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PROCESSES AND STAGES OF MARKETING 

	Every business needs excellent marketing in order to be successful. The principles of marketing refer to the principles that a business uses to build the strategies for promoting the products or services. 
	There are different definitions of marketing. For example, the American Marketing Association defines marketing as “the activity, set of institutions, and processed for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners and society at large”. This only means that through marketing the product it put in the right place, at the right time and at the right price. Another definition of marketing is “the processes by which companies create value for customers and build strong customer relationships in order to capture value from customers in return” (Kotler and Armstrong, 2010, p.29). From this definition we can see that marketing implies an exchange of value between the organization and the customers which leads to the profit of the first and the satisfaction of needs of the later. Therefore, marketing is considered to be one of the most important elements that work to the success of an organization. Due to the fierce competition in every industry, the globalization and the developing and innovation of technology, organizations use marketing to enhance their competitiveness by creating  plans and strategies which aim to satisfy the preferences and needs of the customer and ultimately to achieve profit.
The activities of consumer research, the development of products, communication going both ways, from seller to buyer and vice versa, distribution, pricing of the product and delivery are core marketing activities (Kotler and Armstrong, 2010). 
	There are five steps in the marketing process that are used to gain advantages over the competitors. The first step is to understand the marketplace and the customers’ needs. Whether is a small region, a country, a continent or the entire world, the marketplace needs to be studied very carefully in terms of the income of the customers, what they need, want and demand, what are their buying habits in different contexts, for example during a recession the number of people who buy luxury items decreases so it would be different for a company to sell different products at a lower price in larger volumes than it would be to sell expensive luxury products at a lower number of customers. The ideal situation is when both the business and the customers get real value from the exchange, this leading to customer loyalty. 
The second step in the marketing process is to develop a customer-driven marketing strategy. In order to achieve that, the organization needs to know who its customers are and what the best approach to meet their needs is.  For a marketing strategy to be successful, there are two important questions to be answered: What customers will we serve?  and How can we serve these customers best? The customers need to have a clear image of what a company is selling and where they can find the products they are interested in.  For example a shop that sells a large area of different products from clothes interior design would be very confusing for customers and it would also give the impression of poor quality products. 
The third step is to “construct an integrated marketing program that delivers superior value” (Kotler and Armstrong, 2010, p. 29). This is the stage where a business is able to create a marketing plan, after they know who the customers they want to attract are and what are their needs and demands. The company decides the products they want to sell, the prices and the place and promotion strategies. It is highly important to offer qualitative customer value especially in the markets that are already there and are oversaturated. 
Another important step is to develop customer relations that are beneficial and profitable for both sides. Over time two opposing business models were developed: product centric and customer centric.  The product centric model has its roots in the industrial era and it uses strategies to force the product towards the customer whereas the customer centric business model appeared once with the experience economy and it admits that the customers nowadays have changed, they are much more informed and they understood that knowing the customer needs and demands can add value to the product and the business, therefore delivering value to the customers, the business increases its profit (Hocknell, 2019). And let’s not forget, customer satisfaction can be a good promotion strategy for a business. 
The fifth step is to capture value from customers to create profits and high customer equity (Kotler and Armstrong, 2010). This is the stage when a company has to focus on the customer lifetime value, which represents the value of all the purchases a customer will make over their lifetime from a company.  Another thing a business has to take into consideration is the customer equity which represents the total of the customer lifetime values of the present and future customers. 
	In order to have a successful business it is highly important to value the employees as much as the customers. Each component of the system brings value to the business, including customers, employees or suppliers. 
A business must decide if it is product oriented or service oriented. In essence, both type of business sell a product, but the main difference is that the product oriented business sells a tangible product and the service based business sells something intangible, the customer buys the skills of a service provider.
	As seen above when we discussed the steps of the marketing process there are four terms that tend to repeat when talking about marketing, and these are product, price, place, promotion. These are the four marketing principles that a company uses to create its marketing mix. When talking of a company which is service oriented, there are three more principles, so we have product, price, place, promotion, people, physical evidence and process. 
The product represents the good or the service that a company provides to the customers. It is very important that the product satisfied the needs and the demands of the customers in terms of quality unicity and the right price. It is very important for the company to understand the product has a life cycle which includes four stages: introduction, growth, maturity and decline therefore, they need to develop marketing strategies for every stage. Examples of product can range from food and phones to banking and driving lessons. 
The second principle, price, is determined by many factors, such as the cost of production, the demand for the product, customer demographics, and the brand image. When establishing a price it is very important to ensure that he customer perceives that price to be a right one, so they feel that they made a good deal buying a certain product. The price must also be competitive; therefore it is important to know the competitors and their strategies.  
Place refers to the channels through which a product gets to the customer, and these vary from retail stores to online shopping websites. A business has to plan the distribution of its product after they know where the location is, who the customers are and how to connect those customers to the location. Due to the fact that we live in a digital age, a digital presence of any product is a must and it makes a huge difference in attracting customers because the majority of people search online for their information and needs. 
The fourth principle of the Marketing Mix is promotion. People have to be informed about a certain product in order for them to buy it.  A company has to create awareness for their product. Promotion is the base of marketing and it is as important as the quality of the product. Promotion uses communication mechanisms including advertising, public relations, and special offers in order to communicate the company’s product to the customers. 
 Kotler and Armstrong (2010, p.72) state that “to find the best marketing strategy and mix, the company engages in marketing analysis, planning, implementation, and control.” 
	Even when a company finds the best marketing mix that allows it to grow; it cannot equally and profitably serve all the customers in the market. Therefore, business realized that they have to divide the market and to develop strategies for all market segments.  These processes are known as segmentation of the market, targeting, differentiation and positioning in the market. 
An example of business that successfully uses the STP would be Volkswagen. The company sells from low budget cars such as Golf to expensive cars such as Lamborghini to buses and trucks. They produce different cars for different customer needs; each car is designed for a specific type of customers, from the ones that use the car privately, for corporate activities and also for high end customers. Volkswagen produces cars all around the world in the countries where the demand for car is high. They were able to position their models accordingly due to market research, so they have the small cars in the cities or the SUVs in the countries with bad roads and so on. 
	In conclusion, the marketing principles if applied effectively help to the growth of the company. Marketing is about generating customer value and creating profitable customer relationships. To achieve that, an organization has to understand the needs of the customers, to choose the right target market, to win the customer loyalty and attract more customers. 
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