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Marketing is one of the most important activities for all companies but in fact marketing is
much broader than promotion, advertising, and sales. This essay critically analysis the marketing mix and the processes and stages of marketing. In this essay different frameworks, such as PESTEL analysis SWOT analysis but also and the marketing mix -4Ps or 7Ps.This essay providing a critical analysis of marketing activities but also a clear explanation of what marketing means and how it works. 
[bookmark: _Toc70165885][bookmark: _Toc70166279][bookmark: _Toc70184541]Definition of Marketing

Marketing is one of the most beautiful discoveries through which engaging the customers and making a paying customer connection. marketing devise importance significance for customers to collect value between customers in return.  A social or managerial process through which a person or a group obtains what is useful and they want by creating it, offering, and changing services and products, a certain meaning or value. Marketing represents: “The art and science of selling “ (Oliver, et al.).

[bookmark: _Toc70165886][bookmark: _Toc70166280][bookmark: _Toc70184542]Importance of Marketing

Marketing is important for all organizations for different reasons. Marketing wild costs a big part of sales, people, industries support, and people, can affect every or any consumers, and plays a role important in our lives. Marketing knowledge helps consumers not only to be much better informed but also to be much mor efficient and selective. Consumers can establish different channels that can be much more efficient but also more favourable through which organizations can communicate but also sole complaints much simpler and easier. Marketing plays important role to improving quality of life.
[bookmark: _Toc70165887][bookmark: _Toc70166281][bookmark: _Toc70184543]The Marketing Process and its Main Stages 

Marketing Process contains various steps that can help and make an organization to identify customer problems, analogizes opportunities, create marketing materials to reach the desired audience. In the Marketing process are five steps. (Oliver, et al., 2018)
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             Figure 1. Marketing process steps and how work, Source: Online (Hong Hanh)
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Important elements of Marketing process

[bookmark: _Toc70165889]The process of important for the customers’ requirements in a can be explaining in different stages then this are kinds of elements under marketing process:

Situational analysis (PESTEL and SWOT)
Marketing objective
Marketing Strategy (STP)
Marketing Mix (4Ps or 7Ps)
Planning, Implementation and Control
[bookmark: _Toc70165890][bookmark: _Toc70166283][bookmark: _Toc70184544]Situational analysis (PESTEL and SWOT)

Situational analysis refers to the different methods that managers use to analyse each environment of an organization , but also to understand the business environment , customers and the organisation .Situational analysis includes many factors that can affect a business. As would be swot and pestle analysis. (Bishop, 2012) (Housden, 2005)

Swot Analysis
It can be used to scan the internal and external environment of an organization. Helps to find the strengths but also the weaknesses as well as the opportunities and risks that an organization goes through Weaknesses Strengths, Threats, Opportunities. Strengths factors contributes to the evaluation of a company but also to the success of an organization. Weaknesses are in fact a factor that prevents an organization from achieving its goal but also from understanding its mission.
For an organization the environment in which it carries out its action, business or operation are important because it offers different possibilities or opportunity. (Sheehan, 2018)

PESTEL Analysis
Pestel analysis it is important, used to control the macro-environment factors when affecting the operation of one organization. Here we have six essential and important factors which analyse the macro-environment: Political, Economic, Social, Technological, Environmental, Legal. Pestel is a management framework used to analyse the external factors. These factors can influence a decision making but can not be controlled by the business. Internal and external factors can affect the functioning of a business or working brand, value of a project. These are like the categories in which these external issues   facing the business, or the project are categorized under, so because there are like six categories most of these external factors that affect the business. For an organization can create threats or advantages, example like political factor are taxation policies, government stability.
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               Figure 2 Modeling a PESTEL analysis, Source: Internet Online (Alqubaisi)
[bookmark: _Toc70165892][bookmark: _Toc70166284][bookmark: _Toc70184545]Marketing objective
 
