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	Marketing is one of the most powerful forces driving sales of any goods around the globe. Understanding main components of it is a key for success of a product or a service. From its definition it is “the action or business of promoting and selling products or services, including market research and advertising”, it is about how each business approaches popularizing their product, what methods they use, what they are aiming for and how they communicate with their target audience. As mentioned before there are different elements to that, widely known as marketing mix. This has two main models, one being a model called “4Ps of marketing” developed by marketing expert named E. Jerome McCarthy in the 1960s – a model that is still being taught to this day in any basic marketing classes; and a second model called 7Ps that is more expanded version of the previous one. The marketing mix definition is simple - it is about putting the right product in the right place, at the right time, and at the right price. The 4Ps of marketing are:
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Fig. 1 – 4Ps of marketing developed by E. Jerome McCarthy

Product – it is any material good or a service provided by the company to its customers, product should seek to fulfill an absence in the market, or fulfill consumer demand for a greater amount of a product already available. Before creating promotional campaign of the product it is important to answer handful of questions about it –what is actually the product that is being sold, what makes it unique compering to similar products on the market, why customers should choose this one over other substitutes, could it be paired with secondary product of the same line and most importantly what value it holds for the customer.
Price - refers to how much the company will sell the product for.When establishing a price, companies must consider unit manufacturing cost, marketing costs and distribution expenses. Price should be attractive to a customer compering to competing products in the marketplace and represent true value of the product.Pricing always help shape the perception of product in consumer’s eyes, it cannot be to low so that product will not appeal as an inferior good compering to other similar products, consequently the price cannot be too high otherwise it can outweigh benefits in customers eyes. 

Place - refers to the distribution of the product. Key considerations include whether the company will sell the product through a physical storefront, online, or through both distribution channels.There are many distribution strategies, including: intensive distribution, exclusive distribution, selective distribution and franchising. Distribution strategy should consider: Where do your clients look for your service or product?What kind of stores do potential clients go to? Do they shop in a mall, in a regular store, in the supermarket, or online?How is company’s distribution strategy different from other competitors?
Promotion – it is about how product is communicated to the market, Promotion includes a variety of activities such as advertising, selling, sales promotions, public relations, direct marketing, sponsorship, and guerrilla marketing.Promotions will vary depending on what stage of the product life cycle the product is in. Marketers understand that consumers associate a product’s price and distribution with its quality, and they take this into account when devising the overall marketing strategy.
The 7Ps of marketing expand the 4Ps model by 3 new elements being: 
People – referring to both customers and people related to the business (employees, representatives etc.). It is about understanding target audience – their needs and demands, what they like or do not like and what are their expectations regarding the product. On the other side are the people related to business, employees that should be highly passionate about the products they are delivering to the customers, displaying their excitement about it and encouraging to purchase. 
Process – it is about systems and techniques used to produce the goods. It is an element that focuses on production costs ranging from the cost of the materials used, through maintenance of a factory (manufacturing place) to packaging and distribution costs.
Physical evidence - refers to everything that customers see when interacting with a business. This includes:the physical environment where you provide the product or service, the layout or interior design, packaging, branding. Physical evidence can also refer to staff - how they dress and act.
	These elements as mentioned before only help to understand different factors behind marketing, but how a business can become a successful one without addressing each one of them? Knowledge of 7Ps is not enough, every company needs a unique, well-crafted plan that will help it with their marketing – a strategy. Every strategy and approach to marketing is different, and should be, however there are some basic principles that help with development of that, those can be described in 5 steps to marketing success: 
Step one –Plan your mission, goals and objectives. Before doing anything else marketing leaders and stakeholder should think together about business mission, goals and objectives that will motivate a successful campaign. Business statement and is always a good thig to include, this will help public to understand why company was created,why it does business and how it supports and benefits its customers. 
Step two – Analyze industry positioning. In this step it is important to find where company is placed among the other similar companies in the market. What is the current demand and are customers looking for something new that will provide an alternative to already existing products? Great aid in this step brings SWOT analysis that focuses on internal and external market elements. SWOT help with evaluating 4 key factors of each company: its strengths, weakness, what opportunities business has and what are the threats. 
Step three –Establishing market tactics. In this step each company should think about how to explain, teach, and communicate brand messaging. It is about a “place” from 4Ps – understanding where targeted audience “lives” – would they be shopping online, in a store or maybe a market and finding a tactic that will help to reach their attention.
Step four – Put your process to work. It is execution of previously established goals, plans and tactics. It is a step where companies should focus on obtaining resources to run a marketing campaign, setting a schedule filled with milestones to achieve and finally bringing all of that to life.
Step five – Evaluate, modify, repeat. It is about realizing that any marketing processes is an ongoing effort that needs evaluating all the things that were successful or unsuccessful, developing solution to problems that arose and implementing new, better ideas.
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Fig. 2 - Stages in marketing process
To further understand marketing and how it actually affects companies – how it helps them to grow, reach new customers and encourage people to buy their products it is always helpful to analyze any business using few different systems like PESTEL analysis or SWOT.Here is an example of how it looks like in practice, analysis preformed on world-famous chain of fast food restaurants – McDonald’s.
PESTEL analysis of McDonald’s:
· Political factors – Sometimes changes of taxation laws in certain countries can highly impact total revenue. Being not able to maintain food safety can result in law suits that would be damaging to McDonald’s as a brand, hurting its food safety reputation and potentially resulting in loss of customers. 
· Environmental/Economical factors – McDonald’s is dependent on every countries’ economy where company has restaurants, despite the fact that McDonald’s imports most of its raw materials any changes to prices of these goods may impact customers view on value to price relation.
· Social factors – Company sales may be affected by various social movements like those about animal treatment. Depending on the region menu can change, for example in Middle East there will be no bacon due to Muslims beliefs, this shows how company must adapt under different circumstances.
· Technological factors – McDonald’s mainly targets its customers through television and billboards, as well use using advertising strategy by hiring famous celebrities to recommend their products.
SWOT analysis of McDonald’s:
· Strengths – McDonald’s is well established company with over 80 years of experience, dedicating its success to high quality service and speed of completing customers’ orders. Its structures and training programs help to keep standards at the same level in every country that company operates. Its franchise program ensures constant growth of the company and generated revenue. It is strongly established brand with millions of loyal customers.
· Weaknesses – McDonald’s by some people is considered “junk food” therefore it limits companies’ reach. Complexity of roles inside the company and low initial wages can be off putting for a new starters affecting people element of the 7Ps.
· Opportunities – McDonald’s could improve on menu items changing their nutrition values to appeal to bigger variety of customers.
· Threats - Not increasing the wages could mean loss of the resources put to train stuff. McDonald’s faces completion from other chains like KFC or Burger King.

