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Processes and stages of marketing
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Marketing
"Marketing is the social process by which people and groups get what they need and desire by producing and exchange goods and value with others." Kotler (2010) describes the process.
"Marketing is the activity, the collection of bodies and processes that create, communicate, deliver and exchange offers of value to consumers, customers, partners and the broad society." (The American Association for Marketing, 2010)
The marketing process is the way in which openings are assessed, the prospective client is selected, consumers are addressed and wanted, prices, product and location are described and the marketing campaign is tackled. The marketing process is mostly responsible for monitoring the marketing overall plan. You need to determine in the marketing process which consumers you serve in your target audience by segmenting the market and then present your goods to the target customers. However, you should focus on marketing studies, design, methods of doing business and ensuring in order to choose the most successful and beneficial marketing approach. The marketing process consists of four major stages leading to a successful publicity campaign. The following steps are:
Marketing opportunity analysis:
The first stage of the marketing process is to evaluate the market opportunities to meet the customer's needs and use them to benefit from competitiveness. Research in marketing is an essential instrument for marketing. Market research enables the business to collect information about its consumers, rivals and any changes to the environment to identify market opportunities. When the market prospects are evaluated, current marketing practises need the market to be divided into key markets, each segment assessed and those segments which the business can best service choose and target.
A successful business begins with customer knowledge. Customers are those who purchase goods and services from another, such as some kind of company. They may already be known as friends, neighbours and relatives, but it is extremely essential to know what the customers need or want to do to build the business of the firm. The needs, desires and requirements enable marketers to decide on their goods on the market.
The requirements of individual individuals, societal needs and other variables are simpler to identify yet very much depending on them. Marketers have the task of understanding consumer requirements. Human needs include food clothes and shelter and are the fundamental necessities. They can't live without these people. No push is required for the goods that fall within the area of necessities. By closer support for customers' requirements, businesses that understand why consumers take choices such as what they purchase and how they buy are mostly successful.
There is often a gap between necessities and desires. "The idea of marketing is that company policy should be based on what the customer wants." (n.a, 2010). 2010). Want to go a step ahead of the requirements of consumers and rely mostly on the needs of customers. They are human wants that are influenced by culture and personality (Class notes). The wishes are straightforward for some consumers. Other consumers, on the other hand, may be more particular.
Marketing is the process through which the markets are analysed, target markets selected, the marketing mix developed, and marketing activity managed. The focus of marketing is on target consumers. In the marketing process, there are many types of components. You are the following: Situational Analysis, Marketing Objectives, Marketing Strategy, Marketing Mix, Implementation and Control.
Situational Analysis
The marketing strategy is based on numerous variables influencing a company, such as swot analysis, pestle analysis, Porter's five strengths and statehood analysis. Swot stands for strengths, weaknesses, opportunities and threats, and lists all internals and externals to advise strategic planning choices on weakness, opportunities and menaces. The key for political, economic, social, technical, legal and environmental reasons is the identification of all the many external variables affecting a company. An examination of the scenario may lead to a greater understanding of the variables that affect their future.
Marketing Objectives
The goal is the marketing plan's starting point. Marketing objectives are objectives for the company which wants its goods or services to be promoted to consumers successfully. You should constantly support the purpose and objectives of the business. They are essential because they may demonstrate how the business benefits from marketing, training and management (Pendergrass, 2013). The SMART criteria describe all successful goals and ambitions. SMART stands for: Specific, Measurable, Agreed and Attainable, Relevant and Realistic, Timetable (class notes).
Marketing Strategy
A long-term plan for achieving specific goals is a strategy. A marketing strategy is thus a marketing plan to accomplish marketing goals. STP is a three-step method to developing a marketing objective plan. S for segmentation, T for targeting, P for placement (Kokemuller, 2018). Segmentation is basically an activity for brainstorms owing to demographics, psychographs, lifestyles, beliefs and values (Hanlon, 2013). Targeting enables firms to identify the parts of the market which suit their goods best. Hanks (2014) states: "The positioning involves the creation of a product which, in comparison with comparable goods in the sector, the chosen target market group considers distinctive."
Marketing Mix
The marketing mix is the collection of seven factors controlled by a business that may be used to accomplish marketing goals. Marketing managers make the greatest use of this in the target market. The principles of the marketing mix are doable, it is essential to grasp. The following seven controllable categories, known as 7Ps, usually include marketing decision making. 7Ps are: Product, Price, Place, Promotion, People, Process, Physical, Evidence.
