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        Marketing is essential in any business. Marketing is essential for attracting and retaining clients. And you will not be able to create a meaningful impact in your business until you have a strong plan. Marketing does not happen automatically once you establish a firm or create a new product. In today's industry, you need a complete marketing approach, which begins with planning.
        Marketing process is defined as a strategic step of deliberate series which is taken to help and identify appropriate goals and enabling in attaining them. Marketing process has number of strategic stages which enables the marketer and the marketing organisation to understand their customers and their needs and accordingly produce those goods to meet the requirements of their consumers and to keep them effectively engage to with the form for the longer period. A marketing plan or a process that is used by marketers establish appropriate goals and tactics of a respective marketing brand for a respective campaign. The marketing process not only helps in developing objective and attaining them but also enable all the employees and people of the respective company work together by being on the same page and following an appropriate direction for accomplishing a respective purpose by conducting appropriate marketing efforts (Hollebeek, 2019). 
Marketing process and plan is determined as a measure business usually take up to proceed towards their success and keeping a track about skilfully attaining all agendas. The entire process of marketing assists the brand and guide all the efforts made by experts in a right and appropriate direction. With the help of the strategic plan a business can easily identify respective goals, create customer base and target audience or the marketplace in which the brand is actually competing, the efforts and practices marketers are putting in place in order to reach to the ultimate agenda and determining the base for evaluating the success achieved. , in simple terms a strategic marketing plan is a blueprint every marketer and a brand develops by integrating all the actions that are necessary and are implied towards the growth and development of the company and the brand in the respected targeted market. 
Every business belonging to distinct size groups and having separate scope takes up the process of developing a strategic marketing plan as it is a very crucial aspect for growth and popularity of their offerings and their brand into the targeted audiences. There are several elements which place an overly critical and key role for making the marketing 
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process and the marketing plan and efficient as well as effective for the company. Basically, essential steps of developing a successful marketing process which is strategic in nature, and which is casually undertaken by businesses are: Mission, Situation analysis, Marketing Strategy or planning, Marketing mix and Implementation and control. (Appendix 1)
These procedures are necessary to understand a product's market as well as the demands and needs of clients. It is also utilised to provide the finest product and service to the client and to ensure their happiness. Aside from that, they can attract new customers to test their goods. A happy client will continue to use their goods and become a consumer. Aside from that, the company will monitor market trends and develop goods in response to them.
         The first stage of the marketing process is of identifying and understanding the mission of the company. Most commonly the mission statement of an organisation is written down and promoted within the company through different practices and if not, then the marketer can easily identify the mission via communicating with the stakeholders to find out the main purpose of why the organisation exist (Dost and et. al., 2019). 
        The second stage of the strategic marketing process is of conducting a in depth and evaluation of internal and external factors that are commonly affecting the business which exist in the surroundings of it. The respective analysis of internal and external factors will be conducted to identify the strength and weaknesses of the brand so that these elements can be used as well as mitigated while developing a strong marketing strategy for promoting a particular campaign. In simple words, the situation analysis is conducted and provides a clear and targeted view of the growth and health of the business. While doing the situation analysis the marketers also study about the opportunities and threats that exist in the marketplace and in the competitive environment in which the business is dealing. The identification of appropriate opportunities and threats enable the marketers to easily understand the integration that needs to be done between the strength and opportunities of the company and what steps are needed to be taken to mitigate the weaknesses and threats of the company. 
The second stage of marketing process also includes other strategic tools and techniques that enable the company to conduct appropriate situational analysis and to identify all factors which affect business and will be affecting it in future in both positive and negative manner. The third step of the process is identifying an appropriate marketing
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strategy. At this stage of the process the particularly identify the targeted audiences for campaign, develop measurable goals and develop a budget. To begin with the third stage of strategic marketing a particularly useful tool called as Segmentation, Targeting and Positioning (STP) is utilised (Datta and et. Al., 2017). A significant role which is played by this model is assisting the marketers in identifying the most eligible target audiences for the product or service offering for which the entire campaign is being developed. The model looks over three critical aspects where at first the market is divided into smaller groups for bundles amongst whom the most suitable segments are chosen whose characteristics are related to the offerings of the campaign. 
Next stage is of targeting a particular segment out of those chosen segments in the first stage which help the marketers in developing appropriate objectives as per the requirements and necessities of the targeted audience and focusing over developing those offerings that are most valued and demanded. Moving along the last stage of positioning is chosen and used for developing appropriate positioning plans of the brand in the market grabbing the attraction of the targeted audiences and keeping them retained with the company. 
The fourth stage of conducting a marketing process and developing a strategic plan involves the utilization of marketing mix of important and commonly used tool by different professionals and businesses in the entire world for developing appropriate strategy for their operations. The marketing mix has four elements that are critically focused by the marketers. These elements are Product, Price, Place and Promotions. (Appendix 2) The component of marketing mix is product which deals with the authoring on which the entire campaign is developed either a service or a respective good. Moving on to the next component which is price that highlights appropriate pricing strategy of the respective product. The third component is of place which determines the distribution channel that will be used by the brand for distributing the service or the product that is being promoted and marketed. Last but not the least is it the component of promotion that refers to the promotional strategies that will be used by the company such as physical or online promotions, traditional or modern promotion strategy and other (Liu and et. al., 2017). 
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The fourth stage that is the stage of marketing mix plays a vital role in the entire strategic marketing plan as at this stage numerous aspects of the entire strategy and the marketing campaign are highlighted and determined which are important for the growth of the company and looks over the health of the brand in the presented marketplace and in the competitive environment. The last stage of the strategic marketing process which is the 5th stage is of implementation and control. At this stage, the plan that is being developed so far is put into action and results are monitored by the marketers and the marketing team of the company if available. This is the stage where the marketers will look for an appropriate time and way for launching the plan and the marketing strategies that are developed so far. This is the stage at which the brand reaches out to the customers by informing them and pursuing them about goods as well as services through the marketing strategy. This is the stage at which market is also look for certain funding and resourcing options so that the product can be appropriately marketed, and the people of the company are properly organised (Wu and Li, 2018).
The strategic planning and marketing process provides benefits to organisations when conducted in a methodical manner with top-down support and bottom-up involvement. This research is a comprehensive analysis of tools and tactics that outline a tried-and-true approach for strategic planning and marketing. The goal was to begin establishing a feasible framework and method that, when executed, would result in a product helpful for guiding and directing management to do what is consistent, right, and successful for the company's long-term development and customer and employee satisfaction. While we have offered one way to Strategic Planning, it is far from the only one. The process must be appropriate for the culture, resources, and style of the organisation. It must instil trust in management's ability to make consistent, workable decisions. A Strategic Planning discipline has the advantage of promoting effective decision making, better tactical option selection, and a higher probability of achieving the owners' or stakeholders' goals and objectives.
Strategic planning must be handled as a continuous corporate activity if it is to be of true long-term benefit. It must represent the mission and vision of the company. To reflect changing market and economic situations, it must adapt and develop. It must be proactive in responding to competitive situations. A culture of continuous improvement, effective decision making, and disciplined business processes may be institutionalised through successful strategic planning and marketing processes.
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Appendix 1 – The Marketing Process
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Appendix 2 – Marketing Mix 
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