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Essay on processes and stages of marketing including the role of the marketing mix.
[bookmark: _Toc66712121]Introduction
As explained by Kotler and Armstrong (2013), the concept of marketing is a process of creating consumer value by maintaining profitable relationships with customers. The process also involves return value which can be get from providing value-added products to consumers. The concept of marketing also involves five continuous processes including mission planning, situation analysis, marketing strategy, marketing mix, and implementation and control. The stages of marketing start from understanding market needs and creating mission objectives accordingly. Besides the objectives need to be made by following the SMART method. After defining business objectives, marketers focus on analysing environmental elements by using the methods like PESTLE and SWOT. A defined situation analysis identifies the potential competitive edge, which needs to be targeted towards a potential group of people assessed by STP analysis. After selecting the target group, companies need to implement a standard marketing mix and evaluate it constantly.










[bookmark: _Toc66712122]Process and Stages of Marketing
The overall process of marketing is a continuous series of stages that helps to identify and achieve the market goal. According to Bhattacharya and Majumdar (2021), the process of marketing evolves around five core stages including mission statement, situation analysis, marketing strategy, marketing mix, and implementation and control. The process maintains a continuous flow starting from the planning of goals and objectives, exploring external and internal factors, product development, strategic execution, and finally ends with measuring progress to cope up with the market situation.
Step one of the marketing process starts from defining a business mission as well as setting market-oriented business objectives. The process of strategic planning includes two-term: mission statement and business objectives. As explained by Hanlon (2018), a standard mission statement creates a positive response in customers' mindset leading to brand loyalty. Furthermore, the author also outlined that businesses should always follow SMART goals which should be specific, measurable, aspirational, realistic, and timely.
After defining goals and objectives, a business needs to analyse both the external and internal environment to assess the current market situation. As described by David et al (2017), the environment analysis is the combination of three analyses including the PESTLE framework, SWOT model, and 5C analysis. After Identifying a potential business environment, a business needs to focus on certain target markets. Beverland et al (2017) suggest that a business needs to execute segmentation, targeting, and positioning analysis (STP) to select a specific target group for their offering.
After defining market strategy, a business needs to focus on the marketing mix to develop products according to consumer preference. As explained by Levytskyi (2020), the marketing mix is the combination of some core elements including product, price, place, promotion. However, currently, companies are using a 7p marketing mix where process, people, physical evidence are included. After developing the market plan, business needs to execute their process in action. As the process is ongoing companies need to go through complete follow-up to adjust to any situation.

[bookmark: _Toc66712123]Role of Environment Analysis Models
To define a company’s capability, potential market, and corporate environment, marketers need to analyse the internal environment as well as the external environment. The process of assessing environmental factors is generally known as situation analysis. The practice of situation analysis involves two broad analyses including the PESTLE analysis and the SWOT analysis. However, most issues like product condition, distribution situation, and environmental elements are analysed by PESTLE, whereas SWOT analysis focuses on assessing opportunity and minimising threat. 
According to Islam and Mamun (2017), the PESTLE framework is the assessment of a business’s political, economic, social, technical, legal, and environmental factors that defines a business's overall macro-environment. The political factor shows the imposed trading rules and the overall political climate that can impact a company. However, the economic factor outlines the overall economic situation including inflation or deflation that can affect the market situation. By assessing the social factors, companies identify potential target markets as well as an ongoing trend. The technical environment shows the overall technical aspect of a company including cybersecurity and innovation. Furthermore, the legal and environmental factor assesses companies’ legislation such as basic right law and the tendency of maintaining sustainability sequentially.  
As explained by Gürel and Tat (2017), The SWOT framework evaluates a business’s strength, weakness, opportunity, and threat. Companies execute SWOT analysis to identify companies’ potential strengths and to minimise current weaknesses. The strength attributes can be market competency, companies' USP, competitive edge, etc. However, SWOT analyses also identify weaknesses like a limitation is budget, lack of workforce, low brand value, etc. The framework also identifies opportunities by analysing competitors and both new and current demographics. Furthermore, the factors like a dominant competitor, new entrant, change in law, etc. can be identified as threats.


