setting specific goals and objectives, understanding the marketing environment, identifying the customer needs, and formulate the marketing strategies based on the marketing mix model. Each step within the processes and stages of marketing plays a vital role in ensuring effective marketing performance. This essay critically analyses and evaluates the stages and processes of marketing including the application of Segmentation-Targeting-Positioning and Marketing Mix using the example of EasyJet.
[bookmark: _Toc70793758]Processes and stages of marketing
According to Blythe and Megicks (2010) marketing is the process through which companies create value for the customers and develop a strong relationship with the consumers. For creating value, the marketing activity relies on a marketing plan which is executed through certain stages. The first step within the marketing process is to formulate the mission which an organisation aims to achieve. The second stage of the marketing process understands the market as well as the consumer needs. In this stage, external environment and situational analysis are conducted for identifying the market opportunities. The next step after conducting the situational analysis and identifying the opportunities and threats is to develop a market plan or marketing strategy (Wilson, 2010). After developing a marketing strategy, the marketing mix is applied and finally, it is implemented and controlled for optimum results. 
[bookmark: _Toc70793759]Role of marketing environment and situational analysis models
According to Brennan et al. (2007), understanding customer needs and demands is vital for building a value-driven relationship with the customers. Customer needs can be identified through an overall analysis of the market. The marketing environment can impact business decisions. The initial market research involves situational analysis that helps in understanding the potential customers, evaluates projected growth, examines the competitors and also examines the business. Understanding the marketing environment is essential for understanding the product or service which can prove to be lucrative in the market, the nature of the customers and situational analysis helps in structuring the marketing plan. According to Wilson (2010), situational analysis helps in understanding the strengths and weaknesses of a business, the challenges that the business can face within a market and the internal resources and external competition in the marketplace. The situational analysis provides an objective view regarding the capabilities of the business, the profile of current and prospective customers, industry trends and the position of the business within the marketplace. 
For conducting situational analysis both the external environment and internal environment of an organisation need to be analysed. Situational analysis models involve PESTLE for understanding the macro-environmental forces that affect a business. A primary PESTLE analysis helps in identifying the overview of the specific market into which a business will operate. It helps in understanding the beneficial and challenging aspects of the marketing environment (Brennan et al. 2007). The next situational analysis model which is used is the 5C model which takes into consideration the company, customers, competitors, collaborators, and climate. The 5C model provides a holistic scope of analysing the product line of the company, image in the marketplace, and effectiveness of the company in achieving the goals by analysing the company. A thorough analysis of customers helps in identifying the audience, market size, growth of the customer base and customer motivators. Analysing the competitors helps in identifying the direct, indirect and future competitors along with their product and market share. Finally, analysing the collaborators is helpful for suppliers, distributors, agencies, and partners and the way they can be effective in developing the business. 
Blythe and Megicks (2010) noted that situational analysis helps in identifying the opportunities and threats from the external and internal factors. SWOT is another model which is used in the situational analysis for identifying the strengths and challenges that a business can face. SWOT brings forth the internal strengths and weaknesses along with the opportunities and threats posed by the environment of the market. This model is effective in developing strategies based on the strengths and opportunities as well as weaknesses and threats. 
[bookmark: _Toc70793760]STP and marketing mix
In the stages of marketing, after understanding the market environment and the opportunities and threat, it is vital for determining the consumer segments that a company aims to target. Moutinho (2000) noted that organisations can be benefitted from designing a customer-driven marketing strategy and for a customer-driven marketing strategy it is vital to select customers to serve which means defining the target market for the company and the next step is deciding the way of serving the customers which can add value and it requires determining the value proposition (Restrepo, 2003). Identification of the opportunities through the analysis helps in reaching the next stage of devising a marketing plan which specifies the target customers and describes the way of reaching the target customers. 
Kotler (1994) suggested that segmentation, targeting, and positioning is the essence of strategic marketing. S-T-P is used by the majority of companies for identifying the target customers. 
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Figure 1
(Source: Smartinsights.com. 2021)
The above figure illustrates the process of STP which can be explained with the example of EasyJet. 
Market segmentation 
Segmentation is a process that involves identification of the segment, selection of segment and creating a marketing mix for the segment. Segmentation can be done based on the personal characteristics of the customers which include personal attributes, demographic factors, lifestyle factors, and psychographics (Restrepo, 2003). It enables the marketers to define different consumer groups based on demographics, psychographics, behavioural, and benefits. EasyJet operating in the airline industry uses psychographics and lifestyle factors for segmentation and along with that the company also considers the benefits sought by the consumer groups. In terms of demographic characteristics as a low-cost carrier, EasyJet targets consumers over 40 for international carriers and for domestic flights within the UK they consider younger customers (Hua, 2021). As LLC it targets the middle class and lower-middle-class traveller groups. The segments for EasyJet include domestic travellers, travellers paying for their trips, travellers with frequent and shorter trips, business travellers, and independent business travellers.
