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“Processes and stages of marketing including the role of the marketing mix.”
[bookmark: _Toc70359405]Introduction 
The term “Marketing” has been extracted from the parent word “Market” which refers to a physical place where the exchange of goods and services takes place and marketing refers to advertise or promote the particular product and services in the market. Marketing plays the role of communicator between the customer and the manufacturer because the job of a marketer is to make the consumer aware of the new product and services in the market through effective marketing strategies. The presented essay focuses on the process of marketing and the role of the marketing mix in developing the business and earn higher profits. The chosen business organisation is Volvo Cars. The essay has covered all related aspects of marketing to make a critical business analysis for Volvo Cars like SWOT analysis, porters five force modal, STP modal etc. marketing is a vast concept that includes different elements in it that contribute equally to make marketing successful. Marketing is an entire process that is being formed by making different stages in it to make effective and beneficial marketing for the business organisation.


[bookmark: _Toc70359406]Marketing Definition 
The term marketing is a broad concept that refers to make the consumer aware of the launch of new product and services in the market and also about their unique services to attract a large pool of customers and develop their market reach. The main objective of conducting a marketing process by the business organisations is to develop their market presence and also enhance their customer reach. In other terms marketing refers to a business function that is being performed by most business organisation for the growth and development of the businesses. Marketing plays an important role in the growth and enhancement of the business as it bridges the communication gap between the consumer and the manufacturer. It helps the manufacturer to directly connects with the targeted audience and make them aware about the launch of new product and services in the market so that consumer may get attracted and purchase the manufacturer products or services. This will ultimately lead to financial benefits to the company as it increases the revenues and profits of the company (Najev, 2016).
Volvo Cars are the selected company for the essay. The company was established in the year 1927 on 14th April that is almost 94 years ago from today. Headquarter of Volvo Cars is in Gothenburg, Sweden. The company is one of the leading brands in the automobile industry. The main product of the company is to manufacture luxurious vehicles for the people to provide them comfort and flexibility while travelling. The company manufactures and markets sport utility vehicles (SUVs), station wagons, hatchbacks, sedans and compact executive sedans. The estimated number of cars that the company produces annually is about 700000. the annual revenues of the company are more than 10 billion kr. Presently there are more than 50, 000 workforce working with Volvo Cars (Volvo, 2020). 



[bookmark: _Toc70359407]Marketing Process
Process refers to the collection of different stages performed together to achieve the common goals and objectives of the business. These processes are being made with the common objective to achieve customer reach by the company. Marketing processes is an important role or function that needs to be performed by most the business organisation to gain a strong market presence in the market. In other terms, the marketing process is also known as a marketing plan that includes different stages. A different stage of the marketing process includes the mission statement of the company, situational analysis, objectives, strategy, implementation, and control. Further, a marketing plan or marketing process is being prepared for Volvo Car that will help the company to achieve the ultimate goal of the company that is to provide comfortable and safe travelling to all of their customers at affordable rates (Todor, 2016).
[image: ]
Figure 1: Marketing Plan
Source: (Najev, 2016)


Vision & Mission Statement
It is the first stage of the marketing process that presents the ultimate goals and objective that the business organisations wanted to achieve. Here is the mission and Vision statement of Volvo Cars that the company is planning to achieve soon in the coming years and lead a successful business organisation (Volvo, 2020).
· Vision Statement: Volvo Cars have the vision to become the most desired and successful automobile brand and infrastructure solution in the world.
· Mission Statement: Volvo Cars is one of the leading automobile brands in the market that has the mission to “Drive Prosperity through Transport and Infrastructure Solutions.”
Business Objectives 
It is the second most important stage of the marketing process that refers to the formation of certain objectives by the business organisation or for the business organisation to reach the ultimate goal that is the vision of the company. Objectives are like small steps that lead the directions towards the vision of the company and accomplish it. Here are the objectives of Volvo Cars (McDonald, 2016).
· To enhance the global expansion of the brand.
· To earn higher profits and revenues by the company.
· To develop a strong market presence.
· To enhance the sales growth of the organisation.
Situational Analysis 
It refers to a detailed environmental analysis of the business that will make a critical analysis of such factors that have the potential to affect the business organisation and its performance in the market. Usually, situational analysis is the analysis of Macro Environment factors that are not in the control of the business organisation. Such factors are also known as external factors. Examples of situational analysis are PESTLE, SWOT and porters five force modal etc. all of these analyses are being performed here in the context of Volvo Cars (Chernev, 2018).

PESTLE Analysis of Volvo
	Political 
	Production and trade policies are formed by the government of a particular country that makes a huge impact on the business. It is easy now for Volvo to operate in North American markets because of NAFTA trade provisions as the trade policies make it easy to trade with foreign countries.

	Economic 
	After the outbreak of Covid-19, it has been seen that sales of vehicles we increased as people are now highly conscious of their health and hygiene, therefore, do not prefer two-wheelers or public transports. This has led to economic profits for the automobile companies.

	Social 
	There have been major social changes observed in recent years especially after the outbreak of Covid-19. The automobile companies are planning to produce healthy and hygienic cars that will sanitise them automatically after every drive.

