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[bookmark: _Toc1]Introduction
Marketing is a mechanism in which the goods are made, distributed and shipped from manufacturing to the customer. In other words, this is a way of making and sharing useful goods with others so people and communities satisfy their needs and preferences. Marketers or administrators have to plan both procedures and systems in order to reach their target consumers and win market share (Kotler and Armstrong, 2010).

[bookmark: _Toc2]Process and Stages of Marketing
A systematic sequence of measures to help you identify and accomplish your targets is the strategic marketing process (Hair et al., 2014).
Mission Statement
Analysis of the Situation
Marketing Planning
Marketing Mix
Execution and Control
[image: Marketing Process Overview]
[bookmark: _Toc3]Mission
A statement of intent outlines that an organization is in existence and how customers will profit. The mission declaration is often ambitious, empowering and encouraging. On the other hand, it's just a clear declaration of who you are. Anyway, without understanding clearly what company you are in and why, you can not execute a marketing campaign (Babnik et al., 2014). The main message that drives and shapes the marketing campaign is the Mission Statement. 
Example: Our mission at IKEA is to create for many people a better daily life. Our company model, which provides the most innovative, backs this vision and practical home furnishing goods at so cheap, prices that as many customers as possible can afford to buy.

[bookmark: _Toc4]Situation Analysis
The second step is to analyze internal and external factors, which affect the company and demand. The research would demonstrate the opportunities and weaknesses in both internal assets and potential market competition. The situation analysis offers a straightforward, analytical view of the company, current and potential clients, developments in the industry and competitive market place (Steenburgh and Avery, 2010.). 
Many processes carry out this research. SWOT analyzes: power, vulnerability, prospects and risks are considered a standard study.
Strengths and disadvantages within the organization are internal variables. Opportunities and risks, such as interest rates or a potential industry compete, are external influences.
Example: Swot Analysis of Coco-Cola
[bookmark: _Toc5]Strengths
It is one of the leading brands in the beverages industry
It has a large scale of operations all over the world
It has created brand awareness in the world.
It has strong marketing strategies.
[bookmark: _Toc6]Weaknesses
Products of Coca-Cola are high in calories and harmful for health.
Such negative publicity can cause damage to the company
The company’s performance has been vulnerable in Latin and North America, Japan and many other countries.
There is a poor understanding in between two cola brands: Diet and Zero.
[bookmark: _Toc7]Opportunities
The company has increased its investment in major bottling operations.
The company can launch sub-brands in all the untouched areas.
Coco cola can use its strong brand positioning to take advantage in emerging markets.
[bookmark: _Toc8]Threats
Stronger competitors such as Pepsi
High threats of new entrants in the industry
There would be economic stress in third world countries.

[bookmark: _Toc9]Marketing Plan
Writing a marketing plan will define exactly how the company will meet the potential consumers, which can include a prediction of the expected effects. Few businesses will fulfil any of the market's desires and wishes.

[bookmark: _Toc10]Role of Marketing Mix
There are four main factors in the marketing mix: commodity, location, price, promotion. These modules are used to meet the target demand and future buyers. These values help the organization meet its predefined targets. This is achieved in order to satisfy end-user or target consumer requirements. These concepts are vital aspects of corporate strategy that assess that examine product, price, positioning and marketing strategies. The marketing mix is often used to create organizational practices and strategies for management accountants in a way that assists the company in meeting strategic targets. Despite how fantastic the product is, an efficient and effective marketing mix must match the marketing campaign.
[bookmark: _Toc11]Product
It refers to the goods sector that creates or offers services in tangible form and intangible form. Product and service methods need to be distinct. Developing a plan based on the good or service you work with is important. The needs of consumers also affect these tactics. The product or service specification and quantity are formulated upon request. Each corporation varies from another in its product or service design strategies.
For Example, The approach preferred by star bucks will be different from Next's and they will both contradict Qatar airways' strategies.
[bookmark: _Toc12]Place
It defines the place of connection to the end customer to the product or service. This would be online, contact vendors, cash deposit machines, or any location where the commodity is sold on the market. Placing the good or service can be rendered by concentrating on the customer. The position refers to the product's sales outlets like supermarkets, catalogues, directories or some other way. The investment plans for each company group are also varied.
For Instance: The positioning of FMCG brands like body shop, Johnson and Johnson is different from clothing brands such as Levis.
[bookmark: _Toc13]Price
The price corresponds to the quantity of money that is likely to be paid by a buyer or is offered by consumers by the vendor. The sum must be high enough to offset the expense of service but also in terms of the customer's affordability (Goi, 2009). The company sets a slightly low price for its product in its initial stages and then raises it slowly as market share is raised.
For Instance: A TV satellite corporation initially sets low rates for customers and then raises the price as the customer share rises. In certain cases, businesses have set outstanding prices on their goods to demonstrate their buyers and their goods' exclusiveness. Harrods is the best case. That is why firms need to focus on their product or service with a competitive market plan.
[bookmark: _Toc14]Promotion
The definition of how the corporation markets its product or service is stated here. That is how they talk to the clients. It is important to sell the product effectively in order to satisfy the consumers if the right quality is not accurately conveyed. The advertising campaigns must also be customized to the target market.
For Example, Dew's target market would be different from Nescafe's. The promotion covers multimedia and print ads, corporate relations, event sponsorships, personal purchases etc.
For their products, companies follow various marketing combinations from words of mouth to a special TV ad. Marketing managers have the responsibility to produce and sell the goods and services for their business by producing an effective combination of quality, price, place and promotion.





