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INTRODUCTION

Marketing mix presuppose numerous areas of focus as a segment of a complete marketing plan. The work often refers to a similar category of four P's: product, price, promotion, and placement. Successful marketing often reaches a broad range of areas instead of focusing on one message. Doing this will help to reach far to all the customers, and by remembering the main four P's in mind, marketing expertise is mainly concentrated on the things which matter and is important to include for marketing mix (Thabit and Raewf, 2018). ASOS plc is an extravagance and beautifying agents retailer situated in the United Kingdom. The business was established in London in 2000 and provides food fundamentally to youthful grown-ups. Concentrating on the marketing mix helps the company to make different types of strategies for decision-making only when it is being set in the motion of the current products or the old production in the market. This report discusses the different processes of marketing and the steps of marketing and its different stages of marketing used for effective marketing and briefly explains the role of the marketing mix.

PROCESSES OF MARKETING
There are a total of 5 different steps of the marketing structure where clients and marketers are regarded as valuable catch esteem from clients consequently.
 
Step 1: Gain a thorough understanding of the market and the needs and desires of your customers.
It is crucial to build want-satisfying marketing giving and value-laden client relationships, it's critical to understand the client's needs, desires, and demands. (Pieters, 2017). ASOS Marketing Mix investigates the brand/organization and talks about the ASOS showcasing approach, which incorporates the 4Ps, Product, Price, Location, and Promotion. Several marketing methodologies, such as product or service creation, marketing venture, and customer experience, have added to the brand's turn of events. This raises long-term clients equity for the organization.
Needs- Conditions of felt hardship
They involve physical needs for a necessity like clothing, shelter, food and the need for knowledge and self-expression. Advertisers are unable to adjust these conditions because they are a required part of human markup.
Wants- Community and individual character form the forms of human necessities.
The general population shapes one's desires, which are then portrayed in terms of things that can meet those needs.
Demands- Human requirements that are backed up by buying power.
Individuals order goods with incentives that add the most value and fulfilment based on their desires and finances.
Step 2: Creating A Customer-Focused Marketing Strategy
Concentrate areas for designing a marketing strategy:
       Choosing clients to serve -  the organization decides who to serve and divide the market into fragments of the clients. 
        Picking an incentive - they decide how to help the clients. That is how it has a different place in the market.
 
Step 3: Building an incorporated promoting plan that conveys the prevalent worth
The organization market strategy indicates which clients will help the organization to create value. The marketer creates a different marketing plan to increase its value to attract clients. It includes the company's marketing mix (4Ps) and the putting of marketing mechanisms the company uses to utilize its marketing strategies (Kose and Sert, 2017). The marketing plan develops clients' relationships by upgrading the strategies into activities. 
 
Step 4: Develop Profitable Relationships
The relationship of client management is the complete procedure of building and maintaining profitable client’s relationships by providing premium clients with importance and satisfaction. It aims to create a high client's worth, the complete mixed client’s lifetime value of all its clients.
 
Step 5: Catching Value From Customers
Clients relationship management main aim is to create high clients worth. The more loyal clients to the organization's profitable clients, the more is the clients worth. The client's worth helps in bettering the way of the performance of the marketing shares. The marketers cannot develop the clients worth and develop the clients' relationship by itself. They need to work hard to develop the organization departments and their partners outside the organization.
 