Implementation and Control
The results of marketing planning may be determined by a successful strategic execution. By making promises and holding the plan and implementing it, the efficiency of its execution may be strengthened by the management of the planning process. Strategic control is the last management stage in monitoring and assessing the strategy management process in its whole to guarantee that the strategic management process operates appropriately. Control is based on measuring ability. It contrasts what should really happen with what is or is expected to be happening.
Target Markets selection:
Since all customers in a particular market are not satisfied by businesses, they must break the whole market (market division), choose the best segments (market targeting), and develop strategies to serve better selected segments than competitors (market positioning).
Market division divides a market into various groups of consumers who have different requirements, properties or behaviours that may need unique goods or marketing mixes. market segmentation Market focus is assessing the desirability of each section of the market and choosing one or more segments. A business should target sectors in which the most customer value may be achieved and maintained over time. Market positioning is the attempt to influence a brand or product's perception by consumers about competitive brands or product perceptions. The aim is to take a clear, uniquely beneficial role in the thinking of the customer.
Marketing Mix Development:
The marketing mix is the collection of controllable marketing factors that the company mixes to get the answer on the target market it desires. The marketing mix includes everything the company can do in order to affect its product demand. Often referenced as 'four ps' (product (or service), location, price and promotion). These are the factors.
You may use the marketing mix model to determine how to make a fresh offer for the market. You may also test your current marketing approach. Regardless of whether you evaluate a new or current offer, use the following steps to help you establish and enhance your marketing mix.
Marketing effort management:
During this phase, the business wishes to develop and implement a marketing mix that best meets its target market goals. This includes four functions of marketing management (analysis, planning, implementation, and control).
In order to discover appealing possibilities and prevent environmental risks, the company has to evaluate its markets as well as its marketing environment. It has to evaluate the strengths and weaknesses of the business as well as existing and potential commercial activities to identify the best possibilities to pursue.
The firm determines what it intends to accomplish with each business unit via strategic planning. Marketing planning requires the choice of marketing tactics to assist the business achieve its overall strategic goals. For any company, product or brand, a comprehensive marketing strategy is required.
Concept of production - The idea of production is a concept in which products are manufactured without taking account of consumer preferences or desires.
Concept of the product - In contrast with the usual product in the product idea, the clients choose goods with a higher quality, performance and characteristics. In certain areas such as electronics and cell phones, this is indeed connected.
Concept for the sale - The marketing idea is the belief that consumers do not automatically purchase what they sell.
Concept of marketing - "Marketing-oriented strategy implies a company reacting to what consumers want," says Riley (2012). Decisions based on knowledge about the needs and wishes of customers rather than on what the company believes the consumer is correct. The majority of successful companies use a market-oriented strategy."
Concept of corporate marketing - "The design, execution and management of programmes aimed at increasing acceptance of a social concept or practise in the target population is social marketing," according to Kotler (2013).
Marketing guidance benefits - Assessment The support of the company may provide targeted pupils and parents appreciation and attention via the broad range of markets or particular sectors. Profits By increasing the attractions of parents and pupils during marketing impacts, the organisation may make numerous profits from the marketing process.
Adaptability - The organisation can know what happens, what emotions, what they want and what they want to alter certain school services such as regulations and teaching techniques due to student service or student affairs centre and student feedback system.
Cost - If there is no impact return, market research costs may be one of the drawbacks of marketing orientation for daily, and weekly or annual research.
Feedback - It is not really safe or extremely difficult for the targeted pupils to receive appropriate guidance and criticism.
Time - If the organisation has to be fixed, it takes too much time to debate, meetings and so on. 
Implementation - is the process which transforms marketing strategies into marketing measures to achieve strategic marketing goals. Implementation includes month-to-month actions every day that successfully implement the marketing strategy.
Control- is a method for monitoring, assessing and implementing corrective measures to ensure targets are reached. Marketing Strategies and Plan Results
From my point of view, the marketing process is an useful instrument that helps businesses understand the market, the requirements and wishes of our consumers. This enables businesses to develop a plan to sell goods that meet those requirements, develop a marketing programme, provide better value, establish lucrative relationships and create a customer enjoyment.
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