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Executive summary: This report is about marketing and its key role in the growth of business. The opening part is on the definition of marketing. Next explanation is on the definition of marketing activities. This is followed by role of marketing, modern marketing and the customer, marketing process and stages. There are five stages that are explained in this process. The second part is about the 4P’s of marketing and the role of each element in the marketing mix. 
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[bookmark: _Toc49198843]Defining marketing - 
In its traditional definition, marketing is all the activities carried out that enables a    company to promote its products and services. It is a series of activities and processes through which business promotes themselves and influence prospective buyers to ahead with the particular purchases of goods and services. Through this transaction of goods or services being exchanged in lieu of payment, there has to be value for both the buyer and the seller. On a larger scale, all those involved in this transaction should stand to benefit. It includes, partners, suppliers and the community overall (Contreras, and Ramos, 2016). 
[bookmark: _Toc49198844]Defining marketing activities - 
There are different methods and ways to carry out marketing activity. There also certain sequential steps. Placing a banner or a kiosk on a crowded street is one method of marketing. On the other hand, the owner of the company going and having a meeting with the customer is also another form of marketing. A third activity would be carry out a research by the same owner in that before the start of their business All the three have a cost factor involved. In the case of the second the time and effort involved is the cost incurred. This time has been taken off for some activity. The ultimate aim of the both activities is to realise the sales of the product or any other offering of the company at a profitable price (Blachetta, and Kleinaltenkamp, 2019). 
[bookmark: _Toc49198845]The role of marketing in business – 
In today’s dynamic and extremely competitive environment, no business irrespective of its size can grow without some focus on marketing. However, this done does not mean that marketing in earlier times was easy. At all times, there were certain products and services and a good amount of competition. In order to ensure their winning over of the customers, firms always needed to deploy vigorous marketing activity. The only difference today is that, market is not restricted, it is globalized with the entire world as part of this global village. There are more competitors than ever for everything. Most importantly technology plays a very important role in reaching out to the buyers in any part of the planet (Bettiol, Capestro, and Di Maria, 2017). 
Today marketing has become a systematic and studied subject revolving around different theories. It has evolved over the years, through best practices and usage resulting in many success stories. Business has enlarged into firms and then into companies and from there into corporates and organisations. In its present stage, marketing continues to evolve through practices both at the academic and actual business implementation.  

Modern marketing and the customer - 
In its present day perspective, marketing in its entire cycle of stages is customer centric. Hence the need to give service is of utmost priority. Brand building activities reach a full cycle when the customer is satisfied with the service received. It propels them to go for repeat purchase or refer other users. Modern marketing as of today is perfecting customer experience at very stage. This becomes a new milestone. Such marketing has to build strong relationships customers that are long lasting. It has to understand every pulse of the customer and adapt to new landscapes continuously. Marketing has to use different channels to reach to different customers. The traditional ways of marketing  
[bookmark: _Toc49198846]Process and stages of marketing – 
By its very nature, marketing is totally agnostic to the product or service offered. It can be any product any location but the sequential process remains the same. It starts with understanding the need to have a particular offering to the buyer and ends with the proper customer service once sales have been completed. The traditional ways of marketing still have value. In the sense creating an ad and then waiting for the customer to respond to the same. The difference is that many more concepts have been added to it. The purpose is to make it totally systematic and result driven. 
The stages and process of an idealistic market process are – 
Mission : Identify the very purpose and objective of the business. Making profits is of course the very nee and subsistence. However, in a larger sense, business does not exist only for that purpose. In order to define this purpose, it is necessary to chart out the mission of the company. It can be internally discussed by the business owners or it can involve the different stakeholders as well. Either way, mission should clearly define the business and the need to be in that business before proceeding forward (Taiwo, Lawal, and Agwu, 2016). 
Market analysis : It can also be termed as situational analysis. This is the second step. Here all the internal and external factors are evaluated and fact finding of every sort is done before going ahead with the proposed launch of the business. Every factor that affects the business is taken into consideration. Understanding the situation will give a clear and concise view of the business altogether. It will help to know the strength of the business, the level of competition and the potential growth points along the way. A market research is typically part of the stage (McDONALD, 2016). 
Marketing plan: Now that decision has been taken to go in its final shape, the promotional part has to be chalked out. The opportunities have come to the forefront through the previous step of analysis. This has to be capitalised through the right marketing plan. Such a plan will specify how the ways in which the target customers can be approached. The plan should also forecast the expected results. Some broad questions on cost of the plan and customer response is required (Sharp, 2017).  
Marketing mix: It is the 4P’s of marketing as defined in terms of product, pricing, place and promotion. It sets the guidelines for the business to explain the value of the products or services to the customers. The products are placed in the right manner vis a vis competition. This will lead to the natural benefits or key differentiators of the product. The research done in the second step provides the information to develop the most ideal marketing mix. 
Implementation and monitoring:  Till this stage, it was the planning part. Now it is time to convert those things into action. The customers have to be reached out and they it is necessary to convince them about the value of the products or services. For this, all the necessary resources have to be used like finances, assets, human capital. The implementation has to be regularly monitored and its results measured. Any change of plan of required should be done at this stage. 
[bookmark: _Toc49198847]Role of the marketing mix (4P’s of marketing) – 

Product: It can be in the form of tangible product or a service that is necessary for the end user. The personal computer is the actual product that is tangible and can be felt. The internet connect to browse web pages is the service given by the internet provider. It does not have any shape. The engineer coming to load an application in the also gives a service, but there is no tangible feeling about it. In all the three cases, there is a derived utility for the customer. It is this which ultimately satisfies the end user. Hence when the business designs the product, it is necessary to know the need of the user, the features of the offering. It should be offered in a way that customer wants come full circle (Solimun and Fernandes, 2018)
Price: It is the value of that offering which is paid by the user for its purchase and subsequent usage. The entire marketing objective revolves around the price. Eventually it is the profits made through the price that will help the business to first sustain and then grow. The final price will take into consideration, the total amount of cost incurred to produce the product and make the customer aware of the same. The overall market scenario and the position of the competition also has to be considered. The price should also consider any discounts, spread- over- payment, list price. The price in itself is a marketing message and its biggest influenced is the target market of the product. 
Place: It is the location in which the product or service is sold. The marketing variant will differ depending upon the location. The reason is that needs and wants differ in each place and hence the target set of customers as well.  For example, soft drinks will not have a market in places with extreme cold climate round the year. The second aspect of place is the distribution. In other words, crating mediums to ensure that products reach the customers ad makes the buying process timely.  It includes distribution channels and transportation modes (Thabit,  and Raewf,  2018). 
Promotion: It is the marketing communication with the target audience. The communication should emphasise and instil all the benefits, value add and features of the product in the minds of the customer. It is the way in which the customers are educated and also convinced. Promotion is centre to the marketing activity carried out by business. Without promotion, the best of the products will not find its rightful place in the market. There are many media of promotion like print such as newspapers and magazines, electronic like TV, directly via billboard, kiosks and banner, internet, social media sites, web pages. The last ones is becoming core buying influencers in today’s promotional strategy. 
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