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Introduction

Marketing is a business term that mass people perceive conventionally as the strategies involved with engaging consumers to buy a particular product for profit generation. Although the definition may vary depending on the type of company and business, in general, marketing is the set of activity and processes to create, communicate and deliver valuable offers to customers and clients, as quoted by the American Marketing Association (AMA) (2017).
For a business to succeed, marketing is one of the fundamental factors. A company needs to have a profound psychological understanding of customer need. Marketing deals with analysing what the customers value and then designing and pricing a product that the customers will buy willingly according to Morgan (2019). Hence, any business thrives upon successful marketing, as it will build strong relationships with customers to ensure long-term profitability. According to the company's objectives and resources, marketing enables determining profitable opportunities in the marketplace. 
As stated by Kotler and Armstrong in Principles of Marketing (2013), by giving value to customers in the form of desired products, marketers reproduce those values from customers in sales and profit-making customer equity. The marketing process comprises understanding the marketplace, designing a customer value-driven marketing strategy, delivering superior value, building profitable relationships, and capturing value from customers in return.
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As stated above, although the public concept of marketing only surrounds advertising or promotion, the discipline of marketing is a broad area. The marketing process involves several interconnected stages to help the company identify consumer demands and develop valuable products to fulfil those demands. A strong marketing plan that considers every external and internal factor, product designing, product promotion, and implementation may result in business success. It will ensure that every step of product development and promotion are in sync. According to smartsheet.com, a sophisticated marketing process may comprise of – 
i. 
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· Mission: A clear and dedicated goal has to be set, influencing all the other stages to make superior products.
· Situation Analysis: Evaluation of every external and internal factor related to company resources and possible challenges is necessary. It will explain consumer demands, the current situation of the marketplace, and all other prerequisites. 
· Marketing Strategy: Based on situation analysis, a strong plan should be instituted that defines target consumers, establishes a sales goal and also sets a marketing budget. 
· Marketing Mix: It is the final and crucial tool that integrates all the marketing concepts for a successful product campaign coined by Borden, according to cleverism.com (2021). Marketing mix ensures the placement of the right product at the right time at the right price, according to marketingmix.co.uk (2020). 
· Implementation and Control: All the previous steps are finally put into action in this stage, where a marketer will direct all employees to achieve the adopted mission of the company, described by Perreault (2015). 
A complete marketing campaign must be well-planned to ensure that all the stakeholders are on the same page regarding the overall strategy for value-laden production. As all the stages of a marketing process complement each other, any marketing department's responsibility is to conduct high-throughput marketing research to bridge all the stages together. 
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A company must analyse the marketplace environment before going into production. As Munoz and Huser stated (2008), society's economic or social situation can influence the business. Situation analysis and continuous monitoring of all factors and adapting to the changing situation will maintain a solid customer relationship. 
Analysis of these factors provides essential insights on company strengths, potential customers, market-trends and possible challenges, which help identify the target demographic, pricing and overall marketing strategy and adapt to possible challenges, according to Kotler (2013). Marketers utilise several situation analyses tools, such as SWOT or PESTEL analysis.
PESTEL is the acronym for the analytical tool based on Political, Economic, Social, Technological, Environmental and Legal elements, according to Pan et al. (2019). The political element deals with government policies and political stability/ instability. The economic element is about the economy's current situation, such as employment rates, inflation, raw material cost. Social elements, such as cultural trends, lifestyle, and beliefs, indicates customer psychology. Technological development drives a market landscape as new technologies pave new manufacturing, distribution, and marketing methods. Availability of raw materials, waste disposal, carbon emission are significant environmental elements, which influences market sustainability. Legal elements like consumer rights, ethical issues, and trade regulations must be complied with to enter the market.
SWOT analysis stands for Strengths, Weaknesses, Opportunities and Threats analysis, as Gurel (2017) stated. By assessing strengths, marketers determine company resources like intellectual property, workforce skills, financial assets, alliances etc., necessary to carry out business. Whereas weaknesses give a clear picture of what the company lacks in resources like financial deficiencies or lack of required workforce. When overcoming these weaknesses is difficult, the company undertakes strategies to bypass the obstacles. From opportunities, marketers determine the advantages the company may acquire in future from the external environment. In contrast, threats help to identify the external factors which may pose challenges to the company.  
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[image: ]To understand how the whole marketing concept is implemented within a company, one can look at a successful company like Coca-Cola. Its dedication to ensuring customer engagement and relationships has turned it into one of the world's largest beverage companies. According to a Business Insider study (2011), Coca Cola is familiar with 94% of the world population. To achieve its sales goals, the company incorporates marketing actions such as segmentation, targeting, positioning, marketing mix within its marketing strategy.
