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Processes and stages of marketing including the role of the marketing mix.
The action or activity of a business of selling and promoting their products and services including the promotion or advertising and market research is called marketing. This essay will include the processes and stages of marketing. It will also mention the role of the marketing environment and its evaluation and analysis. This essay will describe the STP and marketing mix strategies in the context of the Lufthansa Company. Lufthansa is the largest German Airline, and it is the second-largest airline in Europe. The word Lufthansa is derived from the German word where Luft means air and Hansa means Hanseatic League. Lufthansa is among the members of Star Alliance and is the largest airline alliance which was formed in 1997. The airline came into operation on 1 April 1955 and become a member of Star Alliance. The company was founded 68 years ago on the 6th of January 1953. It provides travel to almost 220 destinations. Its headquarters is located in Cologne, Germany. The company is owned by Carsten Spohr (Chen et al., 2017). The revenue generated by the company is about €36.42 billion in 2019 and its operating income is about €2.0 billion and the total number of employees working under the company is 138,353 in 2019. The slogan of the company is “Say Yes to the world”. This essay is mainly based on the marketing mix strategies of the Lufthansa Company.
Marketing is a practice or activity, set of processes, and institutions for delivering, communicating, exchanging offerings, and creating which acquires high value for the consumers, partners, clients, and a society. Marketing is the amount that is paid by a customer for acquiring products or services (Colbert, 2014). The marketing process is a way that helps in adding value to the company by satisfying the customers and their requirements. 
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                                                       Figure 1. marketing process

The mission of Lufthansa airline is to become one of the leading air travel company in all over the world by becoming the top preference of the shareholders and customers and its objective is to play a major role in molding the global aviation industry or market (Colbert, 2014).
The company has the opportunity to increase in foreign travel. Many businesses have started operating in several parts of the world and it has considered international business and it will further lead to an increase in the number of international business travel (Chen et al., 2017). The company can increase and improve their services for attracting fussy customers as the customers are now very choosier for services being provided to them. This will also help the company to emphasize improving their services and it increases the Value of seats as when the company provides high-quality services then the customers pay a high amount for the privileged services that are provided to them. The company has adopted the Marketing mix strategy for improving products and services. It also helps to develop, executing, and planning an efficient and effective marketing strategy for the growth and success of the company in the aviation industry (Chen et al., 2017). The airline company can implement this strategy by emphasizing all the Ps of the marketing mix as it will help in improving the services and pricing strategy of the company.
The Pestel analysis is a strategic framework that can be used by the company for identifying the macro-environment factors that can affect the company externally. It considers the six factors such as political, economic, social, technological, environmental, and legal factors (Gregoric, 2014). These are the main factors that can impact the Lufthansa airline Company externally. The major political factor is that the uncertainty because of the Brexit has affected a lot on the aviation industry and it was a big challenge for the company and the European aviation industry. Political developments also lead to economic uncertainty which influences the profitability of the airline company. The economic factors include the exchange rates, inflation rates, economic growth, interest rates, unemployment rates, and the disposable income of customers. These are the economy that directly impacts the economic stability of the company. The slow economic recovery in Europe’s economy and fluctuations in fuel prices affects the company economically. The social factor considers the demographic characteristics of the environment such as customs, values, and norms of the population (Gregoric, 2014). This factor includes the population trends like the growth rate of population, age distribution, career attitudes, health consciousness, cultural barriers, safety emphasis, etc. these factors play a very crucial role while targeting specific customers. In the aviation industry the preference of the customers for high-speed rail over airlines on short-haul routes. Technological is one of the major factors that impact the environment of the company. It is a fact that aviation companies use technology very extensively in the operation and management of the company in the industry (Yüksel, 2012).  The technology has been adopted by the aviation companies like Lufthansa for including mobile technologies for distribution, ticketing, and customer services as these are the main concern for aviation companies. The environmental factors include the environmental and ecological aspects like climate, environmental offsets, climate change, and whether.  These aspects affect the aviation operation of the aviation industry. This has compelled airline companies to implement or adopt green flying for environmental benefits. The legal factors include several laws such as antitrust laws, patent and copyright laws, employment laws (Yüksel, 2012). These laws affect the Lufthansa company. This was the Pestel analysis, and these factors affect the external environment of the company.
