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By definition, marketing refers to “activities a company undertakes to promote the buying or selling of a product, service, or good” (Wasieleski and Weber, 2019). In other words, it is the function of creating, communicating, distributing and exchanging value to the customers. Marketing process involves a complex set of activities. The understanding of marketing process is needed to know how marketing creates value for the customers and how it helps a company make its profits or pursue business growth (Pride and Ferrell, 2019). The following discussions would provide an understanding of the marketing processes. 
As a strategic business function, marketing processes include strategic marketing analysis, marketing mix planning, marketing implementation and performance assessment and control activities (Pride and Ferrell, 2019). For instance, strategic marketing analysis involves analyzing and determining the marketing capabilities that a company needs and its current capabilities- and how the business can achieve its goals and objectives through marketing activities (Nieschlag, Dichtl and Hörschgen, 2019). The internal capabilities of the company are assessed using resource-based view analysis (VRIO), SWOT analysis, value chain analysis and others. The findings of the internal analysis are linked to the external market factors using Porter’s 5 forces analysis and PESTLE analysis (Scharioth and Huber, 2010).  
The above are all part of the market research activities. The way a company or an organization can succeed is by delivering the right products and services to the customers (Pride and Ferrell, 2019). Market research activities help in doing that. Marketers can either conduct secondary market investigation or primary investigations. Primary investigation involves conducting survey on sample groups of customers or target market audiences (Estrade Nieto, Jordán Soro and Hernández Dauder, 2019). Secondary investigation involves collecting data from already published marketing articles and reports. The findings of the market research helps to proceed with strategic marketing analysis (Huber and O'gorman, 2008). 
Strategic marketing analysis stage involves finding the right STP (segmentation, targeting and promotion) for the business (Huber and O'gorman, 2008). One of the primary functions in the marketing process is to find the right niche in the industry. Segmentation refers to the process of dividing a broad market into smaller potential niches (Chaffey and Ellis-Chadwick, 2014). For example, given the over saturated market competition in the fashion market in the UK, a new company cannot do well in terms of market performance if it decides to enter the general apparel market. However, if the company considers entering the sportswear apparel market, or sustainable clothing market, it would have better chances in the market because then it will not have to directly go into competition with large companies such as ASOS, Primark, M&S, Next etc. After dividing the market into different segments, the company should choose the market segment that it can better create value propositions for (Martínez Sánchez, Martínez Polo and Parra Meroño, 2019). If a company has the access to cheaper sustainable materials, then it would be the best course of action for it to enter the sustainable fashion clothing segment. This is called the targeting phase. The business targets the market place that it can better operate in (Nieschlag, Dichtl and Hörschgen, 2019). Finally, the company needs to set plans and objectives to effectively position its products in the market. By definition, positioning refers to “the place that a brand occupies in the minds of the customers and how it is distinguished from the products of the competitors and different from the concept of brand awareness” (Pride and Ferrell, 2019). For example, if a company sells premium products, it should position the products and its brand in the premium product market. A marketing managers duty is to ensure that the customers get the idea about the product’s quality and price once they learn about it (Krasniak, Zimmerman and Ng, 2019). For example, customers who first learn about Tesla cars, would know that the cars are for premium consumers. The way the brand is portrayed among the customers makes it possible to ensure that type of product awareness (Kumar, Leone, Aaker and Day, 2019). If the positioning is done properly, the customers would also be able to justify the price and quality features. 
A good example of it would be Dollar Shave Club. The company entered a highly competitive male grooming market but instead of going for the larger market share, it concentrated on a niche segment that is the subscription service market for grooming products (Nieschlag, Dichtl and Hörschgen, 2019). This niche-based marketing strategy help the company strategize its marketing position. After assessing the company’s capabilities in respect to the external business environment, marketing department selects a specific segment to offer the products and services (Martínez Sánchez, Martínez Polo and Parra Meroño, 2019). In order to achieve the desired success in the marketplace, the marketing department would set marketing goals and objectives. This might involve determining what turnovers the business should be making in year 1, what should be the profit performance, and the engagement rate attained on social media platforms. The marketer should also set goals for advertising budget spending (Krasniak, Zimmerman and Ng, 2019). These are the initial activities to be completed in the marketing process. 