[bookmark: _Toc66712124]STP analysis and Marketing Mix (4p)
As explained by Kotler and Armstrong (2013), the process of market segmentation separates a group of people into smaller and more distinct categories to identify the potential target market. Market segmentation focuses on dividing divide consumers who share similar attributes like interests, demographics, region, or needs. Along with identifying the most valued prospects, the segmentation process also helps to identify target market preferences as well as the way to meet those preferred demands.
The process of segmentation includes three core variables including demographic, geographic, psychographic, and behavioral. In the case of demographic segmentation, companies like Nestle differs age groups by offering “Milo” to the young group and “Nescafe” to adult peoples. However, the company also maintains geographic segmentation. For instance, Nestle offers Nestle Ice in Singapore which suits the regional climate (Nestlé Global, 2021). The company also focuses on psychographic segmentation. By focusing on both way of life and personality, nestle offers “KitKat” to people who want to taste chocolate and Nescafe along with getting nutrition. Furthermore, Nestle uses behavioral segmentation by offering “Cerelac” with added nutritious items like minerals and vitamins to retain its medium buyers. 
After segmenting the market, companies need to uncover the most untouched segments from the segmented group, which often contribute more profit to the companies. According to Thao and Duong (2019), most companies currently use the “DAMP” method for targeting which is the abbreviation of features including distinct, accessible, measurable, profitable. The targeted group must be distinct from other groups and the group should be reached through promotional campaigns. Besides, the potential segment should be easily identified as measurable. Furthermore, a business should focus on profitable segments which will contribute larger profit flow in the constant future. For example, nestle offers its most products to the “Actualisers” segment. The group is most likely formed with determined people who want to be a perfectionist in every field of life. Besides, the food giant also uses differentiated and concentrated segmentation. For example, “Koko Crunch” is offered with the taste of original chocolate and “Cerelac” is offered with added nutrition.
The last element of the STP analysis is market positioning. As explained by Iyer et al (2019), companies need to focus on mainly the perpetual elements rather than the physical elements to get a position in a market. The market position aims to differentiate brands from other brands so that consumers can identify preferred brands from rival brands. Although, perpetual elements are primarily focused, both the perpetual and physical elements such as specifications or designs play an important role create positive impressions.  Being a global conglomerate of FMCG goods, Nestle dominates the market among with few market leaders including Coca-Cola, Kraft Heinz, and Tyson Foods. However, due to its flagship group Nescafe, the company gets a competitive edge over other rivals in the global market.
Companies need to formulate an appropriate marketing mix after selecting the target market and position among the rival brands through STP analysis. According to David et al (2017), the concept of the marketing mix is a set of four essential elements including product, price place, promotion. The elements of the marketing mix are completely related to the 4A and the 4C concept. The elements like product, price, place, promotion becomes acceptability, accessibility, affordability, and awareness for consumers (Kotler and Armstrong, 2013). However, these elements are also considered as consumer value, convenience, cost, and communication in consumers' mindset.
The largest food conglomerate offers its products under seven broad product categories including liquid and dried beverages, cookies and confectionary, ready-made foods, dairy items, freshwater, pet care items, and chocolate products. The company is mainly known for its flagship brand Nescafe and KitKat which contributes around half of its market share. According to the Guardian (2021), the company offers diversified products to suit countries' demographics, target preferences, etc. For example, Nescafe Ice is offered in Singapore to suit the country’s warm climate.
The FMCG giant applied varied tactics for its pricing strategies. The company mainly uses competitive and market skimming pricing methods to offer its product variants. In the case of products like Maggi, KitKat, etc., Nestle applies competitive pricing. As their touch competition prevails within the brands like Cadbury, Nestle tries to maintain a similar price as rivals (Bogue et al, 2017). However, in the case of quality products like Nescafe Coffee, Nestle puts premium pricing methods like the market skimming method.
Being the largest FMCG conglomerate, Nestle holds the most efficient distribution channel. As the company serves the most homogeneous segment around the world, nestle ensures product availability in more than 200 countries through its efficient distribution channel. Apart from the offline distribution channels, the company also distributes its goods on the online platform. A report by Sorvino (2021), Nestle offers their chocolate products like KitKat and munch in bulk amount in the online platforms where Cadbury possesses as the market leader.
 In the case of promotional activities, the company stands out among other rivals in terms of creating awareness and launching campaigns. The company mainly uses ATL, BTL, and Digital sources for promoting its brands. As the brand is available worldwide, the company mostly depends on the BTL medium where the brand applied “Vernacular “communication to reach the diversified market (Ramesh, 2018). Besides, promotional campaigns such as “#StayStarted” create new meaning for the brand in the customer's mindset.










[bookmark: _Toc66712125]Conclusion
The essay outlined an overall view of the process of marketing and marketing models by analysing the market situation of Nestle. By analysing the overall marketing process, the essay has given a general perspective about the constant flow of marketing stages. Besides, the role of marketing, as well as a brief picture of situation analysis, is also given here, by describing models like PESTLE and SWOT analysis. The essay has also argued about the importance of segmentation, targeting, and positioning analysis by describing the overall STP analysis and marketing mix(4P) of Nestle. As a conclusive note, the essay has shown how the marketing process starts from the mission stage and ends with the implementation and control stage. The essay also exclaimed how companies perform environmental analysis through SWOT and PESTLE models. Furthermore, by analysing the current market of Nestle the essay highlighted that the use of varied product orientation and the use of competitive pricing leading nestle to get a competitive edge.
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