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In this case study we will touch on and explain some of the most important principles in marketing and its basics. With the ever-increasing pace of development and globalization of organizations and companies, we increasingly understand how important a marketing campaign is for a company and how it can’t function without one. Here will be differentiate the perception that marketing is just advertising, models and analyzes such as PESTEL, SWOT, STP and Marketing mix will be included to show the full construction of marketing. The report will include examples from different companies for better understanding of the covered analysis and modules.
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[bookmark: _Toc70375266]Definition

Marketing is the operation, collection of organizations, and processes for developing, connecting, distributing, and sharing value-added services for consumers, companies, partners, and society as a whole. Managing these exchange mechanisms requires a significant amount of effort and expertise. Marketing management occurs when at least one group to a possible transaction considers how to obtain optimal feedback from other groups. As a result, we regard marketing management as the art and science of selecting target markets and acquiring, retaining, and increasing consumers through the development, delivery, and communication of better consumer value. However, the aim of marketing is to make selling meaningless. Marketing's goal is to get to know and understand the customer really well and that the products or services suits them perfectly and sells itself. Also, that can result in a buyer who is willing to shop. The only thing left to do is make the good or service accessible (Kotler & Keller, 2016).
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Marketing often includes organizational and individual practices that promote pleasant trade relationships in a competitive world by creating, distributing, promoting, and pricing goods and services. Often people buy products but, in the actuality, they buy the value of that particular product.
For example, according to Kotler and Keller (2016) ,since Nintendo developed the Wii game console, Apple released the iPad tablet computer, and Toyota released the Prius hybrid sedan, these manufacturers were inundated with orders because they had designed the right model, based on meticulous marketing research regarding markets, competitiveness, and all the external factors that influence cost and demand.
Another example of how marketing strategy is very important for not only how a product is advertised but also adapted to the market is the Volkswagen Golf model. Created in 1974 as a replacement for the Volkswagen Beatle, it has remained on the market to this day after 47 years and has already created 8 generations of the golf model. In this way, of thinking, we could conclude that the developers and the marketing department that are responsible for this type of car, monitor the markets and also the changes in people’s opinion and then when sales start to fall they attract more and new customers with the launch of a new model. According to VW's Head of Design, Walter de Silva, one of the keys to the Golf's popularity is its consistency. “There are just a few cars whose concept, like the Golf's, has been perfected, modified, and upgraded over the decades, making it timeless. (Autocar, 2014)
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Strategic planning is the mechanism by which an organization defines its policy, or path, and decides how to use its resources, including money and personnel, to execute that agenda. Strategic forecasting may make use of a variety of market analysis methods, such as SWOT analysis, PEST analysis, and others. As marketing policy governs business success, a strategic marketing campaign is dependent on an in-depth SWOT review resulting from a simple definition of planned marketing action. The marketing policy of an organization serves as the foundation for organizational decisions and the achievement of corporate and marketing goals within the time frames defined in the plan (Lancaster & Massingham, 2011). 
The abbreviation SWOT stands for strengths, weaknesses, opportunities and threats. Strengths are the qualities of a company or team that give it a competitive edge over competitors in the market. Weaknesses these are features that put the company at risk in comparison to others. Opportunities are the new possibilities to increase revenue or earnings in the environment. The Threats are internal environmental elements that could create problems for the company. The identification of SWOTs is critical because making new decisions in the planning stage for achieving the chosen objective may be extracted from the SWOTs. First, the policy makers must decide if the target is reachable in light of the SWOTs. If the goal is not reached, a new goal must be chosen and the procedure should be done again (Bishop, 2014).
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The meaning of PESTEL is to describe a system of macro-environmental factors used in the strategic management portion of environmental scanning. The meaning of this analysis corresponds to different statements. The Political considerations are the manner and extent to which a government intervenes in the economy. Political considerations also include tax reform, labor regulation, environmental law, trade barriers, tariffs, and political stability. Political considerations can also include goods and services that the government wishes to supply or have provided goods and services. Economic factors such as economic growth, interest rates, exchange rates, and the rate of inflation are examples of economic factors. These elements have a significant effect on how companies work and make decisions. Also, Social influences include societal issues such as health awareness, population growth rate, age distribution, job habits, and a focus on protection. Technological factors include technological shifts that could affect costs, quality, and lead to innovation. Environmental considerations include biological and environmental issues such as nature, changes in the climate which can have a significant impact on sectors such as tourism, agriculture, and insurance. Furthermore, increasing understanding of the possible effects of climate change is influencing how businesses work and the goods they sell, building new opportunities while shrinking or destroying old ones. Legal factors are the factors which includes how a company reacts against problems, this also includes the operation, standards of an organization, the cost could be affected if any problem is occurred (Bishop, 2014).
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	Figure 1: The marketing process, creating and capturing customers value.
Source: (Kotler, et al., 2020)
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A company could allocate its sources effectively by Segmenting the wants and needs of the company’s customers by separating them into small, easy to work with and similar groups. Two major characteristics of modern markets are their ability to be segmented (due to growing distinctions between consumers and their requests to be handled as individuals) and the presence of vastly superior connectivity, delivery, and processing technology that allow the pursuit of segmentation strategies. In some situations, this results in ‘micro-segmentation' or 'one-to-one marketing,' where each customer is handled as a separate segment. Customers must vary from each other and from some essential way for segmentation to be effective in dividing the overall sector. There would be no reason or justification for segmenting the industry if they were not significantly different in any way, if they were completely homogeneous. The organizational use of segmentation typically necessitates that segment targets be characterized by observable characteristics in order to measure their future importance as a sales goal and identify the segment. The ability of the marketing strategist to assess category appeal and the company's actual or future strengths in servicing a specific segment is critical to using a segmentation scheme to make better marketing decisions. The marketing STP begin with the recognition that, within a product's overall demand and market, individual preferences and specifications often vary It refers to a market that is homogenous because of different personal tastes. Segmentation divides a commodity or service's overall market into distinct patterns or groups of consumers that have common demand tastes within each segment (Hooley, et al., 2017).
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Figure 2: A model for segmentation research
Source: (Hooley, et al., 2017)
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Marketing mix goals relating to the 4 Ps and every segment could be regarded separately later in the process of studying them. This simplifies the method of developing marketing goals, but they must be actionable, attainable, and measurable, otherwise, the success of marketing campaigns cannot be reliably measured within the timeframe of the plan. The Four Ps consist of Product the full information about quality, design and features included in one product, another one is Price there we can find about payments, credit terms and periods. Promotion consists of different segments for example sales its promotion and forces about a particular product. Also, the Place is very important part of the 4P s, and it covers location, transport and channels of distributing products. These four components form one of the most important structures in marketing management. The same basic rules are also applied for the international management as well as they do in domestic markets. There are several distinctions. For example, in foreign markets, the ‘place' component of the marketing mix is more likely to have more specialist intermediaries in the delivery networks, such as agents or overseas distributors. Similarly, logistics are likely to be more difficult to prepare due to the sheer distance (Kotler & Keller, 2016).
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Figure 3: The Four P Components of Marketing Mix
Source: (Kotler & Keller, 2016)
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As a conclusion in this report, I tried to present and note the most important methods, analyzes and principles in marketing. At this point, we concluded that strategic alliances are a significant disruptive force that is replacing traditional rivalry between individual firms in certain industries However, the cases and studies available to date indicate that, while the future benefits are important, strategic partnerships and networks are fraught with danger. This resulted in a critical management agenda that must be addressed when assessing the role of strategic partnerships and networks as part of marketing strategies.
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