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[bookmark: _Toc66537569]Introduction
Marketing, an essential term of business organization complies with the activities regarding the sales & distribution of products and service in thse market. The motive of marketing activities by an organization is to ensure effective sales in the market and contribute to the attainment of revenue goal in the market. Every organization possess a separate unit or function for its marketing which interacts the market activities, planning for the development of market activities along with the detailed aspects of market initiation (Pride et al., 2015). The marketing activities and functions are along with the stages of marketing & the marketing mix are the focusing factors of this report. In this report the marketing process and the marketing mix have been covered with detailed aspects with proper example. For example, the marketing activities by the company Bang & Olufsen have been demonstrated in this report. 
[bookmark: _Toc66537570]Processes and stages of marketing including the role of the marketing mix
The marketing department of an organization is involved in interacting the activities related to the market and distribution. There are different process and steps in marketing activities. The company Bang & Olufsen works with the production of electronic devices to provide them in larger market area. Being a public limited company it operates its marketing activities in different countries. The process of marketing, it’s planning and implication of the marketing plan for the company is described with the process of marketing, marketing mix and their roles. 
[bookmark: _Toc66537571]Process of marketing 
The marketing process consists of four major elements which are strategic marketing analysis, marketing mix planning, marketing implication and marketing control. 
The first process includes the analysis of strategic marketing. The analysis of market takes place with the motive to collect all the information from the market so that effective decision is derived from the analysis (Smith and Colgate, 2007). For instance, the company Bang & Olufsen analyses the market of other electronic products and their value. All the related information of the competitive products, their availability, brand value, price, and quality are considered for planning in the market. All these information are collected by the marketing executives and professionals to consider the strategic marketing analysis. 
The second step is the marketing mix planning which is more important. Within marketing mix plan all the elements of market are considered and managed for the promotion of the product and service in the market (De Pelsmacker, 2017). The company Bang & Olufsen plans for all the elements like product, place, price, promotion, and physical evidence. All these consideration gives the company an overview of the target market and its future. 
The plan needs proper execution in the market. The marketing mix helps to conduct the planning and the process of execution makes it come to existence. In execution of marketing plan, all the elements of marketing are employed to distribute the products and service at the market. The marketing mix plan for the company distributes its product in the market with the detailed planning for its production with electronic devices in the market. The planning for the products, sales in the market, place, promotion and physical evidence while selling them is accomplished with proper execution of marketing plan.  
Not just execution of plan is effective for marketing. The execution of the plan should be monitored properly by the marketing team. There might be different issues and problems that would arise while implying the marketing plan (Pickton and Broderick, 2005). With proper monitoring the issues and problems while implying the marketing plan can be analyzed and solved. The company Bang & Olufsen marketing team is involved in monitoring the marketing plan properly and solving the issues arisen while executing the plan. 
[bookmark: _Toc66537572]Stages of marketing 
The marketing department of an organization works with different stages. The stages of marketing are explained below: 
The first stage is about the development stage. In this stage, the plan for the marketing is developed or organized. The organization of the plan for marketing comes with idea about the product or service in the market (Winer and Dhar, 2014). For the company Bang & Olufsen the marketing plan is executed for promoting its product in the market with the electronics product. The company initiate planning for the product and target a specific group of customer. In this stage the company makes the plan for the marketing, its promotion of the products and maintenance of brand value in the market. 
The second stage of the marketing is the startup stage where the plan for the execution of the product in the market is implied. In this stage the marketing plan and process for the development of the market for the electronic product in the market is executed with the initiation of distribution channel. The distribution of the products and services in the market is started with the target market and distribution process of the products. The target market is provided with the target volume of product in this stage to justify the market and imply control over marketing activities. 
Growth/survival stage is the third stage of marketing stages where the marketing activities are boosted. The promotion for product, boosting the sales and promoting brand value in the market is accomplished in this stage (Chatterjee, 2014). The accomplishment of such development and growth of the marketing activities is easy for the company Bang & Olufsen. The company manages its brand value by ensuring efficient quality in the market. The marketing plan and development plan is executed by the marketing team of the organization. 
