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[bookmark: _Toc49515554]Introduction
In this report we will discuss the structure of marketing process which most of the companies use to generate their business. Every stage of the marketing process plays its role to achieve the common objectives of the business. Marketing process is a framework which helps to reach the target customers by providing them information regarding products and services which a company is offering. Marketing process starts from mission statement defined by the organization which is the centre of an organization’s business activities.
Marketing process has been developed based on the mission statement then other stages of process have been defined accordingly. A marketing process is consists of mission statement, situation analysis, marketing strategy, marketing mix, and implementation and control of marketing plan. The Importance of the marketing in an organization will also be the part of our discussion then every stage of the marketing process will be discussed in details to understand the core principles of marketing.
[bookmark: _Toc49515555]Mission statement
Mission statement defines the purpose of a company which shows that why company exists or has started business, here it is not means to earn profit which is the important goal of a company but purpose of any business tells how a company will benefit customers. Mission statement is the driving force which ignites the potential of employees and motivates them to achieve the company goals. For example Apple Corporation as per its mission statement is committed to enhance the user’s experience through innovative hardware, software and services. The Apple Company is stick to its mission statement which is why every year company sells billions of units of its various products globally. It is clear that mission statement appears in the products and services of an organization (Ernst et al., 2010).
[bookmark: _Toc49515556]Business objectives
Every organization sets business objectives before start up so that company can define its direction and work on its objectives with focus. The clear business objectives help to plan business strategies perfectly which bring better results in business. The mission statement is also a part of business objectives which defines the purpose of business. Defined business objectives make things possible to achieve because company can plan out procedures and techniques to operate the business (Ernst et al., 2010).
[bookmark: _Toc49515557]Identification of opportunities
Any business first identifies business opportunities then plans to grab those opportunities by employing various techniques and strategic tools. Right identification of opportunities and then making best planning to operate business brings amazing results for business. To identify business opportunities an organization does situation analysis with the help of different tools but here we will use SWOT analysis to understand the concept of market analysis and its purpose for a business. The situation analysis enables an organization to understand market trends and potential of company to compete and survive in tough competition by employing best strategies (Banterle et al., 2009).
[bookmark: _Toc49515558]SWOT analysis
With the help of SWOT analysis an organization can finds out internal and external factors which can affect the business. The internal factors include the strengths and weaknesses of a company while external factors include threats and opportunities. An organization does not have control over external factors but do have control over internal factors. A company can work on its strengths to perform well in business but it can also overcome its weaknesses by taking necessary measures so business can overcome threats and grab opportunities to excel in market. Now we will discuss below four components of SWOT analysis to understand how situation can be done in marketing process (Ostanik, 2016). 
[bookmark: _Toc49515559]Strengths
In SWOT analysis a company can point out its strengths which means what are the main features of a company with the help which it can perform well and get better results in business. The business strengths may include employee’s talent, machinery, production techniques, company relations, good market credibility, experience, flexible budget for projects, monopoly in market, or monopolistic competition. Strengths of a company increase its confidence and performance which assure tremendous growth of business (Bahadir et al., 2015).          
[bookmark: _Toc49515560]Weaknesses
These are the internal factors which try to limit the business performance but company can overcome its weaknesses by taking necessary measures and employing best business strategies.   
[bookmark: _Toc49515561]Threats
Threats are those factors which hinder an organization to perform these factors include political instability of a country, tight business rules and regulations for companies, lack of technology in country, weak economy, unethical practices in business industry and many other factors (Bahadir et al., 2015).   
[bookmark: _Toc49515562]Opportunities
Business opportunities are those factors which can strengthen a company. Every company is always in search of opportunities to generate business and capture maximum market but it is only possible for a company if it has potential to take advantage of opportunities and meet the criteria of market trends and opportunities (Bahadir et al., 2015).
[bookmark: _Toc49515563]PESTEL analysis
It is also an authentic tool to understand the market situation in which a business has to be operated. This analysis helps to understand the external factors which can affect a business. After analysing external forces a company defines its business strategies to operate business accordingly and get better outcomes in business. With the help of PESTEL analysis company can better understand the political, economic, social, technological, ecological, and legal factors of a country then decides its marketing plan so that weaknesses can be controlled by strategic planning and strengths can be used to perform well and remain unaffected by external factors (Pescher et la., 2014). 
With the help of situational analysis an organization can realize that what things it should do and what activities it should avoid to get better results from its marketing plan. So it is clear that situation analysis provides better marketing planning which increase the company sales and enhance the company profits (Pescher et la., 2014).
[bookmark: _Toc49515564]Marketing plan
At this stage a company has defined its opportunities and collected information regarding external and internal factors which can affect the business so now company is in position to design a marketing plan for its business. In marketing plan company will decide its target audience and how it can reach them. In marketing plan company predicts outcomes of its planning and define cost or budget for marketing plan. An organization in marketing plan defines its market competition and prepares strategy to survive in critical situation (Mihart, 2012).
The target audience has been defined on geographic, demographic, behavioural, psychographic attributes. In marketing planning company sets measurable goals with milestones which can be achieved easily. During setting up goals company defines time frame to meet targets, cost of marketing campaigns, and expected sales which need to be done at any cost. Every step has been decided which company will take to attain its goals. A company cannot set those goals which are hard to achieve and depends upon the circumstances because such goals are ambiguous most of the time companies unable to achieve due to unclear situation which means contingent goals should be avoided by the companies (Mihart, 2012). 
The goals must be smart which means specific, measurable, achievable, relevant, time frame oriented. Now it’s time to allocate the resources that will turn your plan into action. Your budget will outline all the expected costs for implementing your marketing plan, including advertising, online content, branding, public relations, staffing costs, and more. Depending on the size of your budget, you may have to make some tough choices about which goals and tactics are the top priorities. Or you may have to adjust your tactics until you reach a budget that’s affordable. By creating the budget, you can finalize and stick to your plan (Khojastehpour & Johns, 2014).
In marketing plan all the promotional activities have been defines with the help of which company enables to understand best and result oriented mode of marketing or advertisement. In today’s world of competition there are multiple mediums of advertisement since when social media platforms and internet has grown up to the latest position. The traditional modes of marketing now has been replacing by digital marketing mediums which are more accurate, productive and targeted audience oriented and bring tremendous results for business (Khojastehpour & Johns, 2014).
[bookmark: _Toc49515565]Marketing mix
It is the strategy which an organization prepares and uses to get required results from its target market. Marketing mix also known as 4Ps and 7Ps which have been used as per business requirements. In marketing mix company decide product or service which it has to market and price of it has been decided as per market trends, the place and promotion activities are also the part of marketing mix. Marketing mix 4Ps is from the perspective of company but there also marketing mix which is called marketing but 4Cs which is from the perspective of customers (Malhotra et al., 2013). 
[bookmark: _Toc49515566]Product
In this section of marketing mix company decides which product or service should be produced and designed in such a way that customer choose to purchase and give preference over competitors. In product section company selects that product or service which has less competition in market and has demand from customers (Malhotra et al., 2013). 
[bookmark: _Toc49515567]Price
In this section of marketing strategy company defines price of a product or service which is market competitive and equal to product value. Setting a price company takes into consideration many internal and external factors which make product price acceptable by the customers (Malhotra et al., 2013).     


