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[bookmark: _Toc70351838]Introduction
Contemporary business organisations are operating in extremely dynamic times marked by global pandemic, continuously changing customer needs, high degree of technological progress and innovation and intensive rivalry. This is why all sources of competitive advantage are crucial for the success of companies and their effective performance on the market. Marketing is considered to be one of the most important strategic tools which are used to drive corporate growth and development. 
This report has the primary objective of exploring marketing process, strategic marketing decisions and related concepts, as well as assessing their importance and potential impact on organisational performance. 
[bookmark: _Toc70351839]Definition of marketing
According to Kotler and Keller (2012), marketing refers to a set of activities a company conducts with the idea of stimulating the buying or selling of a given product or service. The marketing process also includes a range of interrelated activities, such as advertising, selling, delivering, etc., which aim at stimulating demand and supply of products and services (Kotler and Keller, 2012). According to Twin (2020), marketing is not necessary an in-house activity, as organisations often use affiliates or other external partners to perform effective marketing activities. 
[bookmark: _Toc70351840]The role of marketing
Marketing has different importance and priority across organisations and this depends on their nature of activities, operated markets, customer segments and overall corporate strategy. However, regardless of the differences, it can be clearly stated that marketing functions and activities are essential for the effectiveness and success on the market, especially when rival B2C (business to consumer) industries are considered. Marketing tools and processes provide companies with the opportunity to better assess industry trends, develop own distinctive image and understand customer needs (Al-Shatanawi et al., 2014). Successful marketing strategies are claimed to be main drivers of growth for different companies. This is due to the fact that they are based on a multiple-stages process which addresses different areas of operation and analysis and provide the company with valuable data (Fejza and Asllani, 2013). 
[bookmark: _Toc70351841]Marketing stages
Marketing is a complex process with numerous distinctive stages which are also related with each other (Kotler and Keller, 2012). The main stages and the sequence are shown below (Weller, 2017). 
Figure 1 – Marketing process overview
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Source: Weller (2017)
The more detailed look at the process suggests that it involves various activities which provide companies with the opportunity to better understand their purpose, as well as customer needs. As a result, it is possible to more accurately address these needs; thereby, encouraging customers to be loyal to the brand. 






Figure 2 – Detailed view of marketing process
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Source: Weller (2017)
The marketing process helps companies to better understand their current and desired position in the marketplace. This is related to identifying their mission statement and corporate objectives and comparing them to the situation analysis results which show possible opportunities and features of the respective markets (Weller, 2017). Business organisations can use various tools for market analysis, but among the most common ones are 5C framework (company, customers, competitors, collaborations, climate assessment), SWOT analysis (strengths, weaknesses, opportunities and threats) and PEST model (political, economic, social, technological factors of influence on business activities (Johnson et al., 2017). Business organisations commonly perform the PEST model in practice in order to understand the specifics of the external environment. A company is interested in examining the quality of the political environment and business climate which are key decisions to enter into a new market (Morrison, 2008). Considering marketing, it is also important to analyse economic variables and social trends, as they largely determine consumer demand and preferences for given products and services (Johnson et al., 2017). Technological factors are essential from a supply-side perspective, as technologies determine the production process and the channels through which prospect customers can be reached (Morrison, 2008). 
When all these analyses are completed and the goals of the company are identified, a marketing strategy is developed which consists of identifying target audience, setting measurable marketing goals and estimating an overall budget (Weller, 2017). 
All these are based on conducting processes of segmentation, targeting and positioning, so that the brand can fit its marketing initiatives to the most appropriate customer segments. Market segmentation is the division of the market of operation into different customer segments on the basis of a shared characteristic (Kotler and Keller, 2012). This characteristic can be geographic (different locations of customers), demographic (such as age, gender, income, education and many more), behaviour (the way customers shop or communicate with the brand) and others (Kotler and Keller, 2012). 
The main idea behind segmentation is to allow the company to better understand consumers and their different needs, identify their target customers among existing segments and better construct strategies in a way that address all this in the most appropriate way which would benefit the brand. After segmentation and targeting techniques are established, positioning strategy must be developed; thereby, aiming at creating certain perception of the company in buyers’ minds (Nadube and James, 2018). This has been effectively done by Apple, as the company has positioned itself as a luxury brand in customers’ minds. Moreover, Apple has a high loyalty level of 92% in its peak in 2017 which shows the effectiveness of segmenting and targeting the most appropriate segments of customers (Fingas, 2019). 
When all this is completed, marketing mix decisions regarding product development, pricing, promotion, and place/distribution should be made. These are discussed in greater detail in the following section.
The last section of the marketing process is related to the phases of implementation and control. This stage is associated with putting the plan into action and monitoring results (Weller, 2017). In today’s rival industries which feature most of the markets, this is also a very crucial element as it allows evaluating the performance of the company, compare it against targets and identify areas for continuous improvement.
[bookmark: _Toc70351842]Marketing mix
[bookmark: _Toc70351843]Product
Product is the first element of the marketing mix and affects all other components of the marketing strategy. Products vary significantly in different industries and also within the same markets in terms of their nature and attributes (Badi, 2018). One of the main determinants of product decisions is the results of situation analysis and the identification of target market needs. Product is identified as any item which is offered to a market for attention, acquisition, use or consumption (Badi, 2018). 