Targeting 
The second stage is targeting which means determining specific segments which would be a focus on the comprehensive marketing programme. EasyJet's pricing and benefits indicate among the low-cost airlines they target customers whose average socio-economic position is higher than the customers targeted by its competitors (Hua, 2021). EasyJet mainly targets customers who are independent and pay for their travel, prefer shorter and frequent trips. The primary target market of EasyJet is budget-minded business travellers for European flights. EasyJet has further targeted the leisure travellers who make frequent and short trips across Europe. 
Positioning 
According to Restrepo (2003) after selecting the target market, positioning objectives need to be developed for determining the value proposition in the market. Positioning ensures that a brand occupies the appropriate spot in the market. The following figure illustrates EasyJet’s position in the market compared to the competitor airlines. 
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Figure 2: Positioning map of EasyJet
(Source: EasyJet &Ryan Air: A Marketing Audit. 2021)
EasyJet operates as a low-cost carrier and it has positioned itself in the market as standard quality and low-cost short-haul carrier (Johnson, 2010). In 2011 the company repositioned itself in the market for changing its brand image for connecting people.
Marketing mix 
Išoraitė (2016) noted that a marketing mix is a marketing strategy tool that is used for reviewing and defining the key issues that influence the marketing of a company's products and services. The traditional marketing mix is comprised of 4Ps which are product, price, place, and promotion. For pursuing the marketing objectives in the target market, firms use a marketing mix. In services marketing, an extended 7Ps Marketing Mix is used which can be illustrated by application on EasyJet.
Product 
EasyJet offers budget flights, short-haul carriers, App-based booking, and standard quality flights at low prices. The services that EasyJet offers include boarding and onboard services, flexible fare which includes unlimited date changes, fast track security, and speedy boarding, EasyJet Business which offers allocated seating and EasyJet plus which offers business hotels and accommodation options along with flight bookings (Easyjet.com. 2021).
Place 
EasyJet uses both online and offline sales channels for flight booking and scheduling. The distribution channel includes online booking portals, websites, global distribution systems, mobile application of EasyJet (Easyjet.com. 2021). Initially, EasyJet had a national call number through which consumers across the globe could connect to EasyJet without revealing their geographic location. Later the easyJet.com was developed for booking trips and the airline generated more than 85% of sales in 2013 from the websites (Hua, 2013). Apart from that, the mobile app also helps in generating a significant number of sales. 
Price 
EasyJet uses a cost-leadership strategy and offers low-cost budget flights to the passengers. The pricing strategy of EasyJet is following the competitors as the majority of the competitors provide low-cost flight options within Europe. EasyJet aims to offer value for money (Hua, 2013). The low-price strategy has provided the company key advantage while competing with the full-service airlines. 
Promotion 
The promotion strategies of EasyJet involve using both traditional and digital strategies which focuses on price and punctuality. Initially, the company used extensive PR and advertisement-based promotion campaigns focussing on the message of affordability. The company chooses different media channels and aims at achieving the best media coverage at the lowest cost. In 2011 the company used two campaigns 'Generation EasyJet' and 'Europe by EasyJet' for repositioning the brand in the market (Hua, 2013).
Physical evidence 
Despite its online presence and mainly app-based operation, EasyJet is booked through travel agents in the airports. Physical evidence also involves advertising in different stores such as Sainsbury’s.
People 
EasyJet employs approximately 14,000 employees. EasyJet ensures optimum satisfaction of the employees and it does not have a hierarchical structure (Careers.easyjet.com. 2021). The organisational culture is customer-centric and the people within EasyJet focus on delivering the best quality, friendly services to the customers. The human element is vital within EasyJet and the 'one team' approach is promoted within the organisation. 
Process 
The processes of EasyJet include both online and offline operations for managing the bookings, scheduling, and communicating with the passengers. Currently, the process of booking and on boarding can be done through mobile apps and the website. 
[bookmark: _Toc70793761]Conclusion
The processes and stages of marketing help a company from the formulation of objectives to devising effective strategies for reaching the objectives. Each of the steps within the marketing process plays a vital role in understanding the marketing strategy that can generate value. EasyJet has effectively utilised the S-T-P model for identifying different consumer segments and target market which is profitable for the company. EasyJet has focussed on business and leisure travellers with its low-cost pricing strategy and leveraged on the opportunity of short-haul carriers operating within Europe. The marketing mix of EasyJet has revealed the company's effective use of the product, price, place, and promotional strategies in line with the need of the target consumers. 
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