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[bookmark: _Toc93257902]Introduction
Marketing nowadays is one of the most essential parts of a business. It consists of the actions that are taken by the business to communicate its products and services offerings to the customers (Armstrong et al., 2018). Many industries have been created based on marketing and it is now one of the largest industries with the highest valuation in the world. The importance of marketing for every type of business is immense. In this essay, the different aspects of marketing will be discussed. It will include marketing and its importance, the main market process and stages, the different frameworks of marketing, the customer segmentation, targeting and positioning, the marketing mix etc.
[bookmark: _Toc93257903]Marketing
Marketing can be termed as the set of activities and processes for creating, communicating and delivering values to the customers. Marketing aims to meet the needs of the target market in terms of goods and services. At the core of marketing, it is to make the product or service, identify the right customer for it and then get the attention of the customer so that they know about the availability of the product or service (Baker, 2017). Thus marketing assures the profitability of the company.
[bookmark: _Toc93257904]Importance of Marketing
Marketing is a very important part of modern business and there are many underlying reasons for it. Marketing is required for informing the customers about the product or service and the unique selling propositions of the brand (Kühn and Fuhrer, 2017). As modern consumers value experience over the price of products, marketing gives the companies the chance to communicate their brand value and experience through marketing. Marketing is also necessary to maintain the sustenance of a company's presence in the market because the customers can identify the company and recognise it by its marketing tactics. Marketing is also responsible for engaging the customers with the brand as it creates a bridge between the corporation and the customers and acts as a medium. One of the major aspects of conducting a business is to make a profit and selling the products or services is the only way to do so. Marketing is very effective in this case as it is directly interrelated to the number of sales of the company. Marketing helps the customers to keep the company at top of their minds which in turn creates value for the company (Baker and Hart, 2016). Marketing also acts as an important strategy for the growth of the business as the marketing efforts can expand the base of any business to a great extent.
[bookmark: _Toc93257905]Marketing Process and Main Stages
The market process can be identified as a set of steps that are used by organisations to identify the customer problems and analyse the market opportunities along with creating marketing materials that are desired to define the audience and can be used to reach them (Gbadamosi et al., 2013). Some of the steps of the marketing process include selecting the mission of the company, doing the situation analysis using frameworks like SWOT analysis and PESTEL analysis, selecting the objectives that are required to reach the goals, the marketing strategy to be implemented, the planning of the marketing strategies, the implementation of the strategies and finally the control of the strategies (Kotler, 2012).
The mission statement is the phrase that explains the reason for a company to exist. For example, the mission statement of Unilever is to add vitality to life. The situation analysis which involves the SWOT analysis and the PESTLE analysis involves the assessment of the internal and external factors of the organisation respectively which helps in the decision-making process (Schlegelmilch, 2016). The SWOT analysis identifies the internal factors by finding out the strength, weaknesses, opportunities and threats of a company. It is a type of internal audit of the company which also helps to identify the market position of the company compared to the competitors. On the other hand, the PESTEL analysis identifies the political, economic, social, technological, legal and environmental aspects of the business. It identifies the macro environment of the business and how it influences the decision making in the organisation. The objectives of the company are the short term goals that have to be reached by the employees of the organisation to materialise the mission of the company. The marketing strategy is the next step which is the process that can help an organisation to utilise its limited resources on the opportunities which would increase the sales and help the organisation to have sustainable growth and competitive advantage. For example, in the case of Unilever, the motto of the company is to create a brand with a purpose for all its 400 brands. So Unilever has integrated the global strategies of the company with the local community’s norms and traditions to attract customers which have resulted in their products being famous worldwide. Planning is the marketing plan of the company which involves the implementation of the strategies. In the terms of marketing, the implementation and control of the marketing plan can be termed as the process which is utilised by the organisations so that the strategic objectives of the company can be met efficiently and effectively (Moutinho and Huang, 2014). Implementation is putting the marketing strategy in real-life practice so that it can bring results for the company. Control can be termed as the key performance indicators of the marketing plan that is being implemented by the company which helps the marketers to understand if the marketing plan is successful or not.
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The analysis of the segmentation, targeting and positioning of the products or services offered by a company to the right target market can be termed as the STP analysis (Moore and Pareek, 2006). It is one of the very important aspects of marketing as it needs to be done at the initial stage to deliver the right product to the right customers. This process allows the organisation to meet the requirements of each target market cost-effectively. 
Market segmentation is to divide the customer base with common characteristics into separate groups to meet their needs. The customers are mainly divided based on their common characteristics. Market segmentation is mainly done based on the demographic segmentation approach, geographical segmentation approach, psychographic segmentation approach and behavioural segmentation approach (Kotler and Keller, 2011). The next step is to select the target customer to which the company will cater its services. The target customers are selected based on the size and potential of their growth based on segmentation. The final step is positioning the product or service in the right customer base. This step involves identifying the unique selling propositions and then creating a value proposition map for the customer. For example, the brand Lux of Unilever is for the demographic segmentation, targeted towards women and positioned as a beauty shop.
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The marketing mix is a ground model used in businesses that are centred around the product, price, place and promotion of any company or organisation. It can be termed as the set of marketing tools that are used by organisations to pursue their marketing objectives (Richter, 2012). These four key factors are influenced by the internal and external factors of the business. 
The product can be referred to as a good or service that the company offers to the target customers. The main criteria of the product or service are to fulfil the specific need and demands of the consumer. It also involves the life cycle of the product which, the business executives have to be very aware of. For example, Unilever has numerous products and product lines under its 400 brands.
Price is the value that is paid by the consumers for utilising any product or service from any company. It is essential to perceive the real value and perceived value of the product to set the pricing of it. Unilever uses the value-based pricing method which is very satisfactory to the customers. The place of a company is mainly deciding where to sell the product and how to deliver the product to the market. It is related to the supply chain of the company. For example, Unilever products can be found in more than 190 countries around the globe (Unilever PLC, 2021). Promotions involve the advertising and promotional strategy along with public relations of the brand. It is one of the core parts of marketing as it involves the communication of the organisation with the customers. For example, Unilever implements responsible marketing and advertising approach which easily dictates the USPs of any of their products.
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Marketing is very important for every business as it is directly related to the profitability of the company. Marketing is now at the core of most businesses as a strong marketing plan would help any business to thrive and sustain itself in the market for the long run. Marketing is also closely related to branding and sales. There are various stages of marketing and those have to be followed by marketing managers to ensure that all the aspects of marketing are maintained in the business. Knowing about the various frameworks of marketing and utilising them in the right approach is very profitable for organisations.
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