Effective marketing decisions regarding product offerings have a direct positive impact on organisational performance, as they both create and maintain demand and also contribute to better addressing target customer needs identified by segmentation, targeting and positioning. This leads to better attitudes of consumers towards the brand and usually results in greater loyalty and repetitive purchases (Badi, 2018). It should also be pointed out that marketing decisions in this area would also be affected by the degree of development of the product and market response to it. For example, newly launched items would be supported by different marketing tactics and techniques compared to already established products which are mature and known to consumers. 
[bookmark: _Toc70351844]Price
Price is the second element of the marketing mix model. Pricing decisions are also affected by the features of target segments, their purchasing power and the goals of the company (for example, targeted profit margins) (Badi, 2018). Price is defined as the amount of money paid by consumers in exchange of obtaining the desired product (Badi, 2018). Apart from the purchasing power of target customers, price is also affected by other factors, such as the nature, features and quality of the product, cost of materials, profit margins aimed by the company, competition on the market, positioning of the brand in terms of customer perceptions, degree of customer loyalty and many more (Badi, 2018). 
There are many different pricing strategies which can be pursued by companies. According to Badi (2018), these can be classified into three main categories, including cost-based pricing, competition-based pricing and demand-based pricing. Cost-based pricing methods include strategies which form the price of the product mainly considering its costs of production (Badi, 2018). The main pricing strategies in this category include cost-plus pricing, break-even analysis, contribution pricing and marginal pricing (Badi, 2018). Competition-based pricing is an approach based on assessing rivals’ strategies and developing a price on the foundation of the general price levels and policies on the market (Badi, 2018). This approach allows the company to establish prices close to competitors and compete on other bases, such as quality and degree of distinctiveness of the product. Demand-based pricing strategies are the ones which are based on purchasing and demand patterns on the market (Badi, 2018). This group includes methods like value pricing and perceived-value pricing (Badi, 2018). 
It should be noted that pricing decisions are also affected by other concepts which are incorporated in business analysis by companies. For example, many organisations conduct a price elasticity of demand (PED) analysis prior any changes in their pricing policy. This tool is used to calculate and identify the response in terms of changes in purchases to a change in price (Fibich et al., 2005). 
[bookmark: _Toc70351845]Promotion
Promotional activities in the marketing mix have a direct effect on the target market and are considered as a sufficiently important tool to reveal the potential of target customer segments (Aghaei et al., 2016). Promotion can be defined as the process through which the company provides information to target customers (both informative and persuasive) and thus, supports the positioning of the brand in a direct reflection of the needs and wants of target customers identified by segmentation and targeting processes (Aghaei et al., 2016). 
Promotion decisions are mainly focused on the four elements of the so-called promotional mix, presented below as a structure and alternative potential impact on business operations and development. The promotional mix includes advertising, sales promotion, personal selling, public relations and direct marketing (Aghaei et al., 2016). 
Advertisement decisions are related to the nature of adverts used, channels of communication, the type of message transferred, and many more (Aghaei et al., 2016). Advertising may be traditional, such as TV advertising, printed media, billboards, etc., or unconventional one based on social media and online-based activities. Advertising policies are directly based on the type of product offered and preferences of consumers identified by situational analysis and segmentation. Advertising strategies aim at developing long-term engagement with the brand and trigger loyalty.
Figure 3 – Promotional mix
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Source: Aghaei et al. (2016)
Sales promotions are focused on triggering short-term purchasing incentives and the realisation of sales turnover in relatively short periods of time (Aghaei et al., 2016). These tactics include many different incentives, such as discounts, gifts, use of customer loyalty schemes and others (Aghaei et al., 2016). They are very appropriate in times of crisis when consumer confidence and priorities are re-arranged in terms of priorities and purchasing patterns (such as current pandemic). 
Public relations is emphasising on the building and development of the brand name and image and the establishment of sustainable relations with various stakeholder groups, including customers (Aghaei et al., 2016). Tactics include news releases, social media publishing and others (Aghaei et al., 2016).
Personal selling is related to the establishment of direct sales and communications channels, such as using sales assistants, e-mail marketing, call centres and other similar tools (Aghaei et al., 2016). It aims at convincing consumers that the brand is better than rivals and trigger a purchase. 
Promotional decisions also depend significantly on the specific features of the target customer segment which is why companies need to continuously investigating them and adjusting strategies accordingly.
[bookmark: _Toc70351846]Place
This element of the marketing mix is defined as the mechanism through which goods and services are moved from the provider or manufacturer to the consumer (Szopa and Pekala, 2012). It includes decisions regarding distribution channels, transportation alternatives, store locations, logistics and inventory management (Szopa and Pekala, 2012). For example, nowadays, many companies are struggling with the choice between physical locations and e-store development and the variety of sales channels is very often a main source of competitive advantage against rival companies in the industry. This is important, as online retailing in the UK is booming. Amid the pandemic, the share of Internet-based sales reached a historic peak of more than 35% of all retail sales – unprecedented growth from single-digit levels a decade ago (ONS, 2021). 
[bookmark: _Toc70351847]Conclusion
To conclude, it can be stated that marketing is crucial for organisational success and market performance. It is a primary function of operation which defines organisational capabilities to understand consumers, address their needs and consider their preferences in a way which will be profitable for the company and contribute to its growth. Marketing is also a main driver of customer engagement and loyalty towards the entity, as well as a determinant of brand image and reputation. Marketing strategy is based on the pillars of marketing mix and directly impacted and shaped by the processes of segmentation, targeting and positioning which are inter-dependent with the specific tactics used. 
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