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[bookmark: _Toc70340882]Introduction
This essay approaches the concept of marketing and its importance.  The main elements of the marketing process, PESTEL analysis and SWOT analysis. MARKETING is the most interesting field of business.  It is an important process in every successful business.  The purpose of this essay is to describe the basics of how some marketing organizations successfully move from the concept of product to the concept of creating a successful brand. Find here the tools used to develop successful brands, creating and developing brands, various distribution methods, market research, strategic thinking and brand promotion and various other methods. Marketing management needs to understand what costumer needs and value.

[bookmark: _Toc70340883]Definition of Marketing
The first official definition of marketing was in 1935 and was adopted by the National Association of Marketing Teachers. The definition was revised and in 2004 was described marketing as “an organizational function and a set of processes designed to communicate and provide customer value and maintain a perfect customer relationship for the benefit of the company. Someone uses the term "marketing" as a fashionable word for "selling."  Yes, selling is part of the marketing process, but marketing is much more than that. Others use this term for all types of promotion and advertising. Again, they are part of marketing, but they are not everything. William M. Pride and O. C. Ferrell define marketing as individuals and organizational activities which satisfy profitable relationships and create distributing, competitive price, promotion, and service.  (Kotler Philip & Keller Kevin Lane, 2011; Kotler Philip, 2018).

   

[bookmark: _Toc70340884]The role of Marketing
In the actions of entrepreneurs and specialists involved in market relations has made its presence in our century and especially in its last half a new term with a special resonance and attraction, with deeper and deeper connotations. Philip Kotler defines marketing as a human activity oriented towards meeting needs through exchange. The emergence of marketing occurred in countries with highly developed economies and therefore, some authors considered that the genesis of marketing is due to the abundance of products and services. By its essence, marketing tries to treat the world and understand it through its problems, needs, and living standards. Marketing offers the possibility of adapting production to consumption throughout the realization of the product.  Marketing must be understood the development of all the activities necessary to ascertain the needs of the market.  Programming the availability of products, physical distribution, and facilitating the product research process. Marketing represents a new perspective and conception on the orientation, organization and development of economic activity. (Housden Matthew, 2008). Philip Kotler is one of the greatest American teachers, he defines 6 groups of marketing concepts: Needs, desires and demand; 1.products; 2.value, cost and satisfaction; 3.changes, 4.transactions and relationships; 5.market; 6.marketing.



[bookmark: _Toc70340885]The Marketing process and its main stages.
[bookmark: _Toc70340886]1.1 Define and describe the stages of the marketing process.
Marketing Process can be divided into two big parts, one part is about all activities which create value for customers. The second part, which is the largest, consists of four steps.
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    Figure 1: Marketing framework, 
   Source: (Kotler Philip, 2018).
The first step of the Marketing process is about who the customer is, and his needs and wants. Needs are based on some things that people can feel comfortable with. Needs can be physical meaning like affection and needs can be individual means like studying, working. The second one step is to design a customer driven marketing strategy. This means that a company must design a strategy on how to manage a customer and how to build a profitable relationship between them. The third step is to prepare a plan or program. This step means that a company must plan a program on how to deliver a superior service to customers. Here companies created a strategy through 4ps: product, price, place, promotion. Products are an object offered to consumers. Price is value for the offered product. Place is means how easy the product is available for customers and how it is distributed. Promotion is a way to motivate costumers to by product. And the fourth step is about how to build a relationship with your customer. In this step companies need to improve their relationship with consumers. One important thing is how to deliver a superior service to the product. And the fifth step is how to capture value from customers. This means that big companies try to satisfy customers to keep them (Kotler Philip et al., 2018).  
[bookmark: _Toc70340887] 1.2. Situational analysis of the importance of PESTEL and SWOT in marketing.
One of the best tools for analysing the macroeconomic sector is PESTEL analysis. It serves to study the economic systems of a particular region as a whole and is essential both for starting a business and for calculating the risks and benefits that a company faces in the market. The model involves a study consisting of the analysis of political, economic, social, technological, ecological, and legislative factors that constitute the macroenvironment and describe the overall picture of where a company operates, at national or regional level. Political factors refer to government intervention in the economy and its influence on the business environment.  Economic factors refer to permanent economic factors, temporary at national level and temporary at international level. Social factors include the educational level, people's health, tastes, preferences, values and beliefs of consumers, and lifestyle. Technological factors are the key to success for today's business. The access to technological innovations, research in a particular sector, automation or global communications can influence the costs, quality and efficiency of products or services. Ecological factors also affect the development of a society.  For example, tourism or insurance companies depend directly on the state of the environment. Legislative factors refer to legal analysis, to the laws that can affect the development of economic activity. The importance of PESTEL analysis aims to develop a comprehensive view of the factors that influence the proper functioning of a successful business. Also, it prepares companies for the future, contributes to the establishment and implementation of strategies that bring profitability to a business and helps a company to assess the macroeconomic environment to establish its weaknesses and strengths and to be able to assess its risks and benefits in the market.  (Lancaster Geoff & Reynolds Paul, 2005) (Kotler Philip, 2018).
SWOT analysis (Strengths, Weaknesses, Opportunities, and Threats) is a technique by which you can evaluate your business or part of the business. It also helps you if you want to analyse an industry or another entity. SWOT analysis is the most famous audit tool and analysis of the general strategic position of a company and its business environment.  You use it when you want to identify strategies that will allow you to create a business model specific to your company.  With the help of this model, you will use the resources and capabilities of your organization most efficiently and you will be able to adapt to the requirements of the environment in which your company operates. Strengths describe an organization and what differentiates it from others: a strong brand, a unique technology. Weaknesses prevent an organization from functioning at its optimum level. This happens when the organization has old equipment for insufficient research and development, as well as a limited range of products. Opportunities are when it refers to several external factors being favourable that give an organization an advantage. Threats are factors that would harm the organization, or other factors such as increased costs for materials, increased competition, and lack of Labour. (Lancaster Geoff & Reynolds Paul, 2005).
[image: ]
Figure nr: 2, SWOT analysis 
Source: ((Hooley Grahm et al., 2020)