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As stated by Investopedia.com (2020), market segmentation refers to categorising prospective buyers into different groups based on their common demands and responses to a specific marketing-action. Usually, companies utilise four variables to segment the market, which includes attributes such as -
· Geographic: Region, area size or climate.
· Demographic: Gender, age, profession, income, education, or religion. 
· Behavioural: Buying and consuming pattern or brand loyalty.
· Psychographic: Personality, social status, or beliefs. 
According to Mayureshnikan (2018), Coca-Cola divides the market based on geographic and demographic variables. In emerging markets, the company focuses on sales-increment by providing products at economical rates rather than increasing profits. Thus, it expanded its customer domain and made those customers dependent on their product for future business. Whereas the goal in developing market is to maintain a balance between sales and profit, and in developed countries, more premium products at higher rates are served. 
Upon market segmentation, a company relies upon targeting specific segments to serve them according to particular preferences. Targeting refers to the process of evaluating and selecting the most suitable and profitable segments for business, as stated by Camilleri (2017). As it is not feasible for every company to reach all segments in the market, it has to select the segments it wants to satisfy, which will generate more profits. After evaluation, the company can target single or multiple segments to move forward with its business plan. Not targeting any segments may lead to loss of financial resources
Usually, Coca-Cola creates products to target every possible segment in the worldwide market. It offers cokes in different volumes and packages targeting segments of all ages and income classes. Coca-Cola also offers a range of beverages like regular Coca-Cola, Sprite, Fanta, Fresca, and many more to suit different segments' personal preferences. It also manufactures some unique products like Diet Cokes, targeting niche segments.
After segmenting and targeting its audiences, a company must focus on positioning the products within the markets. According to Camilleri (2017), positioning refers to the strategic exercises taken upon by certain companies to create a brand-value within target customers' minds to influence their decision to buy that product rather than the ones from other competitors in the market. Positioning is a viable factor for customer equity, as proper positioning is responsible for influencing customers psychology. A positive image of the company's product will proclaim the company's position within the larger marketplace. 
Coca-Cola has positioned itself in the industry as a trusted source of beverages. The term 'coke' has been incorporated into people's lives in many parts of the world, usually to refer to any beverage regardless of the company. Customers have been so accustomed to cokes that they usually will not think of any other beverage brands.
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While devising a marketing plan, usually, the marketer will rely on marketing mix, a vital marketing tool first coined by Borden. According to Thabit and Raewf (2018), a marketing mix is a marketing tool used by a company to integrate different marketing elements to put them into action, ensuring the placement of the right product in the suitable market, at the right time and the right price. A marketing mix helps to adapt to the competitive market by taking product, price, promotion and place into consideration. Because of this association, marketing mix is often compiled of these four inter-connected elements, hence 4 p's, first introduced by McCarthy, according to Kiambi (2017).
Product: The marketer must understand the developing product which will satisfy the customer demand. The problems being solved by the product, the product's features, how the product will be utilised, etc., must be studied to serve the customers better than the company's competitors.  
Price: Price is an important marketing mix component as it indicates the company's profit and its survival in the marketplace. Before setting the price, marketers must inspect how much the consumers will be willing to pay for the product and if the price is realistic compared to rival products.
Promotion: For positioning the product in the customer's mind, proper advertising and public relations are a must. In the 21st century, promotional strategies are endless, but marketers must choose the correct approach to reach customers. 
Place: Placement and distribution of the right product are necessary to ensure that targeted buyers can access the products. Information about where a customer will look for the product must be considered while setting out a plan. 
The enormous brand equity of Coca-Cola indicates that the marketing mix strategy of the company has been highly successful. As for the product in the marketing mix, Coca-Cola has the broadest range of beverages in the marketplace. To reach each segment, they offer every type of beverages to serve different preferences. They set their pricing according to the geographic market and consider the prices set by competitor beverage companies. The company has adopted numerous promotional strategies over the years, which has made them a global brand. They promote individualized advertisements based upon different festivals of the region. They also endorse many sports and charity activities to reach a larger audience. The placement of Coca-Cola products is of great example in the industry due to its successful distribution system worldwide according to Mayureshnikam (2018). 
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Marketing is the long-term approach that acts as the base of any sustainable and profitable business. A successful marketing strategy enables the company to succeed over its competitors concerning brand development and profit generation. Every business must establish a goal to survive in a competitive marketplace. A well-planned marketing strategy that adheres to the goal can drive the business in the right direction even in the ever-changing market environment.   Moreover, it will strengthen the customer relationship in the long-term for continuous profit generation. Without a doubt, customer satisfaction will set the company's brand value for prolonging sustainability. A realistic marketing approach will incorporate all possible marketing concepts, such as situation analysis or marketing mix, to deliver the best products for value to its customers, to result in value in return. Therefore, an effective marketing process can benefit both the consumers and the company, resulting in a successful business. 
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