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The marketing fundamentals are different and variable in separate companies where the marketing department of the business organisations are aware of using the marketing mix by understanding the marketing environment as the priority of the business. This essay will evaluate a critical analysis of the process and stages of marketing followed by an analysis on the importance of marketing environment, marketing mix and STP usage in the marketing process. The industry examples will be used in the analysis to support the observations based on the credentials of marketing practiced by the organisations as the most dependable access towards the better promotion of the businesses. 
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Figure 1: Process of marketing
(Source: Learner)
According to Morgan et al. (2019), the process of marketing is accomplished by following four major elements it that cover every required aspect of marketing and applicable to any type and size of business. These elements allow the organisations to identify the problems of their target customers and create marketing materials to reach the target customers in time. The four most essential elements in marketing are- 
Strategic marketing analysis: This analysis depends on observing the cause behind market changes and includes the information related to present customers for looking into their preferences for developing the business plans accordingly (Banerjee, 2017). For example, Apple Inc. has followed a strategic analysis in its marketing process by enhancing the customers’ perception towards a changing movement by accepting Apple’s gadgets as a prestigious option in the market. 
Marketing-mix planning: This step in the marketing process is the most crucial one for determining the plan to conduct the marketing practice by applying all the best and possible tactics to achieve the results with success. Hollensen and Opresnik (2019) opined that the planning in the marketing mix is dependent on four major components that are product, price, place and promotion. These 4Ps in the marketing mix will be discussed later as these have major roles in the marketing strategies of major successful companies. 
Marketing implementation: The process of marketing implementation is observed as a major credential for executing the marketing plan by involving the right person in the marketing team to execute the plan successfully (Antoci, 2020). The implementation gets successful by using strategic analysis as the major component and setting goals in the marketing plan for understanding the priority that can enhance the performance of the marketing plan with better results. 
Marketing control: The final step of this process is accomplished by maintaining control of the marketing plans and execution with proper balance. The marketing control is a major component that determines adjusting the marketing plans in necessary places (Yurievna et al., 2017). The control aspect involves evaluation and measurement of the process by superior monitoring to observe a better standard in the execution of the marketing plans. 
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As per accomplishing the marketing process step-by-step, the below sages are followed by the marketers as the major requirements to make the marketing process successful.

Figure 2: Stages of marketing
(Source: Learner)
Awareness: Initial stage of marketing is observed by creating brand awareness in the market to focus on the promotion of the brand that can enhance the engagement of potential customers to the brands with success measures (AL-hazmi and Hassan, 2020).
Evaluation: Only creating awareness about the brand in the target market is not adequate in terms of observing desired success from the marketing results in the process of different business organisations (Krizanova et al., 2019). The evaluation process is observed in the case of non-scientific marketing while the marketers are liable to maintain a commitment for understanding the demands and providing adequate effort that can bring out better strategies of performance development. 
Purchase: After creating awareness and evaluating the control in the market, the major concern in the stages of marketing is observed to ensure a positive purchasing decision by the targeted audiences in the market. According to Gautam and Sharma (2017), the aim of the marketing process is accomplished at this stage while the marketers can observe the adequate response from the target customers with their positive responses through purchasing decisions for the proposed products or services. 
Delight: This part is involved in the marketing process while the marketers can build up strong communication with the customers after meeting their expectations as proposed in the marketing plans. In the automobile industry and other industries related to both sales and services, customer delight is a mandatory aspect for maintaining the after-sales responses from the customers as a contributor to the customer loyalty of the organisations (Shaheen et al., 2018). 
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As opined by Kusumadewi (2019), the marketing environment of every company is separate by nature while it is important as a common measure among the business organisations to present effective strategies for accepting the market understanding with better knowledge. The success behind the major business organisations such as Coca-Cola has been observed while the company has used different strategies for establishing the brand in different countries. Here, the concern of the marketers was to understand and adapt the marketing environment in different countries for spreading brand name by identifying the demands and responses of the customers in the target markets (Gautam and Sharma, 2017).
The role of the marketing environment is observed while the marketers gain knowledge on the external factors and use all the possible forces in the process for enhancing the organisations’ abilities for maintaining a positive relationship with the customers. The marketing environment is different in every business firm while the marketers need to adapt to the opportunities and threats involved in the market before executing a successful marketing plan in the process (Martin et al., 2020). Considering the impact of the threats and opportunities in the market, the marketers have to do adequate research for understanding both the internal and external environment of the businesses. Moreover, the external environment is wide and vast in nature while the macro and microenvironment could be assessed by understanding the different segments as observed in the PESTLE analysis of the business industries.
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Sudari et al. (2019) stated that the 4Ps in the marketing mix has enhanced the importance and contribution of the marketing mix apart from using only advertising and promotion in the marketing procedure. The 4Ps of the marketing mix is used as a major marketing tool while the marketers use this for gaining a competitive advantage among the competitors of every business organisation. These 4Ps are-
Product: The main component or element in the marketing mix is the product that is proposed to promote in the target market as the main aim of the marketing plan. The role of a product in the marketing mix is the most important one as the quality and presentation of the product determines the success of the marketing plan to a certain extent (Mahmoud, 2018). 
Price: As per promoting a product by following a detailed marketing plan, the pricing strategy is a major factor for presenting the product with meeting the demands in the market (Sudari et al., 2019). For example, the retail industry organisations look forward to developing the product demand in the market by negotiating the prices to maintain a competitive strength in the market. 
Promotion: The essential part of marketing involves the latest procedures of advertising that can ensure the better promotion of the products in the market. According to Mahmoud (2018), as a part of the marketing mix, the promotion factors are the major concern of the marketers while the business organisations use most of the budget in marketing to ensure the best accomplishment of promotion of the proposed product. 
Place: The final part of the marketing mix has multiple options to place the products as per coordinating with different marketing channels in the process. For example, the post-Covid-19 world of entertainment has chosen the OTT platforms as the best place for launching movies, streaming web series or TV shows as the most popular and convenient option in the marketing mix (Saini, 2020).

Figure 3: 4Ps of the marketing mix
(Source: Learner)
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Segmentation: This part in the STP analysis allows the marketers to understand the importance of demographic, behavioural and other segments present among the target customers depending on the type of proposed products or services. The business organisations set different segmentations to figure out the groups of people having different needs and interests in the proposed products or services from the organisations (Camilleri, 2018).
Targeting: After finalising the segmentation in the marketing procedure, the next step of targeting gets easier for the marketers to get the target consumers from different segments (Paruchuri, 2019). This step of marketing promotes the marketing strategies to the next step by preferring the audience experiences and building brand awareness among them to expect better strength of loyal customers for the products or services. 
Positioning: The final part of the marketing analysis is accomplished while the marketing process can gain an adequate competitive advantage among the competitors in the same operating industry. The right positioning allows the marketers to establish a unique product in the market and observe a distinct preference from the target audience (Camilleri, 2018). 

Figure 4: STP analysis in marketing
(Source: Learner)
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The entire essay has been presented as a critical analysis on the evaluation of the marketing process by discussing different stages and procedures involved in it. The discussions in this essay have focused on the marketing credentials while the 4Ps of the marketing mix has been used as the most important marketing theory. Moreover, the role of segmentation, targeting and positioning have been evaluated for better marketing knowledge along with the marketing mix.
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