The differences between SWOT and PESTEL. PESTEL analysis verifies just external environment, also the situation and potential of the market, and SWOT analysis is used to verify the internal and external environment of the company. SWOT analyses a company, a proposal, or a business idea, and PESTEL analysis is used to prevent factors that may affect business operations.
  
[bookmark: _Toc70340888]Definition of Segmentation, Targeting, and Positioning.
STP marketing Segmentation, Targeting and Positioning is a three-step process to development and actionable a marketing strategy. It is a strategic approach to modern marketing. STP is the second most popular model applied in marketing today. This model is useful when it is necessary to create a communication plan. First it is necessary to segment your audience, then target segmentation group with their preference and habits, after that make positioning adjustments in your branding, make marketing strategies to accommodate their needs and expectations.
[image: ]
                                       Figure nr 2: Diagram of positioning and market segmentation
                                         Source: (Hooley Grahm et al., 2020)

Market segmentation must be done to understand who would buy the products or services offered by your business. Although it seems easy, most of the time entrepreneurs do not know their market, they do not segment it, considering that having some information about the age of customers is enough, and when they still try to get information about customers and the market, they do not use the information, all the advantages. Market segmentation refers to the process of dividing the target market into customer groups and segments, depending on several criteria. A well-executed segmentation will give you the correct answers to your questions about the customers you want to serve and will show you the characteristics of the market in which you want to operate. This segmentation includes some variables: Demographics (age, gender, ethnicity), Geography (city, climate), Values (politics, religion), Life stages (work status, education), and Behaviors (interests, purchases).  (Lancaster Geoff & Reynolds Paul, 2005)
An example of the targeting market can be Oral-B, kids' toothbrush.
[image: ]
Figure nr: Children’s targeting market, demographics: age
Source: oralb.
com
Geography Market segmentation ca be a company product sugar from Moldova, a local brand.
[image: ]
Figure nr: 3
Source: https://moldovazahar.com
Market targeting this is the next step, it is necessary to look at the size of the segment, then to look at significant markers these can become the basis of this model STP marketing. The targeting stage is all about identifying all the best opportunities for using the consumer preference during the segmentation stage. Market positioning is an opportunity to help you to find need or desire in the market and your product can be realized. The important thing is that the brand you represent, to awaken in the consumer's mind new connections, to make him resonate with what your organization does. To make the correct positioning of the brand, it is necessary that your message is not necessarily a new one, but one that will attract the consumer. (Hooley Grahm et al., 2020).

 







[bookmark: _Toc70340889]Conclusion
This essay has been about the opportunities, marketing process, and analysis of PESTEL and SWOT. In this paper we have shown that the competition process takes place within an environment common to all competing companies.  This environment is becoming more complex and changing faster due to accelerated technological changes and increased international competition.  It is the responsibility of management to monitor the environment so that both the future and the future can be planned. The role of marketing in the market economy is indisputable. Marketing unites the two fundamental functions of society production and consumption.  
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