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Introduction
In order to explain the marketing process and the benefit it brings to the modern organisations, we should first define what marketing is. The two large marketers’ organisations The Chartered Institute of Marketing (CIM) and the American Marketing Association (AMA) give professional definition to the term as follows:
“The management process responsible for identifying, anticipating and satisfying customer requirements profitably” (CIM, 2015)
and
“Marketing is the process of planning and executing the pricing, promotion, and distribution of goods and services to create exchanges that satisfy individual and organisational goals.” (AMA, 2017)
While the British CIM emphasizes on satisfying the customer in its definition, the American AMA gives a wider definition, where the phases of the marketing process are listed. However, both organizations agree and define the marketing as a process. And process is a consequence of actions that lead to a goal set beforehand. No matter the size of the company, the marketing process appears to be a key to the company performance, because it pays attention to the most important aspects of the market. Its focus is knowing the competitive marketplace and making sure that you can take advantage of the key trends and offer the customer “the right product at the right price, place and time”. (CIM, 2015) This is the traditional concept of the four Ps – Product, price, Place and Promotion. And since marketing is rapidly developing, recently were added three more Ps – people, Process and Physical evidence, thus amounting to 7Ps. (CIM, 2015)
Under Product one should understand the goods and services produced and offered by the organization. (Kotler & Armstrong, 2017, pp. 77-78)
Price is the amount of money the customer has to pay in order to obtain the product. (Kotler & Armstrong, 2017, pp. 77-78)
Place is the set of activities the organization performs in order to deliver the product to the customers. (Kotler & Armstrong, 2017, pp. 77-78)
Promotion means all the activities on introducing the benefits of the company product to the target audience who have to buy it. (Kotler & Armstrong, 2017) “A company's total promotion mix—also called its marketing communications mix- consists of the specific blend of advertising, public relations, personal selling, sales promotion, and direct marketing tools that the company uses to engage consumers, persuasively communicate customer value, and build customer relationships”. (Kotler & Armstrong, 2017, pp. 424-425) In order to utilize all the possible communication channels to the maximum, modern organizations adopt the concept of the integrated communications mix (ICM) which is the integration of all the communication channels into the company strategy and operations in order to deliver a clear and consistent message towards the consumers about the organization and its products. (Kotler & Armstrong, 2017, p. 427)
People refers to everyone who comes into contact with the customer. Often the customer cannot separate the product or service from the person who offered it. (CIM, 2015)
Process is the experience that the company offers to its customers, because the customer is often buying because of it and not just a product or service. (CIM, 2015)
Physical evidence is the way the company shows its customers that they do not risk by buying their product. For example a “clean, tidy and well-decorated reception
area – or homepage - is reassuring”. (CIM, 2015)
The initial 4Ps are the groups into which we can divide the set of tools that represent the marketing mix - one of the major concepts in contemporary marketing. “The marketing mix is the set of tactical marketing tools that the firm blends to produce the response it wants in the target market” (Kotler & Armstrong, 2017, p. 77)
Having a sound marketing strategy, the modern organization will be competitive on the market and will thrive.
The Marketing process
Now that we have defined the key marketing elements, it is time to turn to the marketing process itself. We can divide it into 5 general stages as follows – (1) to understand the market and the needs and wants of the customer, (2) to form a marketing strategy driven by customer value, (3) to form an integrated value-delivering marketing program to engage the customers (, (4) to build profitable relationships and satisfy and please the customer, and (5) “Capture value from customers to create profits and customer equity” (Kotler and Armstrong, 2017, p. 30). Each stage is of key importance for the organization marketing strategy and it cannot be exploited separately.
Understanding the market and the wants and needs of the customer
The market are all the current and the potential buyers of the company product. (Kotler and Armstrong, 2017, p. 34) Customer’s needs is the basic drive for the marketing concept. “Human needs are states of felt deprivation” (Kotler and Armstrong, 2017, p. 30). According to Maslow, A. the human needs are ivided into five major stages which are generally represented and known as the Maslow pyramid. Starting from the bottom they are as follows: Physiological needs , The need for safety and security, The need for love and belonging, The need for self-esteem, the need for self-actualization. (Gherman, 2012) “Wants are the form human needs take as they are shaped by culture and individual personality” (Kotler and Armstrong, 2017, p. 30). Having their needs, wants and resources, the customers are looking for products and services that give them the optimal possible value and satisfaction. 
Companies learn about these wants and needs by using numerous instruments of data collection and analysis, people from all stages of the company stay close to the customer in order to capture the slightest shifts. (Kotler and Armstrong, 2017, p. 30)
Form a marketing strategy driven by customer value
“Strategy is making trade-offs in competing. The essence of strategy is choosing what not to do. Without trade-offs, there would be no need for choice and thus no need for strategy.” (Baker, 2014, p. 31)
When the marketing management has already fully understood the customers it should be able to construct a value-driven marketing strategy. Once it fully understands consumers and the marketplace, marketing management can design a customer value-driven marketing strategy. They should decide to whom they will offer their product, how they will differentiate and position it itself on the market, they should decide which will be the leading concept – the production concept (improving production and distribution efficiency due to the believe that the customer will buy readily available products), the product concept (the believe that the consumer will prefer the products of the highest quality, and therefore the company thrives to continuously improve its products), the marketing concept (knowing the needs and wants of the customer the company thrives to offer the highest satisfaction), the selling concept (the customer should be constantly reminded to buy the products), the societal marketing concept (the company should consider the customer’s needs and wants, the company requirements, the long-run interests of the society and the customer in particular). (Kotler and Armstrong, 2017, pp. 30-46)
Design an integrated value-delivering marketing program to engage the customers
After the company has created its strategy it is time to decide what value they will bring to the customer and make an actual marketing plan under which this value will be delivered to the customer. This plan should consist of the company marketing mix. (Kotler and Armstrong, 2017, pp. 30-46)
Build profitable relationships and satisfy and please the customer
Modern companies use a number of channels to actively communicate with the customers, they build customer relations and thrive to achieve the optimal customer satisfaction.
Depending on the target market, companies create relations at different levels with their customers. They keep the relations at the basic levels with the mass customers and with the key customers they can create a full partnership.
They also try to create customer engagement with their brand by attracting consumers to their Web sites, Facebook, Twitter, Instagram, YouTube and Snapchat pages. (Kotler and Armstrong, 2017, pp. 30-46)
At this stage, the company realizes their sales and accumulate profits.
Capture value from customers to create profits and customer equity
A well-prepared product will satisfy the client and will invoke positive attitude towards the brand. In turn the customers remain loyal to the company. Along with keeping its customers, the company should also expand their share of customers who purchase in their product category. Another aim of the company is to keep their customers for life, or in other words – to create customer equity. (Kotler and Armstrong, 2017, pp. 30-46)
Conclusion
It is of essential importance for the company to have a sound and well-built marketing function, since it is the way that it realizes its products and services. It is obvious that the marketing strategy and the marketing plan have to be coordinated with the present technologies and the newly emerged ones, because in the modern world the new technologies and their proper adoption in the company marketing define the success of the modern organization.
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