The goals of a company’s marketing activities are decided upon with the help of marketing objective. Marketing objectives give direction to the companies are a brand’s defined goals.
Marketing objective, finding winning and keeping customers profitable should be the ambition of your business. Also marketing objective are related to specific target, and the objective are the financial situation, earnings, and sales. (Matthew, 2008)  
[bookmark: _Toc70165893][bookmark: _Toc70166285][bookmark: _Toc70184546]Marketing strategy (STP)
It is important in the marketing plan, this part focuses on the basics and marketing products mix on the price, place, promotion, people, evidence but also on the process. The STP framework consists of 3 consecutive steps: Segmentation, Targeting and Position (Baker) (Kotler & Armstrong)
Segmentation 
Is choosing the price of market, a company wants to attract. Demographic segmentation, Psychographic segmentation, and Geographic segmentation.
Demographic segmentation is targeting the consumer base on age, gender, income, occupation, education, and religion.
Psychographic segmentation focusses on the character, lifestyle, values, and interests of the costumer.
Geographic segmentation this means the different between countries, cities, but also between areas.
Example: About international fast food, the business call McDonald’s ...they focused or marketing in the people how don’t have much many available. I take Ryan from India he is a student, is young and don’t have a lot of many. Ryan goes to the fast food and see the price for one cheeseburger is 1 pound. But he is from India and there the McDonald’s change the menu because that’s where the demographic segmentation applies but also and the Psychographic segmentation. Because every country has a different way of life to survive so this fast food must implement exactly what is in that area and exactly what customers consume. In India the customers don’t eat beef for example this fast food implemented another tactic. (Smith, 2016)
Targeting
Evaluating involves the profits potential each from deciding to which segments to focus. They take into consideration such as factors like size factors, growth expected and the offerings copulation. This stage is the point where different decisions are made on how to promote the products.
Positioning 
This process are important, because has a framework of its own called Marketing Mix. Positioning it means the busy position of your product   in the mind of your potential customers.
[bookmark: _Toc70165894][bookmark: _Toc70166286][bookmark: _Toc70184547]Marketing Mix 

Marketing it is in fact the process of integrating and designing different concepts or ideas in such as to ensure the understanding of the objectives. The marketing mix represents the tablet between the product, the price structure, the promotional activities and their distribution. Marketing mix including 7Ps: Product, Price, Place, Promotion, People, Processes and Physical evidence.
The term of marketing mix is used to describe a combination of four elements- the product, price, promotion distribution and place. These are known as 4Ps. The 7Ps help the companies to review and define key issues that affect the marketing of its products and services and is often now referred to as the 7Ps framework for the digital marketing mix. The marketing mix is an acronym that encompasses. (Bishop) (Kotler & Armstrong)
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                                 Figure 3. (Hanlon, 2021) Source: Online
McDonald’s has products in various categories like cheeseburger, burger, wings etc. The design is of the cheeseburger is different with the burger and the quality is and imagine for that product is very important. About the promotion and the price is very important for that company because the promotion and price go together and make to sale more. Promotion is like advertising and the company need this because McDonald’s used discount, promotion and have of course public relations, social media for sealing. People are the employer implicate in soling, process refers the activities that occupier the consumers and physical evidence are takes two forms like proof and under one is purchase. (Dudovkiy, 2016)
[bookmark: _Toc70165895][bookmark: _Toc70166287][bookmark: _Toc70184548]Main stages Planning, Implementation and Control 

Planning includes strategy of marketing (segmentation, targeting, positioning, and Marketing mix). Marketing planning is a little process where approach the question What and Why of marketing activities. Implementation and control are the final elements of the marketing plan. Implementation is the process where approach to How, Who, When and Where. The process is very important, it determines the success of the marketing plan. Marketing controls provide the means whether the desired gols have been achieved or not. Is the process of Monitoring the proposed plans. Marketing control is a process of taking steps to bring actual results and desired result together. Marketing controls provide as at platforms so that design result can be close with the acted performants.


[bookmark: _Toc70165896][bookmark: _Toc70166288][bookmark: _Toc70184549]Conclusion 



Marketing is and will remain important to all companies and organisations This essay provide a critical analysis about the evolution, the main stages, using ever step for explanation about what, how and why is so important to have STP (Segmentation, Targeting, Positioning) to have a Marketing mix, Marketing process but also more steps in this process about the marketing. The elements of the marketing mix influence each other. They make up the business plan for a company and handled right, can give it great success. But handled wrong and the business could take years to recover. The marketing mix needs a lot of understanding, an market research.
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