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Introduction 
The purpose of this report is to explain the importance of marketing by looking at key areas where marketing is applied in business organisations. 
Marketing is a functional unit which has a set of responsibilities and operations which are focused on creating a product or a service which appeals to the clients and persuade them to make repeat purchase (Malhotra, 2020). Marketing is, in some instances, regarded only when advertisement and promotion are discussed but the department’s scope is much larger than this. Apart from promotion, there are other aspects, stages and processes which outline the journey from an idea to a finalised product sold in markets. 
Furthermore, there is a concept about the marketing mix which highlights the four main areas of focus for the marketing teams. Finally before proceeding further, marketing creates value for customers when its fundamentals meet all criteria involved in the customer expectation and the stakeholder engagement generally is a reflection of that


Task A 
Processes and stages of marketing 
The marketing processes aim to drive effectiveness and efficiency in the functional unit and the business organisation simultaneously. For this purpose to be achieved, the scopes of the marketing processes include five stages which make a valuable contribution. Those stages are called awareness, education, sample, purchase, and the final one is called refer (McFadden, 2018). 
The awareness stage is about making the right first impression as a business organisation towards the customer. This is the stage where the client will first encounter the business and its services, most of the time with the assistance of advertising campaigns that have been released by that organisation. The customer will either become curious after observing the promotional material presented to them or move along to search for another company which appeals to their interest more successfully (Zeithaml, Mary Jo Bitner and Gremler, 2018).
 The introduction to the company may sometimes occur through direct advertising which takes the form of physically going to the customer and promoting your services. This is an approach that start-up businesses with more limited financial resources can use and it may be effective as long as there is some evidence of the work of the company. Communication, persuasion and marketing abilities are a must in such instances if the business strives to maintain interest of the target client for long enough.

After the awareness stage, education steps in as the second which is not directly related to a topic questioning the literacy of the customer or the company. This stage is also an informant one in terms of function and it serves a purpose for the already interested clients to make a more in-depth research. In addition to the provision of further information using a digital platform like a website, there can be direct phone calls between members of staff and the clients. Phone calls can be more timeconsuming and they prevent some of the staff members from carrying out other marketing jobs for the time being. Nonetheless, usually customers feel slightly more secure in entrusting a business after having directly communicated with them.

The third stage involved in the marketing process is called sample which is the provision of example products or service offer to the customer. This is done in order to demonstrate how the business goes about completing a customer order and throughout the process the customer may enquire about additional concerns. Those samples may include webinars, proposals, trial offers or speaking to a member of staff directly on the spot. If the third stage from the marketing process is completed successfully, the customer will be certain that making a purchase will be a wise decision.

Purchase is the fourth stage involved in the marketing process and it is the financial arrangement between the company and the customer to provide products or services in exchange with money. Some of the activities involved in the purchase process apart from the financial arrangements may include support communities for customers, quick start guides and handoff introductions. This is not a finalised stage for the customer experience nonetheless as there can be faults or potential dissatisfaction for a given reason. In simpler regards, it is believed that no business organisation would find it possible to cater for all types of customers.

Finally, refer is the stage where a formalised process is developed to observe whether customers are happy with what they have received or not. This can be done in several different ways but will usually include post purchase questionnaires or similar surveys. The customers are encouraged to express their views all throughout the stages in the marketing process but this is where the customer review becomes a crucial part of the stage. In order for the business to improve upon areas that they have not managed well in the past, they require customer feedback.

The marketing mix 
The marketing mix is a tool on the form of analysis which is conducted by the marketing department in a business organisation. This essence of this tool is based in the elements that the analysis looks at when analysing what is best for the business and what hinders its success. In recent years, there has been an emergence of an improved and more complex model of the marketing mix (Datta, Ailawadi and van Heerde, 2017). The standard model contains four aspects of the mix which are product, promotion, price and place of a product – notably, this model works best in application to a product-based offering that the organisation makes to the clients.

In contrast, the new model contains additional three aspects (making up a total of seven) which are for businesses that are service related. Those additional aspects are physical evidence, process and people. The table below provides a brief outlook over the discussed aspects including the original four.

The product or the service is arguably the most important aspect in any tool that the business organisation can benefit from. The product essentially is the offer made to the target market in exchange for money (Liu et al., 2017). The finances acquired from selling the product are used to expand upon the current state of that organisation which triggers other situations that embody a chain reaction. The product or service is the image of the business, along with the actual branding process and the better those are, the more positive the business appears in the eye of the external stakeholders. The state of the product will depend on the quality, its features and design, whether it is unique from other companies’ offers or it cater in the same way for the mass market and so on. 

Promotion is the next universally applicable aspect in both products and services for business organisations and it is closely associated with advertising for a readily made good, ready to be purchased. The promotion is crucial and it requires effectiveness and a wide advertising scope – preferably over a few promotional platforms, the majority of which are suggested to implement on digital media. There are different types of promotion such as sales, direct marketing, and personal promotion. Branding and logo creation will usually be the responsibility of the promotion area in the marketing department. To summarise, the promotion from the marketing mix aims to introduce customers to the business and what it has to offer.

The price in the marketing mix is decided upon several influences, and some of them may even originate from the external business environment. Some of the deciding factors include number of competitors, market positioning, quality and innovativeness of the product or service and such. The price aspect of the marketing mix does not always include the decisions made about the price itself but also additional financial alternatives such as discounts, sales events, and other examples like credit or debit payment methods.