Marketing mix planning involves laying out the action plan for achieving the market goals and objectives (Scharioth and Huber, 2010). In the strategic marketing analysis phase, the company learns about its own capabilities and the profitable market segments that it can cater to. In the marketing mix planning stage, the company lays out the plan of action for developing or improving the product features, setting the right prices for the products following the right pricing strategies, identifying the marketing communication channels for promotional activities and planning the distribution channels (place) for positioning the products properly (Krasniak, Zimmerman and Ng, 2019). Thus, the marketing mix planning process consists of making strategic decisions regarding product, price, place and promotion. The product strategies involve determining how the materials will be sources, how the packaging will be done, what sustainability goals can the products serve, what competitive advantage the product will deliver in the market (Kumar, Leone, Aaker and Day, 2019). The pricing decisions can be categorized as premium pricing strategy, price skimming strategy, competitive pricing strategy, cost-based pricing strategy and low-cost pricing strategy (Gilly, Graham and Gilly, 2019). The promotion activities involve determining the right channels and strategies for marketing communication. For example, digital marketing, social media marketing, traditional marketing and display marketing are some of the ways to promote the products. The placing decision involves making decisions regarding the distribution strategies (Pride and Ferrell, 2019). For example, a company may use extensive distribution network to ensure that the product reaches across the marketplace, or it may decide to follow exclusive distribution network to maintain control over the product’s market (Scharioth and Huber, 2010). 
For example, Apple targets the high-end customers in the smartphone market. Therefore, it designs and develops its smartphones with great sophistication and best quality standards (Helfer, Orsoni and Sabri, 2019). The products are then priced based on premium pricing strategy. Then the company sets the ad budgets and other promotional plans to promote the products on digital media platforms. Apple sells premium products (Huber and O'gorman, 2008). Therefore, it does not spend much on ads. The company’s main marketing strength is the brand loyalty of its customers, which trigger word of mouth publicity (Kotler and Armstrong, 2019). Meanwhile the company focuses on R&D while spending less on ads. As for positioning, the marketing division of the company maintains an exclusive distribution channel. Only the authorized Apple retailers can sell iPhones in different countries (Krasniak, Zimmerman and Ng, 2019). Thus. The marketing mix elements are organized given the nature of the market segment and the type of the product market. 
After setting the goals and objectives and planning the strategies, the marketing department takes responsibilities of implementing the marketing strategies (Armstrong, Kotler and Opresnik, 2019). This part of the marketing process requires the department to collaborate and coordinate with other functional units such as operations department and finance department (Gilly, Graham and Gilly, 2019). The collaboration and coordination help ensure that the products are rightly placed in the market. It also ensures that the organizational functional units operate as a single unit in achieving the goals and objectives (Grewal and Levy, 2019). The marketing department is usually issued a budget from the finance department, which is then used for implementing different strategies as mentioned earlier (Helfer, Orsoni and Sabri, 2019). 
The implementation phase also involves designing the contents and messages for the marketing communication activities (Chaffey and Ellis-Chadwick, 2014). It is also an essential part in the process because given the current market climate, the best way to increase the sales of a product is by intriguing the target customers effectively (Armstrong, Kotler and Opresnik, 2019). Creatively designed ads help draw attention and interest of the audiences, and also influence their desire and actions towards purchasing the products (Barker et al., 2019). 
The marketing department is also task with the responsibility of maintaining relationship with the customers and improving consumer engagement by creating long term values for them (Chaffey and Ellis-Chadwick, 2014). These are also part of the implementation process as the marketers aim to keep the customers satisfied and loyal. Investments are made in CRM strategies and technologies for building long term customer relationships (Gilly, Graham and Gilly, 2019). 
At the final stage, the marketing management team evaluates the performance of different marketing strategies using quantitative and qualitative performance metrics (Armstrong, Kotler and Opresnik, 2019). Quantitative metrics include ROI, sales increase, profit growth, sales turnover, inventory turnover, customer engagement rate, online traffic growth, social media followings and engagement rate etc (Krasniak, Zimmerman and Ng, 2019). The qualitative performance metrics include consumer reviews, consumer board discussions, motivation of the marketing staffs and word of mouth publicity (Barker et al., 2019). The marketing department reports to the CEO of the company on the periodic marketing performance, which help decide whether any change needs to be made in the marketing strategies or should the company spend more resources in marketing activities (Chaffey and Ellis-Chadwick, 2014). The findings of the performance analysis contribute to the development of new marketing strategies and objectives. 
Discussions presented above helps understand the marketing process. As mentioned earlier, marketing is one of the essential functions in an organization. It helps achieve the goals and objectives of the company. However, without proper strategies and tactics, marketing functions do not deliver the same outcomes. Therefore, having a proper understanding of the marketing process is crucial for business students. 
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