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Marketing Fundamentals
The Marketing Process – Assessment 1
An Essay on
The Benefit of an Effective Marketing Process to an Organisation, including the Role of the Marketing Mix





Introduction
A business organisation’s success and growth vastly depend on the strategies the marketing department of the company takes. Without effective marketing, it is not possible to sustain the competition. Effective marketing is more than just promoting or selling a product; it is the method of understanding customer needs and wants, creating value for them, and building strong relationships with them in order to capture superior value from the customers in return (Armstrong et al., 2014). This paper discusses the benefits of effective marketing to an organisation along with the role of 4Ps of marketing, also known as marketing mix.
Benefits of an Effective Marketing Process to Organisations
A company or firm cannot simply start to produce goods or services and sell them to the customers. They have to market themselves well enough so that people feel interested in taking their goods or services. Marketers should know who their target audience is and be able to determine the right communication objectives. They should be able to design an attractive and lucrative message for the audience and choose the right medium to send the message. After that, it is important to collect feedback in order to make improvements is also necessary (Baines et al., 2021).
Experts have many positive opinions regarding an effective marketing process. Different types of organisations require different types of marketing processes. But the ultimate fruit is the same – companies can understand their customers well, attract new customers, and brand themselves (Ardjouman and Asma, 2015). An effective marketing strategy is also important to create and maintain a good reputation among the customers in order to get a competitive edge over other companies in the market. The effective marketing process helps the organisations’ management to increase their knowledge about the market as well as the customers by taking their feedback (Armstrong et al., 2014).
Implementation of effective marketing strategies is beneficial to both small and big firms. By conducting an effective marketing process, an organisation steps itself one step ahead of others in the constantly changing business environment. With this process, a business organisation can benefit itself by developing, analysing, and measuring success in specific marketing campaigns (Wong et al., 2015). With a pre-planned and tactical approach to marketing, an organisation can identify the best way to reach their customers, provide creative and impactful value to them, and ultimately make a good profit. An effective marketing process facilitates the optimum use of resources available to the company, which helps them to maintain zero-unplanned inventory. Above all, a good and effective marketing process is the key to building a brand's reputation and trust among the stakeholders. Many organisations have taken some great approaches in their marketing process, which have made them different from others. Companies usually hold several types of marketing campaigns in order to communicate with the customers.
Coca-Cola’s ‘The Happiness Truck’ Campaign: "The Happiness Truck" campaign by Coca-Cola was one of the greatest marketing campaigns in the history of their marketing. In that campaign, a truck was roaming around the streets distributing merchandise for free to those who needed it (Gigante, 2013). After getting international appreciation, the campaign was also run-in countries like Istanbul and Armenia. This type of campaign not only increased the number of audiences but also helped to bag a number of awards for the campaign – which increased their brand value.
The Special User Experience of Spotify: Different types of people have different modes. As a music platform, Spotify found out that different people have different tastes, and listening to music without any option to filter the options could be harmful to the company. On that note, Spotify introduced the filter option and uses AI (artificial intelligence) to curate the playlists according to the users’ choices, habits, etc. (What is Spotify? -Spotify, 2021). This has enhanced their customer base more than any other music platform.
Nike and its Promotion of Values: Since its inception, Nike has been focusing on promoting its brand value through overcoming adversity or innovating products. Nike is famous for its slogan ‘Just do it’ and it has been relying heavily on storytelling in ads (Kessler, 2018). These are not only effective for promoting positivity among the users, but also inspire them to stay positive.
Coca-Cola, Spotify, and Nike use different strategic approaches to communicate with their customers. Although they used different strategies, they focused on what the consumers wanted. By creating such value through effective marketing, companies can be successful in the long run.


Role of Marketing Mix to an Organization
There are four elements of marketing: Product, Price, Place and Promotion. These elements have an important impact on the growth and development of a business organisation. A proper identification and arrangement of the elements of the marketing mix can benefit an organisation as it helps to develop the strengths and limit the weaknesses of the company. A good arrangement of the marketing 4Ps helps the organisation gain a competitive edge in marketing and build profitable relationships with internal as well as external stakeholders.
Product: A product is the tangible or intangible object that a business organisation offers to its target audience. Goods (tangible) or services (intangible) must offer value to the target users, otherwise they will not take it. The product is defined as the primary element of any marketing mix, as the other elements will have no impact on customers unless the product is present. A product should have the right attributes for the right users. The features, appearance, function, warranties, etc. are the important attributes of a product (Londre, 2007). Depending on the type of the audience, product attributes vary. A luxury product cannot be offered to a price-conscious audience, and a cheap product cannot be offered to a rich audience. For the success of an organisation, efficient customer research for the product offering is the key.
Price: Pricing means the exchange value of the offering. Pricing can be wholesale price, retail price, discounted price, promotional price, credit terms, etc. (Ehmke et al., 2005). Today’s business organisations maintain competitive pricing to stay in the market. Again, since customers are paying for the specific value offered to them, it should be kept in mind how much they would like to offer for the type of value the product is adding to their lives. Organisations must choose between market-skimming pricing and market-penetration pricing depending on the type of industry they are in. Inefficient pricing could be harmful to the organisation’s growth and profit.
Place: Place is also called the distribution mix. The distribution mix is the location of transactions between customers and marketers. The direct sales channel is the most common distribution channel where customers meet the seller face-to-face and decide whether the product will meet their requirements or not. Another process is reseller sales where the seller sells the product through an intermediary. If the direct sales process is complex for the seller, they often use this process. In the 21st century, online selling has also become popular, where sellers distribute the product directly from the warehouse after getting orders online. This reduces several maintenance costs for the company. In order to be successful, the organisation’s top-level management must decide whether they are going to pursue intensive distribution, selective distribution or exclusive coverage while selling their products (Mullins et al., 2013). For this, they need proper assessment of the characteristics of the products or services as well as sales volumes.
Promotion: Promotional activities include the communication activities by which the marketer introduces the product to the target audience. This involves both advertising and selling the products of the business entity. The objective of advertising is to create a picture of the product that best defines it and stands out from the other similar products in the market (Thabit and Raewf, 2018). Today’s businesses are becoming more customer-centric, where promotion mix plays a vital role in positioning the product in the market. A company should realize what types of promotional activities can be effective for getting better sales. The most common forms of advertising are broadcasting advertisements on radios and televisions, using print media, or using word of mouth. Promoting goods or services over the internet has also become very popular in recent years. Other activities include promotional events, partnerships or strategic alliances, PR programs, etc. The sales rate of any particular product or service depends on the success rate of the promotional mix involved in it.
[bookmark: _Toc86447455]Conclusion
In order to generate expected return on investment, developing and conducting an effective marketing plan is a must. An organisation can attain competitive advantage by delighting their customers through effective marketing strategies. With the help of effective marketing, an organisation can increase their customer base, which is the key to their growth. The marketing mix is an effective tool to determine the business objectives of a firm. When there is good coordination among product, price, place, and promotion, the company can produce and market the right product for the right people, at the right price, and at the right time.
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