[bookmark: _Toc15]Implementation and Control
At this point in the strategic marketing process, businesses are approaching consumers to educate them about the product or service and to reassure them. The following measures would include the distribution of money (cash and personnel), the coordination of the individuals who will perform the job, schedules to keep the task on schedule, and the maintenance of all information about each purpose (Hollensen, 2019). If they build monthly goals and tasks, weekly activities and regular marketing meetings, it let us to remain focused and energized.
[bookmark: _Toc16]Market Segmentation
The separation of the general market into homogenous categories with common criteria is known as the micro-marketing segmentation. The segmentation is carried out to determine the major categories in a wide market that have similar tastes for goods and services. Companies produce separate commercials for each business group instead of implementing a common promotional campaign (Wedel and Kamakura, 2012). The segmentation takes place on many bases: interests, demographics, age, gender, unemployment, lifecycle etc.
[bookmark: _Toc17]Market Targeting
The marketing goal defines the particular segments of the market that will help the company expand. The aim is to pick the consumer segment that creates growth opportunities for businesses.
[bookmark: _Toc18]Market Positioning
The last move is to arrange the product to meet the target audience's desires and inspire them to purchase the product. Positioning is the final step in S-T-P strategy method Positioning; a primary campaign targeting process and goals
When finalizing the consumer categories the organization aims to concentrate on, the next phase of the marketer is to create a marketing campaign (also known as the marketing mix) which will represent the consumer or markets. A profound awareness of the main consumer segment is important when designing a campaign plan or services, including attitude, preferences, buying trends, purchasing drivers, media behaviours, etc.

[bookmark: _Toc19]Example: S-T-P of Mc Donald’s
Segmentation
McDonald's employs multiple forms of segmentation to tap into small consumer segments into a wider market.
Geographic Segmentation
Geographic segmentation separates economies by regional parameters. McDonald's splits the company into many regional divisions such as America, Europe, Asia, and Africa.
McDonald's optimizes the menu and grocery items according to local preferences and demands based on its regional segmentation.
McAloo Tikki and McVeggie are available in India
Smokehouse bacon burger and beef burger quarter beef are available in the United States of America
McArabia Chicken is popular in Arab countries as well as Beef Burger.
Demographic Segmentation:
Demographic segmentation is based on demographic factors such as age, wages, family size, socio-economic status, etc.
McDonald's audiences in the following geographic groups are mainly:
Children: McDonald's sell plenty to target this younger group with sweets, gifts, happy meals, etc.
Young Adults (18-29 age group): This field is a big revenue driver for any company, let alone McDonald's, with little consideration. The disposable income of this business group is smaller than the average; its spending habits are slightly higher than those of other consumer sectors.
Adults: In the third segment, adults modified their menu and found their products less calorie-free and safe to concentrate on this category. 
Targeting
The organization must determine the marketing plan after segmentation. The businesses must pick and bring into their potential marketing plans the consumer categories they plan to concentrate on. The marketer makes a variety of essential choices:
Which business valuation metrics should be used?
How many (one, two or more) markets should be entered?
Which segments of the market are most important?
Below are three main considerations for the estimation of a business segment.
Size and development of the market
Competitiveness of the systemic market.
The priorities and services of the organization.
The few possible consumer segments McDonald's wants to pursue to support its growth strategies, distribution and marketing initiatives as listed above. 
Positioning
Positioning refers to options on how the product will meet the target demand.
McDonald's uses category trends or knowledge about customer preferences generated by market analysis to ensure its brands are appropriately placed in the target markets. The beliefs, desires and behaviours of each region are the subjects of the observations (Liu, 2016). McDonald's builds a marketing profile for a product using these findings, and the advertising team then produces advertisements for the relevant audience and the general public.




[bookmark: _Toc20]Conclusion
The job is a concise description of the main marketing ideas. It involves the basic processes a marketer may follow before designing a plan for the company's goods and services. The first big step is to evaluate and recognize the importance and role of the marketing mix in strategic planning. It demonstrates explicitly the importance of segmentation when selling the goods and what the marketer will do if the target market is divided.
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