Porter’s five forces is a model which helps in the industry analysis and this model is proposed in 1979 by Michael E. Porter. It will help in analyzing the position of Lufthansa in the aviation industry. It also helps in determining the strengths of the business.
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                                                        Figure 2 porter's five forces
The first stage of this analysis is the threat of new entrants. The threat of new entries in the aviation industry is very low which is beneficial for the Lufthansa airline (Dobbs, 2014). The threat is very low as it takes a lot of investment and capital resources to enter the aviation industry. If the switching psychological cost will be high for the customers and the existing companies have established a premium or loyal customer base then it will be difficult for the new company to enter the industry (Dobbs, 2014). The second stage is the threat of substitutes and it is very high in the aviation industry as Lufthansa exists in a very competitive industry where many companies offer similar services at low prices which decreases the profit-making of the company. Rivalry in the existing firms and shows the level of competition in the aviation industry. There is very intense competition in the aviation industry for Lufthansa and it creates huge pressure on the company as it reduces the customers of the company. The bargaining power of the suppliers is also very high in the industry as the company exists in the supplier dominating the industry (Takata, 2016). The bargaining power of buyers is moderate in the aviation industry as buyers prefer to buy the services from the company that provides services at low prices and some customers prefer to buy services from the company that provides high quality of services at high prices. This is porter’s five force analysis which will be beneficial for the company in knowing the market position of the company and it also helps in taking competitive advantage.
The STP marketing is a three-step marketing framework. The STP stands for segmentation, targeting, and positioning. With the help of this process, the company can segment its market, position the offering of each segment, and target its customers (Hughson et al., 2017). The Lufthansa airline used to segment the business model and it mainly targets individuals and business groups. It also targets the social backgrounds of its customers and its main emphasis is on business travelers. The business group of the company provides cargo air services, and the core business segment of the company is passenger transport. But still, individuals are the main emphasis of the company and these are its customer focus segment. The geographic segment of the company is that it provides air travel services in almost 18 different domestic destinations and about 193 international destinations to individuals (Lynn, 2011). Initially, the company used to provide automated services and they focus on individual customer services and their preferences.
The marketing mix is a strategic framework that helps in developing, executing, and planning the efficient and effective marketing strategy for the growth and success of the company in the aviation industry. This framework will mainly determine the product, place, price, and promotion as it will help in analyzing the marketing objectives of the company (Tapp and Spotswood, 2013). Lufthansa provides first-class services for long-haul aircraft to their customers, and they provide these services at high prices. They also provide business-class services to their premium customers for long-haul aircraft where each seat is convertible and that can convert into a bed and it also includes entertainment facilities. The Lufthansa operates in Germany and its secondary hub is located in Munich airport. It provides its services at several destinations and it provides services in more than 78 countries in Asia, Africa, Europe, and America. The company mainly uses the value-based pricing policy as they target premium class people. The company provides high-quality services at high prices to its customers (Tapp and Spotswood, 2013). The Lufthansa airline company has used various promotional and advertising strategies for increasing the brand name or brand visibility. For promoting the company, it has become the sponsors of the Bayern Munich and Bundesliga Clubs Eintracht Frankfurt.
The Lufthansa Airline Company should emphasize more the strategy of the marketing mix as it will help the company in increasing brand awareness and improving its pricing strategy and it will also help in increasing the customers of the company (Jain, 2013). It is recommended to the company that they should do SWOT Analysis as it is a very essential framework that helps in analyzing the strengths and weaknesses of the company and it also analyzes the opportunities and threats of the company. This analysis helps in deeply understanding the internal factors that can impact the company. This will be beneficial for the company in overcoming future threats.
This essay has mentioned the marketing strategies of the Lufthansa Airline Company. It has described the marketing process in the context of the company. it has also mentioned the missions and objectives of the company in the marketing process. Pestel Analysis is also described in the essay. Pestel analysis is a strategic framework that can be used by the company for identifying the macro-environment factors that can affect the company externally. It has also analyzed porter’s five forces which help in understanding the market position of the company (Takata, 2016). This essay has also mentioned the STP strategy analysis and marketing mix strategy. The essay was mainly based on the marketing fundamentals of the company.
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