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In the first altering and increasingly competitive business environment of this modern world, the correct marketing approach for a business is very momentous. The ability of a business to put correct marketing strategy will provide chance for a business to develop quickly. 

Marketing:
Marketing has been practiced for so many of years (Shaw and Jones, 2006). Academic interest in this area, however, first appeared about 1900 (Shaw and Jones, 2006). After that, research efforts have been growing, especially since 1950, when the “marketing concept” was came out. 
According to Slick,J (2006) Marketing the unique function of business, marketing refers to what an organization must do create and exchange value with customers. Marketing has a major role to play in firm’s strategic direction. This author also mentions that for marketing plans to be successful both a deep knowledge of customers competitors, and great skill in deploying an organization’s capabilities to serve customer profitability. The author mention that marketing is what value a customer would get in return if the buy the product which requires different things to consider before a business to market their products. 
Moorman and Rust (1999) described the different roles of marketing and stressed that: “Marketing is best viewed as the function that manages connections between the organization and the customer.” In their writing came to an end that “the marketing task could improve its contribution to the business by spreading its scope by crossing the boundary of the traditional customer-product connection to include more importance on service delivery and financial accountability” (Moorman and Rust, 1999, pp. 195-6).

In August 2004, the American Marketing Association offered a new definition[1] of marketing: Marketing is an organizational function and a set of processes for creating, communicating and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholder(Helgesen et al.,2009).
For better marketing, marketing planning is very important which is basically business effort. According to Mckee et al.,(1990) marketing planning is broadly comprehended as techniques in marketing. It is the prime policy business possess for putting their work for the desire of their customer. 
The perspective of marketing planning considered as collection of different tasks that aid a business to acquire proper alignment of internal and external environment ability to gain a desired result. 
Marketing planning advocates have point out that adoption of marketing planning technology provides for decision making that is more understandable, rational and objective, and that this driven to more appropriate resource distribution and improved organizational performance (Sue Pulendran, Richard Speed, Robert E. Widing II, (2003). Another type is synoptic planning (Fredrickson, 1983) is a formal, linear, rational, comprehensive, top-down model of the planning process. Adaptive planning (Mintzberg, 1973) is a problem-solving approach that is more bottom-up and acknowledges the presence of organizational politics and the potential for emergent strategy.
Market orientation our business will follow market orientation approach: As Kohli and Jaworski (1990, p. 13) observed, “[a] market orientation appears to give a unifying stress for the efforts and projects of individuals and departments within the organization therefor, leading to higher performance”.
Focusing on market orientation as a value-laden strategic construct that serves to give direction and purpose to efforts and projects within the organization is also consistent with the contemporary view of market orientation as a cultural rather than a behavioral phenomenon (Homburg and Pflesser, 2000)(Sue Pulendran, Richard Speed, Robert E. Widing II, (2003).





Elements of Marketing plan:
Comprehending customers and market research:
In order to analyze a company's competitive situation, information is needed and ``marketing research'' may be defined as the process by which such information is collected. The main areas on which to focus should relate to all aspects of the marketplace but of particular importance are a company's actual/potential customers, its competitors, and its markets. For example, some key areas for marketing research typically include finding out about market size and trends, customer needs and wants, customer satisfaction levels, competitor activity, and competitor performance (Roger Brooksbank, (1999). Marketing research is very crucial for the business thus many information can be collected like target market, key competitor.
PEST analysis:
PEST analysis is very crucial for a business these things directly impact a business.
Economic situation: It is very crucial to evaluate the economic situation of locality when starting a business because local people’s economic situation depend how much money they will spend to purchase our products. 
Social:
Knowing the social characteristics of population (demographics, age, distribution etc.) in order to understand buying behaviors is essential to conquer a market (Marmol, T(2015). Our business will do PEST analysis in order to find out the right combination for the business and the proper use of the external environment. 



Target market:
Our business will target people from all ages, and we will direct our efforts like that. In market positioning our business will attempt to create a good marketing position at the same time at the same time to create our own brand and identity so that customer perceive us in a certain way.  There are two broad categories of market positioning cost leadership and differentiation. Porter (1980) demonstrated a framework explaining two generic strategies that a firm can use to gain competitive advantage: cost leadership and differentiation.
 Firms taking the cost leadership strategy aim to enhance market share based on creating a low-cost position relative to their competitors. On the other side, firms taking the differentiation strategy achieve a competitive advantage by investing in developing products or services that offer unique qualities desirable to customers which allow the firm to higher price.
Our business will follow cost leader strategy to attract more customer to the business. 
Market positioning:
According to Brooksbank (1994) the term ``positioning strategy'' refers to a company's choice of customers to serve; its choice of competitors with which it will compete; and, its choice of competitive advantage which defines how it will compete. So, the process of positioning strategy formulation may be broken down into three interrelated components: 1 the selection of customer targets; 2 the selection of competitor targets; and 3 the definition of a competitive advantage. Our business will attempt to create good market positioning and create our own brand so that customer perceive us in a certain way. 
Smart Objective:
Specific marketing objectives should be set which reflect desired levels of achievement both on the demand side and supply side. Typically, demand side objectives relate to target profit levels and the number of sales to be made to both existing and to new customers. Supply side objectives, however, relate to marketing costs.  Our business will have different types of objectives in operation. 
7 PS:  Our business will make sure that various elements are coordinated in a complementary fasion. Our business will do marketing mix in a way that customers will feel a competitive advantage. According to Roger Brossmark(1994) when assembling the mix particular attention should be paid to checking that all elements are internally consistent our business will make sure that. 

Competitor analysis:
Our business will do competitor analysis we will find out who is our competitor, what strategy they are following. 
Advertisement:
Our business put emphasis on advertisement on different advertisement channels for instance local newspaper, local radio, social media advertising, leaflet so that we can reach many people. 
A business need to make sure that their decided strategies are mutually consistent and implemented with proper plans. Our business will make sure proper plan and rationality in our business. 
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