Marketing can also be analyzed not only from a perspective of a company or specific market area but also from a perspective of people whom it is targeting with the most important question – what value marketing brings to customers? Each customer is different, they all have their personal preferentions, their own taste, needs and different sizes of valets. However few main drives of what creates value to customers can be noticed: does products functions meet customers need? Does quality suit their standards? Is the product the product affordable? Is there any service provided in case something breaks? All of these questions should be addressed by marketing – this is where marketing brings value to customers. It should establish customer-company line of communication and always adjust to any form of feedback both direct from receiving product owner’s reviews and comments, and indirect where it should analyze sales and performance of company as a whole.  Valuable marketing is not only the one that “lures” customers with promotions and discounts but also the one that can adjust to customer’s needs.
There are also different forms of marketing value to a customer. Societal marketing is a marketing concept that holds that a company should make marketing decisions not only by considering consumers' wants, the company's requirements, but also society's long-term interests.Societal marketing can be defined as a "marketing with a social dimension or marketing that includes non-economic criteria". Societal marketing distinguishes between the consumer's immediate satisfaction and longer term consumer and social benefits. Accordingly, Andreas Kaplan defines societal management as "management that takes into account society's overall welfare in addition to mere profitability considerations." Its objectives are that companies should be socially responsible always thinking about social interest while making any decisions, business duty is to help and "Business leaders are not mandated to adopt roles of leadership in the advancement of our society to new levels of moral conduct."They may help in mutual understanding of the reasons
Earlier while discussing stages in marketing process term “stakeholder” was mentioned. This is another form of creating value of marketing or at least it something/someone that affects it. From definition stakeholder is any person, organization, social group, or society at large that has a stake in the business. Thus, stakeholders can be internal or external to the business. A stake is a vital interest in the business or its activities. It can include ownership and property interests, legal interests and obligations, and moral rights. A legal obligation may be the duty to pay wages or to honor contracts. A moral right may include the right of a consumer not to be intentionally harmed by business activities. Internal stakeholder are people like business owners who have stake in company because of its profitability or managers who are concerned about their salary. External stakeholder like the community which has a stake in the business as employers of local people, or rival company that want to compare revenue. Why stakeholders are important for a business and marketing? It is different form of feedback of people who are genuinely interested in the company for example employees will care more about quality of their company’s marketing since their salaries depend of business successes, while external stakeholder might express their concerns about a company which might result in impact on company’s policies and future decision making. 
In conclusion marketing is one of the biggest factors of a successful company creating business-customer relation. Marketing itself is made out of different driving forces that can be presented in form of 4Ps (a model developed by E. Jerome McCarthy in the 1960s)– Product, Price, Place, Promotion or through extended version of it - 7Ps that includes People, Process and Physical evidence. Behind every successful marketing there is always a good well thought strategy plant, that clearly communities to a customer business goals and objectives, at the same time displaying why company is doing what they are doing and why are they better than competition. Marketing does not only exist to profit business owners but also to create value for the customers constantly analyzing and adapting to their needs.
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Here are a few important steps that are critical
to any effective marketing process:
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