	Technical 
	Technology is growing rapidly and the automobile sector is also developing in the same direction. Volvo is planning to launch its 3 highly technical cars in India in 2021 that are electric SUV, C40 Recharge and XC40 electric car.

	Legal 
	Post-Brexit the company is facing difficulty in operating its business in the UK and EU because of the changes in trade policies of both countries.

	Environmental 
	The automobile industry is making research and development towards green technologies. Volvo is performing research and planning to launch hybrid and solar cars to reduce the usage of petrol and pollution in the environment.


Table 1: PESTLE Analysis
Source: (Chernev, 2020)



Porters Five Force Modal of Volvo
The modal is used to make a competitive analysis of the market that helps the business organisation to identify all the threats in the market and then to plan effective strategies to overcome those challenges. Here is the five major porters five market force analysis for Volvo Cars (Sahaf, 2019).
· Competitive Rivalry: The market competition for Volvo Group is considered to be high as the company has many other strong competitors in the market like FAW, Dongfeng, Daimler and Tesla etc. these all brands hold almost 80% of the market share and leads the entire automobile industry.
· Bargaining power of Suppliers: In the automobile industry there are numerous suppliers for auto parts that are used to manufacture cars. The numerous suppliers make the market dominant and powerful. Therefore, the suppliers bargaining power is considered to be high.
· Bargaining power of Buyers: The pricing and product strategy of the company is premium that is the company produces luxurious cars at premium prices. All consumers can't purchase Volvo Cars. Therefore, the buyer’s power is considered to be low (Volvo, 2020).
· The threat of new entrant: The automobile industry is an oligopoly market that has few numbers of buyers and sellers in the market. To enter an oligopoly market requires a lot of funds and investment and that is not possible for most business persons, therefore, the threat of a new entrant in the market is considered below.
· The threat of Substitutes: Increase in the market had developed the requirement of cars and heavy trucks for rapid transportation. However, the automobile market is an oligopoly and does not allow new entrant easily but existing market player keeps on introducing new and unique cars in the market this makes the substitute threat to the company high (West et al., 2015).


SWOT Analysis 
	Strengths 
	· The company has a strong brand name and brand equity in the market.
· The brand is considered a global market leader in the premium bus segment.
· One of the leading business brands known for many joint ventures.
· Continuous investment in research and development for constant growth.
· More than 50000 workforce works presently with the company.

	Weaknesses 
	· One of the main weaknesses of the organisation is that it has stretched or expanded supply chain management that delays the production of the car and supply in the market.

	Opportunities 
	· Production of electric and hybrid cars.
· Constant growth in Asia and other emerging markets.
· Occurrence of the boom in the market for the automobile industry.

	Threats 
	· Take overdone by Geely.
· Strong competitors like Scania, Daimler and Tesla etc.


Table 2: SWOT Analysis
Source: (Stone et al., 2020)


Business Strategies 
It is the fourth stage of the marketing process that refers to the formation of several business strategies as per the stages performed earlier in the market plan for the future growth and development of the business. Here are some business strategies for Volvo Cars that will help the business to grow and expand in the market (Criado et al., 2017).
1. The priority of the business should always be its consumers. Business organisations must produce or manufacture a product by seeing the comfort and affordability of the consumer and for the same they must perform STP analysis to know their targeted audience.
2. Secondly, business organisations and especially the automobile industry need to focus on the ubiquitousness of the business. That means they must think to invest in the distribution channel to effectively make the product available to the customers on time.
3. Volvo must choose effective marketing strategies like digital marketing and e-mail marketing etc to reach the mass audience at a time. This will enhance the company’s customers reach and also saves a lot of time and money (Volvo, 2020).
Monitoring and Control
It is the last stage of the marketing process that is also known and implementation and control. In this stage, the final implementation of the marketing plan is being done and a critical analysis is being made. In case of loopholes are being found then the necessary changes and alternative plans are implemented (Najev, 2016). 


[bookmark: _Toc70359408]Recommendations 
Here are the recommendations and suggestions for Volvo Groups that will help the company to lead the organisation successfully in future.
· The company must attend and also sometimes organise networking events for better deals like mergers and joint ventures. Through such events, the company will be able to develop its networks and increase its joint ventures with other brands.
· Volvo group must use the latest marketing tools like digital tools or social media to enhance its market presence and attract a large pool of customers to buy its product.
· The company must conduct feedback or suggestion events from their existing customers so that they must be aware of the changes they need to make in their product. This will lead to enhances customer satisfaction and growth of the organisation. 


[bookmark: _Toc70359409]Conclusion 
The essay concludes that the marketing and marketing process both are highly important for the business and the role they play in the growth and development of the business is also important. The chosen business organisation for the essay is Volvo Cars. The essay has covered all the necessary elements related to the marketing process like the mission statement of the company, situational analysis, objectives, strategy, implementation, and control. The essay has also performed some necessary business analysis for a better understanding by using different business analysis tools like PESTLE, SWOT and porters five force analysis etc. marketing is an important function for the business that is performed by almost all the business organisations.
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