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Processes and Stages of Marketing and the Role of Marketing Mix
Marketing, which is one of the essential organs of a business organisation contributing to the operation of the business in the course of gaining the ultimate objectives of the business (Claessens, 2015). Russell (2018) has termed this organisational function as a bridge between the organisation and the market which links the organisation and the market and hence enable them to exchange information and create value for each other. While defining marketing Verhage and Visser (2018) has provided that “Marketing is comprised of a set of organisational processes which leads to informing the market about the offerings of the company and convince the customers to buy the products and services by undertaking appropriate marketing strategy”. Based on this definition, marketing can be outlined as a combination of different processes or stages the completion of which enables the organisation to create sales for the organisation and make profits as per its perceived objectives. The processes or stages of marketing following which the marketing activities are conducted are as follows.
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Figure 1: Marketing Process Overview
Source: (Weller, 2017)
1. Creating mission: At first, an organisation needs to determine the mission of its marketing operation outlining the objectives or goals which it intends to achieve by conducting the marketing operation of the company (Weller, 2017). In this regard, the organisation must consider both the short-term and long-term missions of the organisation (Reed and Baird, 2021). The short-term missions may include entering into the particular market segment or increase the annual sales of the organisation by 10% while the long-term missions may include, to be the market leader in the industry or increase the market share of the organisation and so on. Determining an appropriate mission is highly crucial since it will enable the organisation to keep the focus of the company on the right track and hence increase the effectiveness of the operation which will contribute to the attainment of the mission of the organisation (Claessens, 2015).
2. Situational analysis: This stage of marketing involves analysing the existing and potential situation in terms of the organisation and the marketplace the organisation is operating or intends to operate (Weller, 2017). The term ‘Situational Analysis’ has been outlined by Russell (2018) as “situational analysis signifies the process following which an organisation can critically analyse and evaluate the internal and external situation or conditions that may have certain impacts on the organisation, its operation and its outcome”. By conducting situational analysis, an organisation will be able to understand the marketplace and the capability of the organisation in terms of operating in the market effectively and different factors, both internal and external, that can affect the organisational operation (Armstrong, Kotler and Opresnik, 2019). The internal analysis mainly deals with analysing the internal components of the business and hence identifying the strengths and weaknesses of the organisation which determines the capability of the company. In this regard, the organisation may undertake SWOT analysis, value chain model analysis and so on. On the other hand, to understand the external environmental factors such as the marketplace, competition and so on, the organisation can undertake PESTEL analysis, Porter’s Five Forces analysis, 5C analysis and so on (Verhage and Visser, 2018). All the organisational marketing strategies and decisions will rely upon the outcome of the situational analysis. Moreover, the situational analysis will also enable the organisation to understand different changes in the marketplace and hence adopt those changes in the strategy of the organisation for further effectiveness of organisational marketing and its outcome (Reed and Baird, 2021).
3. Developing Marketing Strategy: Following Claessens (2015) “Marketing strategy refers to all the marketing goals and objectives of the organisation combined into a single and comprehensive marketing plan”. Once the organisation has analysed the internal and external factors which highlight the capability of the organisation, opportunities and threats for the business, competition in the market and different other factors, the company will then create a marketing strategy in alignment with the predetermined missions of the organisation (Russell, 2018). In this regard, the organisation will divide the whole market into several small groups. Each of these market groups is called different market segments and shares the same characteristics where the organisation can segment its markets based on different characteristics including demographic, behavioural, geographic or psychographic (Weller, 2017). After evaluating the benefits and drawbacks of the organisation in each market segments, the organisation will target the most suitable market segment for the operation of the company (Verhage and Visser, 2018). After targeting the appropriate market segment, the organisation will position the organisation in the industry in terms of different factors influencing the value offered by the company such as quality of the product, price of the product and so on.
4. Developing Marketing Mix: To effectively implement the marketing strategy of an organisation, the organisation will be required to develop an appropriate and competent marketing mix (Russell, 2018). The marketing mix is the set of different marketing components that has a certain influence on the value provided by the organisation both individually and combinedly (Athuraliya, 2021). The marketing mixes also known as 4Ps of marketing is constituted by four marketing components and they are 1) Product; 2) Price; 3) Place; 4) Promotion. All these factors are required to be determined appropriately based on the needs and want of the customers so that the products and services offered by the organisation can meet those needs and wants by providing superior value to the customers (Verhage and Visser, 2018). Unless the organisation can develop an appropriate and competitive marketing mix, based on different market factors, the company will not be able to offer the appropriate value to meet customers’ demand (Reed and Baird, 2021). Therefore, the organisation will not be able to satisfy the customer base of the company and hence cannot sustain itself in the market for the long-term against other competitors. 
Role of Marketing Mix in an organisation
Since marketing mix is the combination of different market factors having a significant effect on the value of the products and services of the organisation, it plays the role of value creator within an organisation (Armstrong, Kotler and Opresnik, 2019). Every component of the marketing mix influences the value of products and services and the level of customer satisfaction provided by the organisation both individually and combinedly (Athuraliya, 2021). For instance, the organisation will be able to offer appropriate value through its products or services only when it will offer a product with quality appropriate to meet the needs and wants of the customers; a competitive price for the product which can be afforded by the customers and the customers are willing to pay to have the benefits; an appropriate place or channel to sell or distribute the products of the company where customers can avail them conveniently; and effective promotional measures so that the targeted customers can be informed about the products and services, their features and benefits (Lake, 2021). The promotional measures will also increase the psychological value of the product by influencing the urge of the customers’ needs and informing them how the product can fulfil their needs. Along with this, the marketing mix can also be used as a learning tool for the organisation (Russell, 2018). Using a marketing mix, the organisation will be able to understand which aspect of the organisation’s offering should be developed since, the organisation can only provide superior value when it will be able to determine the appropriate value for each marketing component (Lake, 2021). For instance, a product with very high quality will not have much value to the customers if the price is too high which the customers cannot afford or they can avail alternatives from other brands.
5. Implementation and Control: Once the organisation comes up with its marketing strategy and plan, it must undertake appropriate initiatives to implement the marketing strategy of the company (Dinnen, 2013). In this stage, the organisation is required to reach the target market and hence communicate the features and benefits of the products and services offered by the company to convince them to purchase the products and services (Armstrong, Kotler and Opresnik, 2019). Controlling is another significant task for the organisation in the course of implementing the marketing strategy where the marketing managers of the organisation must observe closely whether all the tasks are being conducted as planned or not and hence make appropriate changes as required (Dinnen, 2013). In the course of implementing and controlling the marketing strategy, the management of an organisation must consider the dynamic nature of marketing and hence manage the changes accordingly.
Above all, marketing within an organisation consists of different processes and stages the effective accomplishment of which can lead the organisation towards successful achievement of the marketing objectives of the organisation. All the processes and stages of marketing should be undertaken by the organisation considering the ultimate corporate objectives of the company so that by operating marketing functions, the organisation can effectively contribute to the attainment of the ultimate objectives of the organisation (Verhage and Visser, 2018). In this regard, the marketing mix plays a very significant role since this marketing tool can be used by organisations in terms of designing superior value for the customers and organisational learning and development as well.
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