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An integral part of the functionality of an organization consists of effective marketing. Marketing is one of the big three departments of an organization, the other two being Finance and Human Resource. This essay will discuss the importance of marketing for the success of an organization where the concepts of marketing, as well as ideas like marketing mix, will be explored. Examples will be made of known organizations that have effectively used their marketing skills for the overall growth and development of their companies. 
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[bookmark: _Toc85571271]Importance of marketing: the concepts
Marketing is an integral process in a company as has been mentioned. Marketing is the process that scans the immediate market of a particular brand looking for competitive factors. Based on these competitive factors the marketing team devices strategies to increase the competitive status of the company and gain a competitive advantage and make more profits. Understanding the ways to create integrated strategies of marketing will lead to better decision-making in terms of specific tactics (Milano, 2021). 
Marketing environment and STPs
The marketing environment consists of factors, both external and internal that could affect the performance of the organization (Camilleri, 2018). The internal environment consists of the operations in the organization like the policies, budget, logistics, inventory, assets, and the like and these affect the decisions of the company and its consumer relationships. 
There is also another factor called the microenvironment and this consists of the customers, suppliers, employees, distributors, retailers, competitors, shareholders, the government, and the like (Business Jargons, 2021). These are factors that can be controlled. These are factors that influence the functionality of business and are intricately related to business operations. 
The other factor is the macro environment or the external factors. These include the political, legal, economic, social, technological, and environmental factors. To understand the macro environment an analytical tool is often used by the marketing team which is popularly known as the PESTLE analysis. This is an in-depth analysis of the above-mentioned factors that helps the marketing team to understand and determine the imminent threats posed by any of the factors and come up with a solution. 
The marketing environment can help in building effective marketing strategies that can help an organization perform better. Another aspect of marketing that can be used to build strategies is the STP model. STP stands for segmentation, targeting, and positioning and is just as popular as a marketing model as PESTLE. 
STP puts its focus on commercial effectiveness and helps in the selection of the valuable segments that can be used by a company and then it helps in creating the proper marketing mix and positioning strategy that relates to each segment (Hanlon, 2021). The STP model believes in segmenting the market and then targeting the consumers after which they position their offerings. 
The model is especially useful for the identification of the most reliable and valuable consumers and then for the development of products that will serve those consumers. This helps the company to create an engagement with each of the segments individually and in a more efficient way. It also helps in personalizing the promotions by which even more sales are achieved. For example, Marriott International has a number of hotel chains for specific customer segments. Segmentation can help in the creation of better products. 
Targeting the consumers have to happen by targeting groups of consumers. Research has to be done on the overall market, PEST analysis can be used here too. This can help the marketing team to find out the segment that will be most profitable or the group of consumers who will contribute the most. After this is done the potential for the growth of the group has to be analyzed as well as its current size. If the group is not large enough then it is not worth segmenting. Once these aspects are taken care of the marketing team can move on to the positioning of the products. 
Positioning is the final step where the marketing team has to decide how they want to place their product in the market for the target consumer segment. After that has been determined the marketing team can move on to the marketing mix that will suit the target segment the best. 
The marketing environments along with STP are important marketing processes that help in enhancing the performance of a company. The marketing mix is another important aspect of it. 
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Neil Borden in 1950 came up with the idea and the terminology of Marketing Mix where more than one aspect of marketing was to be considered. Amongst all the elements, four of them stood out as the most important ones (Summer, 2021). In 1960, 3 more elements were selected as equally important by Jerome McCarthy. These elements are called the 4Ps of marketing. 
The 4Ps: Product, Price, Place, and Promotion 
Product: The product, as the name suggests, is the manufactured product itself. The things that the marketers need to look for are the demands of the consumer when it comes to the product. They have to examine the features of the products and if they meet the requirements and also the cost of the features (Mindtools, 2021). The product also has to be created by considering the usage of the product and where the consumer is likely to use it. Apart from that, the product has to be competitive, meaning, it has to be different from the products created by the competing brands. Tesco PLC, UK has a very good product strategy. Tesco has a variety in brand, type, regional produce, and the like so the consumers have a lot of options (Shastri, 2021). 
Price: The price determines the value that the product holds for the consumer. Some areas where the product is being sold might have some specific price points. Otherwise, the determination of the price will depend on the competitive market and consumer demands. If the consumer is price sensitive then the price should be reasonable. It also has to be understood if the profit margin or market share will increase or decrease with the increase or decrease in the price. The price also has to be compared with the prices of competing brands and alternative products. Apart from that, a major aspect that should be considered is if the price decrease will cause any harm to the quality of the product. Discounts also come under the same consideration and depend on the target market segment. 
Place: Place refers to the market in which the product will be sold. This not only means a competitive place but also a physical place. For example, some products sell better online and others sell better at physical stores. For example, if consumers are looking for a product in a store it has to be determined what kind of store is being preferred by them- a supermarket or a boutique. Now that online shopping has come into being this too is a place. Another important factor to consider when determining the right place is distribution channels. Competitors also have to be considered when placing the products in the market.
Promotion: Promotion has a very efficient impact on the increase of sales of a particular product (Thabit and Raewf, 2018). Promotion is the final step in the marketing mix as the company strategizes the marketing campaign which will be used to bring a certain product to the fore. This needs a lot of devising. All the options like digital media, print media, billboards, and the like will have to be taken into consideration. The time also has to be considered as in whether the time is favorable for a certain project to be launched. 
The marketing mix also includes three other Ps and are People, Physical evidence, and Process. People will take into consideration the consumers while physical evidence speaks of online experience and staff experience and process talks about functions like research and development, customer focus, and the like. 
The marketing mix is significant as a marketing process because it helps in establishing a firm ground for the brand in the competitive market. The chief benefit that the marketing processes can have on an organization is that it helps in the increase of sales and garners profits for the organization by establishing the product manufactured by the company in high competitive status in the market. 
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In conclusion, it can be said that the marketing process has many aspects like the environment, segmentation, targeting, positioning, and the marketing mix, and all of them work together as a unit. These processes are aimed at the betterment of the organizational performance and eventually lead to the overall profits and development of a company. Companies like Marriott and Tesco have been made examples of as they have used their marketing processes successfully for years and have gained much profits and successes. Therefore it can be concluded that the marketing processes have a huge impact and benefit an organization and the marketing mix is an integral part of the process.  
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