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Processes and stages of marketing including the role of the marketing mix

[bookmark: _Toc70195980]Introduction
In simplest words marketing is making a profit by satisfying customers. Marketing can be defined as the combination of activities that a company undertakes to sell its products to the target market (Kotler and Armstrong, 2015). Marketing starts before production, it continues to supply chain, and promotion to sales. Marketing revolves around four activities, product, price, place, and promotion. This essay will describe the process and stages of marketing. It will help understand the role of the marketing environment and other situational models. The chosen company for this assignment is British American Tobacco. It is a multinational company founded in England in 1902. British American Tobacco is one of the largest tobacco companies in the world. This essay will determine market segmentation, target market, positioning, and marketing mix of British American Tobacco.


[bookmark: _Toc70195981]Main Body
Marketing fundamentals analysis and evaluation is a process through which an organisation studies the dynamics of the market in which it operates a business by gathering information about the market (Burns and Veeck, 2020). This information is collected from books, journals, videos or, other resources. An organisation analyses and evaluates the marketing fundamentals to determine the purpose of market research and attractiveness of a particular market in the industry.
Marketing refers to the activities that help an organisation to capture new consumers and provide them with superior value and satisfy them so that they can create value for the organization (Forlani and Parthasarathy, 2013). The purpose of marketing is to make a profit by building a strong and loyal relationship with its customers. Marketing is not a new idea. The modern marketing philosophy came after many philosophies (Tadajewski, O’shaughnessy and Hyman, 2014). The production concept came at first. According to this philosophy, marketing is considered a production task. It says if a company produces a large number of inexpensive products then consumers will be attracted to buy from that company. After that product concept evolved which says consumers will favour a product that offers the best quality, performance, and innovative features. But to survive in the market a company cannot just produce a good quality product and do nothing more. That is why the selling concept came to reality. It holds that consumers will buy from a company only when it undertakes aggressive selling and promotion efforts (Lamb, Hair, and Mcdaniel, 2013). The marketing concept holds that a company needs to understand the needs and wants of customers by being more effective than competitors in creating, delivering, and communicating value to its customers. The last philosophy that evolved in marketing is the societal marketing concept. It says that a company should perform all marketing tasks in a way that enhances and preserves the consumer’s and society’s well-being (Gordon, 2011).
[bookmark: _Hlk70080861]In order to survive in the market, every organisation needs to find a way to identify and satisfy unfulfilled consumer needs. The process and stages of marketing include situational analysis, objectives setting, strategies making, marketing implementation, and control (Babin, 2019). A situational analysis is a thorough analysis of external and internal factors that affect the business of an organisation. A situational analysis helps an organisation to identify its position in the market. It includes the examination of the Macro environment, SWOT analysis, and Porter’s 5 forces model. British American Tobacco undertakes a situational analysis to discover its general position in the market from time to time. So that the company does not lose track and achieve its business goals and objectives.
[bookmark: _Hlk70323737]Mission statement of British American Tobacco- According to Kotler, Marketing can be defined as the set of activities that an organisation undertakes to promote the selling of their product, service, or good. Companies engage with marketing to direct their product to consumers (Ekpe, Eneh and Inyang, 2015). And the mission of British American Tobacco is anticipate and satisfy their consumers. Which can be done through marketing activities.
[bookmark: _Hlk70323409] The situational analysis of British American Tobacco includes-
The analysis of marketing environment- The marketing environment refers to all the external and internal factors that affect an organisation’s abilities to perform in the market for establishing a relationship with the consumers. The analysis of the macro-environment helped British American Tobacco to know the political, economic, social, technological, environmental, and legal factors that may affect the operation of the business in a certain country (Carroll and Buchholtz, 2012). 
The marketing environment includes the microenvironment and macro environment (Rakita, 2016). The microenvironment is the elements that a company can control or change to operate a business. The microenvironment of British American Tobacco includes its suppliers, competitors, intermediaries, customers, and publics. These elements affect the organisation's performance and decision- making. On the other hand, macro-environment are the elements that a company cannot control and adapts to those elements to survive in the market (Kocovic, 2011). The main elements of the macro environment include political, economic, social, technological, environmental, and legal factors of a country. The macro-environment creates opportunities or threats for British American Tobacco. That is why the company needs to analyse the environment so that it can grab the opportunities and minimize the threat risks. 
The SWOT analysis helped British American Tobacco to identify the opportunities, threats, strengths, and weaknesses of the company (States., 2018). The SWOT analysis of British American Tobacco includes-The strengths of British American Tobacco is its strong brand name and good reputation in the market, its financial resources, its highly trained and skilled employees, the good relationship with its suppliers and distributors. The weaknesses of British American Tobacco include companies’ failure to innovate, more focused on premium consumers, its organizational structure. British American Tobacco is one of the largest tobacco companies it has the opportunity to invest in research and development. It can identify its potential competitor as well as suppliers and distributors. It can fulfil the unsatisfied needs of its consumers. As a tobacco company, British American Tobacco faces many threats from the government and environmentalists. Government imposes taxes and regulations upon the company. Many times environmentalist protests against the company as it can create health issues (Lee, Lee and Jung, 2020)

British American Tobacco SWOT Analysis
Figure 1

British American Tobacco uses the Porter’s 5 forces model to understand the market, potential profitability of the market in which it wants to enter. To understand how much the forces of the model impact the business and how it can change and use the forces to increase its profitability (Fortenberry, 2013). Porter’s 5 forces model includes competitive rivalry, the threat of new entry, buyer’s power, supplier’s power, and the threat of substitutes. The competitive rivalry comes when British American Tobacco faces much competition in the market it wants to enter. Competitors offer similar products as British American Tobacco, and the exit barrier is high. The threat of new entry is where the entry barriers are low then many competitors can enter into the market making the market less profitable for British American Tobacco. When buyer power is high, the market becomes less profitable for British American Tobacco as consumers can switch among many competitors. And when supplier power high then the organisation faces a huge cost to switch suppliers. Lastly, the threat of substitutes comes when competitors offer similar products and benefit as British American Tobacco (Bat.com, 2018). 