The final major aspect is place which can refer to physical positioning of the products or services for the customers, or others which are supplier oriented situations. Some of the features of this part of the marketing mix are trade channels which aim to make supply and transport of raw goods less costly and more negotiable. Additional place features are the segmented channels for customer profiles and ideal locations for the business with a high concentration of population.

Marketing and value for customers Customers are the main pinpoint of every business organisation. Those stakeholders hold a value, especially those whose prices are driven by what they purchase—increasingly look to buying as some way to extend profits and so pressure suppliers to cut back costs. In order to influence customers to concentrate on total prices instead of merely on acquisition worth, a provider should have associate correct understanding of what its customer’s price, and would price (Harvard Business Review, 2014).

Many customers, just like the industrial husbandman, perceive their own necessities however don't essentially recognize what fulfilling those requirements is value to them. To suppliers, this lack of understanding is a chance to demonstrate the worth of what they supply and to assist customers build smarter buying selections.

A small however growing variety of suppliers in business markets draw on their data of what customers price, and would price, to achieve marketplace blessings over their less knowledgeable competitors. These suppliers have developed what we tend to decision client price models that are data-driven representations of the price, in financial terms, of what the provider is doing or might do for its customers.

Value in business markets is that the value in financial terms of the technical, economic, service, and social advantages a client company receives in exchange for the worth it pays for a market providing. Customer price models are supported assessments of the prices and advantages of a given market providing in an exceedingly specific client application. Counting on circumstances, like availableness of information and a customer’s cooperation, a provider may build a worth model for a private client or for a market phase, drawing on knowledge gathered from many customers in this phase.

When the business organisation earns a comprehensive understanding of the worth of a market providing during a specific client setting might seem monumentally tough. However it may be done when the right efforts are invested in the marketing process. The primary step is generating the proper quite worth analysis team. The team ought to embody individuals with product, field engineering, and selling expertise, and 2 or 3 forward-thinking salespeople. Choosing the proper market phase to focus on is that the next step. As a result of this situation, the provider can get to conduct worth assessments with a minimum of 2 and maybe up to a dozen customers to make AN initial value model, that would be an honest plan to start out with a phase within which the provider has notably shut.

Before approaching a client, the team ought to assume through what it may or may not like from the client and what the customer will gain, and as well as that it would be ready to supply an incentive. As an example of this statement, the provider would possibly supply to supply the resources to collect the information at no charge to the client and guarantee to share all findings. For many corporations, the promise of shared analysis findings among collaborating customers in AN aggregative or disguised manner is an irresistible incentive as a result of it permits them to benchmark.

Stakeholder engagement and impact on marketing activities
 If a business organisation seeks success in their project programmes, it is recommended that it centralises its focus around the concept of stakeholder engagement. Before proceeding further, it is worth noting that stakeholders are not only the customers, but also competitors, suppliers, and the employees. Some of them may be more directly involved with the projects set by the company in comparison to others. Stakeholder engagement, although self-explanatory, is an activity which collectively arranges a variety of perspectives and ideas that can be very well used in organising profitable projects – those projects may include marketing developments as well. Therefore, stakeholder engagement will have a strong impact on marketing activities as well. Some of the complexities in association with the concept include:
· Motivations.
· Perceptions.
· Assumptions.
· Experiences (Control, 2019).

Task B 
The purpose of this second task form the Marketing Fundamental assignment is to reflect upon recent research and blog-based coursework on herbal remedies and natural cures of diseases. Reflection is an essential skill in academic environments, particularly in universities where it may be otherwise more challenging to keep track of progress made in skill development and subject learning. Reflection is the activity of observing past performance with the application of critical thinking and recommendations for the future.

In my personal experience such activities are less time consuming than research and evaluation-based assessments which require additional investment of effort. This is due to the description of experiences which have already been processed subconsciously.

The tasks which I had to present in the beginning of the new year were on a personally based topic that was quite a favourable aspect. I had the opportunity to choose a field of study which genuinely held my interest. As a person who expresses strong views on traditional and herbal medicine, I decided that it is wise to choose business organisations and topics in that area. There were a total of six different products/herbal remedies which I had to describe in six consecutive blogs and create an evaluation sheet with the brief description of each association.

In terms of what went well in the assessment, I was highly motivated and persistent to not only complete the project before the deadline, but also provide a high quality assessment to look at. This served well as I tend to procrastinate in some of the university activities which later on results in increased stress and rushed work that I would not be satisfied with. I invested my efforts majorly into the research itself and provided information in each blog and sheet which was highly concentrated in literacy material. Upon further inspection after the drafts were finished, I was pleasantly surprised with the level of academic language use and little editing was necessary as a result.

On an end note, the areas of improvement mostly include the time management which I continue to struggle with. I will have to ensure that in the future I calculate the time which is necessary for the tasks to complete individually rather than the total. The problem faced towards the end of the project was the fact that the time I spent on research meant a lot less remaining for writing – this is the most time consuming part of every assessment. Some of the aspects of the final product still may appear rushed due to the lack of time left to paraphrase the information and integrate the right types of sources. I will have to be more organised with my time in the future and assess better how much is necessary for each task judging by my capabilities and the complexity of the subject as well.
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