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Introduction
	Marketing is an essential aspect of any successful enterprise. It ensures that goods and services are promoted and awareness is created for many individuals in the consumer market. It is defined as the process of establishing creation and communication processes for exchanging and delivering different offers that are valuable for specific clients, customers, partners, and society. Consequently, the marketing process must. Consequently, establishing the appropriate marketing mix for the product must incorporate the four Ps of marketing including price, product, promotion, and place. Successful stages of the marketing process must incorporate factors such as segmentation, marketing environment, the marketing mix, and positioning and targeting.
The marketing process’ stages
	Although different contentions exist regarding the stages of the marketing process, common steps have been established towards a successful marketing process. The primary steps are established in a strategic and well-crafted marketing plan. The stages include setting the marketing goals, conducting market research, conducting marketing audit, analysing research, identifying a target audience, determining a budget, developing market strategies, establishing implementation schedules, and having an evaluation process. Notably, all strategies must be related to a specific goal that involves numerous actions.
i. Setting marketing goals
Setting up measurable and realistic goals is vital after deciding on the appropriate marketing practice. This process should be conducted and appraised between 18 to 24 months to allow planning of activities intertwined with community events. Precisely, it ensures that the goals are established in adherence to the marketing goals (Naseri & Noruzi, 2018). Since marketing is meant to increase income and introduce new individuals to the product or service, the goals set at this stage must be evaluated constantly and are subject to change depending on the changes in the target market and the environment.
ii. Conducting market research
Conducting market research is also an essential aspect of a successful marketing process as it ensures that a realistic picture that relates to the community is drawn. Projections can be deduced from the research conducted in the community or proposed market. Furthermore, the research ensures that the fairly appropriate projections are established regarding the non-conventional opportunities and the competitive factors in the operation environment (Flici, 2011). The research can also help in establishing the problems in existence and the means around them when conducting the marketing process.
iii. Conducting a marketing audit
A market audit ensures that the activities involved in the marketing process are reviewed. Nonetheless, a party must ensure that they are thorough in conducting a marketing audit by reviewing all means used in the marketing process (Flici, 2011). These means include the use of brochures, billboards, seminars, announcements, open houses, and phone book ads. Evaluating the success of each individual means ensures that the marketing process is well audited, which facilitates adherence to the set goals and structures towards their achievement.
iv. Analysing Research
The raw data collected from the research and audits should be analysed and summated into meaningful findings. These findings should be used as the foundations for establishing the grounds for the meaningful strategies that enable achievement of the set goals. This stage ensures that the needs and wants of the current target audience are established and the best results are established based on the findings established from the process. It also enables the marketers to review whether the set goals are appropriate and the modifications needed respectively (Flici, 2011). Particularly, the research analysis establishes the benefits of the strategic activities by looking at individual and competitor practices. The aspects that must be interrogated in this regard include the location, services, and general competitive edges that an individual has over other competitors.
v. Identifying target audience
Identifying the target audience is also essential to establishing the proper marketing process. This stage includes finding out about the audience ages, location, preference and choice, language and other activities involved therein. Precisely, the target audience is not only the individuals meant to be attracted to the business but also those with an influential value to others (Ekhlassi et al., 2012). Targeting the audience that your enterprise can serve better than competitors and communicating to that group is the main key to marketing.
vi. Determining a budget
Undoubtedly, the marketing process must establish a budget by examining the financial information available. The type of market and business involved may alter the budget range set for the specific enterprise. Consequently, there is no standard value for which the marketing budget should be set. Other factors such as the longevity of the business in the current target audience can also determine the popularity of their marketing. This position then determines whether the enterprise will utilize more financial efforts to market their products and services. Nonetheless, the marketing budget should be approximately 3 to 5 percent of the annual gross income of the franchise (Ekhlassi, 2012). If the program is a new program or service, it can consume up to 10 percent of the annual gross income in the initial implementation year.