[bookmark: _Toc49515568]Place
An organization plans place to display its products or services which are easy to access by customers. The place includes outlets, distribution channels, online store which customers can easily access and place order.   
[bookmark: _Toc49515569]Promotion
In this section company decides advertisement mediums in such way that company can convey its message to target audience regarding its products or services. Through promotion activity company educate its customer and prepare their mind so they can purchase company’s product or service (Serrat, 2017).  
[bookmark: _Toc49515570]Execution of marketing plan
The entire marketing plan prepared including above mention steps now has to be implemented in true letter and spirit to get required outcomes in the form of increase sales. At this stage it is very important to maintain legacy of products and services and relationship with loyal customers so that company business cannot lose its rhythm (Serrat, 2017).                       	                                                         
[bookmark: _Toc49515571]Conclusion
Marketing is the ultimate tool for business development because it helps to evaluate the market situation then plan strategy to penetrate the market to generate business in such a way that loyal customers can be attracted and company has long term relation with customers. Different stages or marketing have their own role and importance in a business like mission statement gives road map for business, situation analysis or market analysis helps to understand the market then define strategic tools accordingly to become first choice of customer.
Marketing strategy provide framework to perform activities to achieve company goals. The marketing mix is that stage in which an organization develop or design a product then decide its price as per market situation, then promote it to spread awareness then company defines the placing and distribution of product so that customers can have easy access to product. In final stage an organization brings all the planning in to action or implementation of defined marketing ideas, this practical stage brings results of marketing planning which prove that how much planning is effective or not.        	        


[bookmark: _Toc49515572]References
· Bahadir, S. C., DeKinder, J. S., & Kohli, A. K. (2015). “Marketing an IPO issuer in early stages of the IPO process”. Journal of the Academy of Marketing Science, 43(1), 14-31.
· Banterle, A., Cavaliere, A., Stranieri, S., & Carraresi, L. (2009). “European traditional food producers and marketing capabilities: An application of marketing management process. APSTRACT”: Applied Studies in Agribusiness and Commerce, 5(1033-2016-83962), 41-46.
· Ernst, H., Hoyer, W. D., & Rübsaamen, C. (2010). “Sales, marketing, and research-and-development cooperation across new product development stages: implications for success”. Journal of Marketing, 74(5), 80-92.
· Khojastehpour, M., & Johns, R. (2014). “Internationalization and relationship marketing: an introduction”. European Business Review.
· Malhotra, N. K., Birks, D. F., & Wills, P. (2013). “Essentials of marketing research”. Harlow: Pearson.
· Mihart, C. (2012). “Impact of integrated marketing communication on consumer behaviour: Effects on consumer decision-making process”. International Journal of Marketing Studies, 4(2), 121.
· Ostanik, M. T. (2016). “U.S. Patent Application No. 14/607,826”.
· Pescher, C., Reichhart, P., & Spann, M. (2014). “Consumer decision-making processes in mobile viral marketing campaigns”. Journal of interactive marketing, 28(1), 43-54.
· Serrat, O. (2017). “The future of social marketing. In Knowledge solutions (pp. 119-128)”. Springer, Singapore.

 

9