Porter’s 5 forces model Figure 2

[bookmark: _Hlk70333831][bookmark: _Hlk70332746]British American Tobacco Porter’s 5 forces model
	Forces
	Extent
	Explanation

	Competitive rivalry
	Medium
	Competition while entering into a new market
Similar products of competitors

	Threats of new entry
	Low
	Not many competitors can enter into the market due to government’s strict rules and regulation.

	Buyers power
	High
	Buyers can easily switch to competitors products
When buyers feel  British American Tobacco  is charging much more than competitors they switch

	Suppliers power
	Low
	As switching cost is high for suppliers they have less power
British American Tobacco’s reputation helps it to get new suppliers easily.

	Threats of substitutes
	Medium
	British American Tobacco has many competitors and they all sells almost same products
Buyers can switch when they do not get quality product. 




[bookmark: _Hlk70087366]British American Tobacco is one of the largest tobacco companies in the world. It produces tobacco for mature consumers. Before entering into any market and offering its products to consumers British American Tobacco divides the market into different segments, then chooses the target market, creates a position in the mind of its consumers by defeating its competitors (Mullins and Mclean, 2019). British American Tobacco divides the market into smaller groups with similar characteristics. For example, it segments the market by age, gender, race, marital status, lifestyle, geography, demography, income, education, and occupation, according to the preferences of consumers (Wilson, Wauson, and American Management Association, 2010). After dividing the market into smaller segments, British American Tobacco chooses the segments that it wants to serve. These segments are called the target market. British American Tobacco chooses those market which complies with the objectives of the company. For example, the company only sells its products to mature adults, so its target cannot be children. British American Tobacco  has created an image of the company in the minds of the consumer.  British American Tobacco  has positioned itself as a leading tobacco company. Which is an environment-friendly company. As the brand value of the company is very high so the position of the company is clear in the minds of its consumers.
The marketing mix of  British American Tobacco  includes the product, price, place, and promotion (Baines, Fill, and Page, 2013). It develops marketing mix strategies to achieve desired goals from the market it serves. It helps the company to address different aspects of different elements of the market and helps to achieve broad marketing strategies. The marketing mix of British American Tobacco - Its products are cigarettes and tobacco-related products. Its products are of high quality and it sells its products under 5 categories. All products are sold under the brand name. It sells highly differentiated products with various features that competitors cannot provide (Mullins, 2016). It follows a competitive-based pricing strategy to set its price level. Because the data of competitors are easily available in the tobacco industry. It sells its products at a higher price than its competitors as the products are of high quality and the brand value is very good. British American Tobacco  sells its products through different marketing channels. It sells directly to its consumers through the online website. And it sells products through wholesalers who then sell them to different retailers. The company uses multiple channels to promote its products. It advertises on television and radios. It also advertises on various social media platforms. For example, on YouTube, Facebook, and Twitter. It also undergoes personal selling to increase its presence in retail stores. The top competitors of British American Tobacco are Japan Tobacco, Scandinavian Tobacco, Imperial Brands, Altria, and Philip Morris International (Bat.com, 2018).


[bookmark: _Toc70195982]Conclusion
[bookmark: _Hlk70082457][bookmark: _Hlk70087306]From the above decision, the concept of marketing can be clearly understood. This essay provided an understanding of different marketing concepts and the process of a marketing plan. British American Tobacco has been operating its business in many countries as a successful leader in the tobacco industry. The marketing mix of the company along with its SWOT analysis and Porter’s 5 forces model analysis was discussed to show the impact of marketing fundamentals analysis and evaluation in the organisation so that it achieves its business goals and objectives successfully.
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COMPETiTIVE RIVARLY
Number of conpetitors  Customer loyalty Requirements for adverlising expenses
 Quality differences

















SUPPLIERS POWER
Suppliers concentration/Number of suppliers
Uniqueness of product/services
Ability to substitute
 Supplier switching costs


THREAT OF NEW ENTRANS
Barriers to entry
Economies of scale
 Capital requirements
 Product differentiation


THREAT OF SUBSTITUTES
Buyer potential to substitute
Number of substitute products/services
 Performance of substitute
Cost of change


BUYERS POWER
Bayer concentration/Number of customers
 Bayer switching costs
Price sensivity
Differential advantage









SWOT ANALYSIS


THREATS           
Threats from govermment 
Threats from environmentalists 
Imposed taxes, rules, and regulations


OPPORTUNITIE
Opportunities to invest in Research and Development Potential competitors, suppliers, and distributors
 Unserved consumers


STRENGTHS
Its strong brand name
 Good reputation in the market Financial resources 
Well trained and skilled suppliers and distributors 
Good relationship with suppliers and distributors


WEAKNESSES
Falure to innovate 
Focus on premium consumers
 Comlicated organisational structure
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