STAGES OF MARKETING
In following the advancement of advertising there can be four stages that can be distinguished are as followers:
Production Orientation
Product orientation is based on the premise that every high-quality product should be marketed. According to Jean Baptiste Say's Rule, the development of the product develops and the main reason which develops a market is the product produced. ASOS is a main design online business retailer settled in the United Kingdom. ASOS is an online retailer that offers attire, adornments, and excellent things straightforwardly to clients. It tends to be purchased on the web or using an application. So, production orientation is a normal approach of any firm that is mainly focused on the manufacturing and production procedure. In the production orientation approach, the company concentrates and creates products based on its type of goods than what the client wants. Sometimes, due to this approach, a current product fails in the market which creates problems in the approach.
Product Orientation
A product orientation is the orientation of the organization's main concern on the product alone. Therefore, a product-oriented organization puts in its best efforts on producing quality products and changing them into the correct price so the client distinguishes the organization's products and buys them. A product orientation is a philosophy that is used in the firm which was incorporated before the 1920s where there was no complication in the product creation and the main concern was on the creation of a good quality product (Deepak and Jeyakumar, 2019). The main fundamental equipment of the product orientation involves product researches, creating new products and concerning the quality of the products.
Sales Orientation
Sales orientation is a firm model that mainly concentrates on making the best quality products and services without thinking about what the clients may like, what its preference may be regarding liking any product. Mainly the meaning of the approach is using harsh methods, aggressive out of boundary sales tactics and marketing promotions to steer revenue (Kushwaha and Dubey, 2018). The sales orientation mainly depends on the nation and the idea that all types of people are potential clients and if the organization can make the best product for a reasonable price, then the organization can easily steer the sales. ASOS has a wide assortment of things that range the value range. The merchandise on offer is great, however at a lower cost. As for the company's sales department, it is important to convince the clients to buy and sell them the products they need.
Marketing Orientation
Market orientation is an approach to the firms that sequence indicates the wants and desires of the clients and developing products and services to meet their needs. The organization that a market orientation consists of the requirement of their target market as a critical part of the research and the development (R&D) for the recent products.



ROLE OF MARKETING MIX
The marketing mix has been a fundamental theory of marketing textbooks for more than 50 years. The roles of the marketing mix help in benefiting the study of both the study and practice of marketing.
As a learning tool
One of the barriers of the traditional 4P’s marketing mix is that it is very simple, it's a good approach for learning about marketing. Marketing students are mainly introduced to the subject of the traditional marketing mix in their main marketing studies (Lahtinen, Dietrich and Rundle-Thiele, 2020). It is mainly one of the first subjects which are taught to the students pursuing marketing as the main subject.
Flexible options
There is no ideal marketing mix, due to the limitless mix of all the different elements which are included in the marketing mix. Similar products have different types of marketing mix for different types of target markets. Also, the marketing mix is never constants it keeps on changing and adopting different types of needs and environment which will suit its purpose. But one constant thing is the various elements of the marketing mix should not allow the company to use other directions. They should consider one position within a specific market fragment.
Create customer value
By following different types of four components of the marketing mix, a company will also be able to develop a new value for its different clients and to communicate to them with the integrated approach.  Clients will always consider this value in the quality of the product, its given price and given the discount, through the quality of the distribution and its positioning and finally its advertising commercial programs and campaigns.
Highlights the border scope of learning
For many years marketing was mainly associated with simple advertising and promoting its product. The important 4P's of the marketing mix structure, despite the clear highlights of the promotion which is simply as important as the four elements. At the centre, a commodity is part of the marketing mix. (Alqahtani, 2020). For without the gift of products, it is not possible for the company to give up any value to an important client and the company can't develop a sudden profit for itself without any initiative.
A handy checklist
The marketing mix is very easy to handle in the top-level checklist of the main components for any important marketing program. When a marketer creates its marketing strategy and others by documenting its plan, the marketing mix can also act as a complete checklist to make sure it is considered the broader aspect of marketing.
 




CONCLUSION
All the important components of the marketing mix influence each other. They help in making the company's strategies for a firm and handle it in the right way, and can be effective. The marketing mix needs a lot of knowledge regarding marketing research and consultation with other manufactures. This report discusses the meaning of the marketing mix and its importance, it briefly takes about the five marketing processes influencing the marketing. Its main four stages of marketing take about its production, product, sales, and marketing orientation. It discusses the role of the marketing mix. ASOS believes in great style without sacrificing the environment's or animals' well-being. They founded the ASOS Foundation, which has partnered with several organizations to carry out charitable work in India, the United Kingdom, and Kenya. The marketing mix is a concept of understanding its main 4P's and also its function. The marketing mix is a type of approach having different strategies regarding any new products or existing production coming into the new market or existing market. Clients are the most important elements for the popularity of a band and increasing its productivity in the company.
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