Expansion or rapid growth stage is the stage where the company can achieve its best marketing goal. The sales volume of the product in the market is boosted in this stage. The company Bang & Olufsen response to the growth of market by providing the product required in the market.
Maturity stage is the highest stage in this list where the company accomplishes the marketing goal in its higher process. All the products and service in the market is high in ranking with more brand value. In this stage the organization has to plan for providing the product and keep pace with the market demand. 
[bookmark: _Toc66537573]Role of marketing mix
The marketing mix planning is important for every organization since it allows an organization to consider every factors and aspects of marketing including the development opportunity in the market. The marketing mix can be stated with the structure of 7ps of marketing mix. The 7p for the company Bang & Olufsen and its role is explained below: 
[image: How to use the 7Ps Marketing Mix strategy model?]
The first P in this list comes with the product which is the mandatory thing for planning the organizational process (Elliott, Rundle-Thiele and Waller, 2012). The distribution of the product by the company Bang & Olufsen is processed in the market with the demand in the market. The product of the company is distributed in different portion in different area of market. 
The second P refers to place where the area or target market is explained. The place for the company is the target area where the company provides its product. The company Bang & Olufsen targets its market in different portion in different area. The difference in market area in different state or country differ the placement of target market. 
Another P represents the Promotion. The promotion of the product in the market is required to introduce the product before the customers. With effective promotion in the market, the company can present the quality of product, its brand value and boost the sales in the market (Elliott, Rundle-Thiele and Waller, 2012). The promotional activities like advertisements, sponsorships, and CSR activities helps the company to attract more customers in the market. 
Price is an important factors for any organization which represents how the price would attract the customers. Lower price is always attractive to the customers but the higher price is more profitable for the company (Gronroos, 2015). The company maintains standard pricing which can attract the customers as well as maintain the profit ratio as per the production cost of the electronic product. The company did not offered too lower price since such activities lowers the brand value in the market. 
The next P reflects the people in the marketing mix. The people represents the employees, workers, and the customers for the company. The company prioritize the marketing plan with the target people or customer group. The company also motivates the internal people for handling the production and distribution function effectively. 
Process is defined with the activities that are attained with the motive to achieve the goals in the market. The market goals in market is accomplished by establishing effective distribution channel by the company Bang & Olufsen. 
The last P is Physical evidence which refers to the direct sales activities by the staffs and workers. The staffs and workers of the company are involved in providing support to the distribution channel to the company (Ingenbleek and van der Lans, 2013). Since the company handles the online promotion and activities, the records of online transactions and transfers are also considered as physical evidence for the company. 
Porter five forces analysis for the company Bang & Olufsen
[image: Porter's Five Forces Revisited: Are There Really Five Forces?]
For the company Bang & Olufsen, is a technological which faces competition in the market since the technological field is developing day by day. The company faces threats of new entrants since new companies and manufacturer offers lower price to attract more customer. The company manages the competition by providing standard quality of music instruments. This also reflects the response to the industry and market competition. The company can interact with the distributor and suppliers of raw materials like music operator program for the devices, hardware for the devices to control its production as per the demand in the market. 
SWOT analysis of the company
 
	Strengths
The main strength of the company is its resources for production to achieve a competitive advantage in the market with quality. The company achieved more customer satisfaction over years which made it possible for the company to get to present situation of capturing the market effectively. 
	Weakness
The company have failed to promote its television named with a model of BeoVision 10-40’ which made a loss for the organization. It also reflect incompetency for the customers to buy television from this company in future.  

	Opportunities
The research and development team of the organization is always active to innovate new and exciting products for the customer. The young generation people like the product by the company in the market. 
	Threats
The threats for the company is involved with the market competition. The competition is rising day by day. 



[bookmark: _Toc66537574]Conclusion
The marketing activities for any organization is accomplished with the marketing team of an organization where the marketing promotion, advertisements and brand management is executed with the motive to capture the market. The marketing activities and operations of an organization is executed with different process and stages of marketing. The most important thing in marketing activities is analysis and planning for marketing mix. In this essay the marketing process, marketing stages and marketing mix activities have been presented. To demonstrate their role and importance, the marketing activities of the company Bang & Olufsen has been presented in this essay. 
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