vii. Developing a marketing strategy
Establishing the marketing strategies is one of the most vital aspects of the marketing process. These marketing strategies must be closely linked and committed towards achievement of the set goals. Further, the strategies must be established in a manner that reaches all the respective audiences (Flici, 2011). This process ensures that the potential market base is tapped and a customer network is established accordingly. For instance, increasing a more office friendly strategy can be helpful in establishing a higher customer satisfaction.
viii. Developing an implementation schedule
An implementation schedule ranks as an important aspect of the marketing process as it actualizes the whole plan and sets its rolling. This is a timeline that indicates the actions to be taken and the respective time that they will be implemented. In creating the schedule, the activities that are most likely to affect the operations must be considered to ensure that the tasks are accomplished according to the present resources (Ekhlassi, 2012). It is noteworthy that the best marketing implementation schedules must involve marketing consultants and other individuals to appraise and enlighten on the necessary expectations, steps, and changes that must be considered.
ix. Creating an evaluation process
Monitoring an evaluation are important aspects of interrogating the progress of the marketing strategies. It measures the efficacy and timely achievement of results against the goals set at the beginning of the process. These plans should be reviewed periodically to ensure that the progress in the implementation schedule is as planned. This can be achieved by reviewing the customer reviews, referral sources, and increased and decreased customers. In situations where the implementation progress does not match up the expectations, the reason for the lag must be interrogated. The purpose of interrogating the deficit factor is to find new solutions and also halt those that are futile (Ekhlassi, 2012). For instance, where a specific advertisement does not attract new customers, it can be dumped and new ones should be used.
The role of the marketing mix
	The marketing mix is often magnified by the extant competitors who place pressures using different marketing mix strategies. Notably, the marketing mix ensures that the right product combination is established by defining the price, product, distribution place, and promotion mechanisms are harmonised. Its purpose is to ensure that an advantage is held over other competitive franchises. In particular, the marketing mix is made up of the four Ps including place, promotion, price, and product.
i. Product
This marketing mix aspect involves the appropriate product or service that is intended to be sold in the market. It must be tailored to offer the best solution and satisfaction to the customer. Developing a product must contemplate aspects such as its life cycle and different challenges involved in varying stages of its development (Goi, 2009). Once the product reaches its climax and starts the decline phase, it should be reinvented in a manner that fits the customer’s needs to win the customers’ demand once again.
ii. Price
The pricing is also an essential determiner of the success of the product. The marketer must set a price that a customer will be willing to pay for the products, which helps in determining the profit that will be generated. Accordingly, setting the price of the product must contemplate the efforts and costs incurred in producing the product, competitors’ price ranges, and the product value perceived in the market (Goi, 2009). Overpricing a product that is perceived to have a lesser value can thus be detrimental to the enterprise as customers will opt to pay for competitors’ products.
iii. Place
The distribution centre of the product is also essential as customers will be more attracted to the product distributed at the place of their convenience. The enterprise should be easily accessible to the customer and also place that can be easily discovered by other customers (Goi, 2009). If the enterprise is based on the online domain, it should be structured in a manner that ensures it is easily navigable.
iv. Promotion
Finally, promotion is also an essential aspect that must be contemplated when conducting the business. This is the process through the customers’ attention is obtained by the business. Promotions, advertising, public relations, and customer service are the main aspects involved in the promotion umbrella. The channels most effective for reaching customers, the competitors’ tactics, and whether these channels match the product’s value must be inquired to establish an effective promotion strategy (Goi, 2009). Overall, it ensures that the product is renowned by multiple individuals.
Conclusion
The marketing process should include the four marketing parts, including prices, products, promotions and locations. All methods must be linked to a certain objective including many activities. The phases involve the establishment of marketing goals, market research and the identification of a target audience. The marketing process must draw up a budget by analysing the available financial facts. The tactics must be developed to reach all the different audiences. The significance of the marketing mix is frequently enhanced by existing rivals that use various marketing mix tactics to put pressures. It must be customized to provide the greatest solution and client satisfaction. Pricing is an important element in determining a marketer's profit. Also, essential to consider are promotions, advertising, public relations and customer service. The company must be readily available to its consumers and navigable. It should also have a comfortable location.
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