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A business firm has to examine different internal and external factors and follow several strategic plans to successfully operate in the market. Due to having any kind of lacking in the concepts such as the marketing process, marketing mix, situational analysis and other business-related issues, it makes a business firm fail in the market (Cleverism, 2021). Based on this concept, here is going to present an essay covering the marketing process and its implications and sequence of steps. This essay also includes the role of the marketing mix related to the marketing concepts.
The marketing process or concept is applied by a business to reach customers’ base and satisfy them through offering unfulfilled needs in the market. An effective marketing process of a business firm is followed by a sequence of steps including the situational analysis, setting objectives, following strategies, implementation and control (Londhe, 2014). When a business demonstrates to look for customers and satisfy them, it must maintain considerations of the effective marketing process. Here is going to discuss the marketing process of Tesco plc and exploring how the effective marketing process is helping the company to succeed in the contemporary market.
Exploring a situational analysis refers to the foundation of a marketing plan under a business firm while operating in the market. A situational analysis consists of both internal and external factors including micro and macro factors that influence a business firm in the market. A better understanding of both external and internal factors including SWOT analysis, Porter five forces, and PESTEL analysis helps a company to make the right decisions when operating in the market (Maulana et al 2021).  In the context of SWOT analysis, it divulges strengths, opportunities, threats and weaknesses that are called internal factors affecting a business. For example, Tesco plc is facing a challenge in people management due to having staff shortage and major threats of this company are dysfunctions in the supply chain and excessive competition in the contemporary market (Avai Gumbrell-McCormick, et al 2017). In terms of PESTEL analysis or macro-environmental factors, this analysis usually deals with political, economic, social, cultural, environmental, legal and technological factors in which a business firm has no control; rather a business has to carefully explore PESTEL analysis in the market. For example, like other SMEs and multinational companies, Tesco plc is facing challenges in the United Kingdom due to having a political decision titled “departure of the UK from European Union called Brexit, which has come with extra challenges for the company. For instance, the company is facing an employees' shortage as employees are not allowed from the EU. Another major problem that has been recently emerged is the emergence of the Covid-19 which has come with unprecedented challenges for economic and business activities (Maulan et al 2021). In response to this deadly virus, the UK government took decisions to stop business operations for 12 months. As a result, business operations have been facing economic and revenue decline in the contemporary market but online-based business operations are going on and emerging in the contemporary market. Taking environmental factors such as climate change into account is a must when a business explores macro factors existing (Untaru et al 2021). Climate change has become a debated issue amongst world leaders and many governments worldwide have been taken decisions to impose acts for business operations to stop using fossil fuels and emissions too. 
The term “Objective" refers to an anticipated result or a specific result that is expected to achieve within a time scale. In the business concept, objective means defining a specific goal, mission or vision by a business firm based on available resources and demonstrating to achieve that missions and visions in the market. Based on a defined mission and goal, a business firm can reach its success in the market (Strakova et al 2018). For example, the objective of Tesco plc is to become a leading retailing supermarket and ensuring quality and standard products and services to customers in the market. 
Following strategic plans is a must for a business firm to achieve a defined goal for the long term in the market. The strategy of a business is to adopt and follow strategies including marketing mix and principles of marketing including segmentation, targeting, positioning, products, place, price and promotional strategies that play a significant role in asserting a greater achievement for a business firm in the market (Schellack et al 2017). The company Tesco plc is also committed to following strategic plans while taking decisions regarding any issues within the company. 
The term “Implementation” is to execute a decision that is defined before indeed. Within the business concept, implementation refers to using and utilising practically the mentioned strategies of business based on situational analysis and the defined objectives. Here, a business firm implements all the decisions related to business operation.   
 The term “Control" is to influence someone or something. In terms of a business concept, to control means influencing a set of plans, practices, and procedures imposed by a business firm. When a business firm can control its business functions based on internal factors and exploration of external factors, it has a greater possibility to achieve success in the contemporary market.   
Marketing refers to the process of reaching people and introducing products or services to the targeted people in the market. While a business firm operates in the market, it must take the term marketing and marketing functions into account to introduce and promote products in the market (Camilleri, 2018). Business firms implement the concept of marketing using marketing strategies and functions. Here is going to explore the marketing mix based on the selected company Tesco plc, demonstrating how the company applies the marketing mix to the market.  Marketing mix refers to the combination of 4Ps of marketing principles including product, price, promotion and place. 
[bookmark: _Toc70633899]A product or service is the core component of a business firm, which is offered by a business firm to customers in the market. Different business firms offer different and variety of products and services to a customer in the market. A business usually demonstrates to increase customers' base (Londhe et al 2014). For this, it has to ensure quality products for customers in the market. For example, Tesco plc is a retailing company operating in several countries and offering a variety of products including telecoms, clothing, services, financial services, software, furniture and electronics and others. 
Every business firm defines an exact price for its products and services in the market. When a customer consumes a product or service and wants to meet a need; she or he has to pay a specific amount indeed. For this, a company also fixes a particular price for products while offering to customers in the market (Cleverism, 2021). Based on the value of products and the demand of customers, a business firm specifies the price for a product in the market. When a customer thinks that he or she has affordability to get a product, it will be consumed. Companies specify price rates for products or services based on market research to explore other companies' pricing strategies in defining the price for products and services.  
[bookmark: _Toc70633901]After manufacturing products or services and defining the price for these, a business firm needs to place products and services. Choosing a suitable place for getting customers is an integral part of a business firm. Traditionally, businesses offer their products or services at the shopping centres or specific market place but in the era of digitalization and technological development, business companies also offer products or services to customers over digital platforms from where customers can easily enter and choose products and services according to their daily needs. For instance, Tesco plc offers a variety of products and retailing services at both shopping centres or outlets and online platforms (Londhe, 2014). The company has also started home-delivery in the market to reach products to the doorsteps of customers after all. 
Promotional activities are operated by business firms to introduce products and services to customers in the market. Promotional activities include advertising, using influencers, campaigning, and other social activities to introduce products and services in the market. Business companies use traditional mediums like news portals, televisions and radio and also using digital mediums like social media including Facebook, Twitter, YouTube and other live streaming TV channels. Different marketing strategies and promotional strategies help a business to reach the targeted customers base in the market and demonstrating a business to hold its competitive advantage in the market. 
This essay demonstrates that a business firm must consider different internal and external factors based on which it can adopt an effective marketing process. It is mentioned that how an effective marketing process is maintained. It explores that when a business firm can comprehend situational analysis including the business environment, it can be able to meet the unfulfilled needs of customers in the contemporary market. In a word, with a comprehensive and understanding of different internal and external factors, a business successfully operates in the market and taking suitable decisions.  
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