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Within this essay I follow to answer and explaining what the process of marketing is, highlighting the great implications of the Marketing mix.

There is not an exact definition of marketing, however, one of the most well know is the one defined by the American marketing association and it sounds as the following: “marketing is the process of planning, execution, conception, pricing, promotion and distribution of ideas, goods, and services, designed to satisfy both individual and organizational goals” (AMA, ).
Marketing differs between styles so there are several types. For instance: 1. Traditional Marketing, which refers to the brand promotion on different channels, except internet. Ex, prints, television ads, etc.2. Outbound Marketing- a more intrusive way of promotion, such as sending mails blasts, TV ads, cold calling, and prints ads. 3. Inbound Marketing- bases on attracting customers using marketing tactics that involves digital marketing. The goal is to create invaluable experiences that may have a positive impact both on people and on business itself.  4. Digital Marketing-This type of marketing is the total opposite of the traditional one. It does not have a concrete target, and it explores all the ways that the internet can offer, social media, websites, mail.

Overall, marketing is that activity and set of institutions that creates, communicates, delivers and exchange both goods and value for customers, partners, and society in general. Besides that, it also strives to build a strong relationship with customers, and to capture value, appreciation from consumers.


According to…marketing process entails multiple steps. 

1. The market must be understood but also the needs of the consumer
It is very important to understand the needs, the demands and to build on them and always make the best in satisfying the clients. This strategy will serve as a tool of increasing consumer loyalty to the company.

Needs: Needs are those needs such as food, clothing, shelter, heat, safety, or individual needs.
Wants: Wants to depend on different societies and cultures, but also personalities in order to satisfy needs
Demands: Demands Depending on resources, people have desires or requests for products with the highest possible benefits and to meet their demands.


Step 2 Drawing a consumer-oriented strategy
Select or target customers = define the target

Segmentation of the market
The company decides for the first time who serves which groups and divides the market according to the consumer's segments.
And then on specific market paths.
Customers are selected based on level, timing, nature, and demand.

Choosing a value proposition
The value of a company, business is that set of values, promises to be delivered, communicated and acknowledge by the clients or costumers. It is like a belief from the consumer about how value he will receive, and experience. Therefore, the companies need to design a strong value in order to get the biggest advantage in what we is named the so called, the target market. To obtain a value proposition we must it has to be taken  into account the following five steps:
a) Production concept, where consumers will prefer products that are very affordable; b) Product concept: consumers will want products that offer the highest quality, performance, and innovative features; c) the concept of sale: Consumers will not buy enough of a brand's prose only if the promotion is very assiduous; d)The concept of marketing, Organizational goals are achieved when the needs of the target group are known, but also the demands;
e) The societal concept: the marketing strategy must deliver value to the consumers in such a way that it improves both the consumers and the good start of the society for a long period of time.

Step 3: Constructing an integrated marketing plan that delivers superior value
Building an integrated plan to deliver superior quality. The company's marketing strategy points out which consumers the company will serve and thus creates value. After, if followed the marketing process, one has to develop an integrated marketing plan that aims to achieve customer value.

Marketing mix
The term marketing mix was created by Borden in 1964. This term is a conceptual one that serves as a platform based on the marketing concept and that identifies the most important principles to follow to attract customers but also to respond to their needs or interests. The marketing mix is considered to be the four fundamental elements in marketing. More precisely, it refers to the price, place, product, and the promotion part. Using McCarthy's (1960) idea, the four elements of the marketing mix are known as the four Ps'. The product is that physical tool that people sell or buy. It is the central focus that marketing strategies should target.



A good marketer adapts his business according to the interests of the client, the consumer.

Product: The way it looks but also its functionality is crucial
The price is just as important, which customers are willing to choose.

Although the price is influenced, impacted by several aspects such as competition or market share.
The place or rather the distribution channel is the location where the manufacturer can deliver the products to customers.
That is why marketers must pay special attention to transport, inventory, logistics, etc.
Promotion refers to communicating the business with customers so that it generates a positive response. Some super imported parts, promotion, and public relations. All these elements are interconnected, and one affects the other.


The marketing mix is an important paradigm, which was popular but also dominant. It considers several forces that influence the markets to make different marketing decisions. Whether the behaviour of customers, the trade, competitors, or the government form all these factors.
Marketers are informed about how these interrelationships function with each p.s. is a kind of checklist that helps all marketers to solve certain problems in the business.
Optimizing to the maximum capacity the 4ps can mean the visible growth of any business.

The mix is isolated from the other elements that can also be extremely important

 This paradigm emerged around the 1950s

The market today is much more complex, heterogeneous, with strong competitors, companies that hire highly prepared people

The marketing mix paradigm is put forward in the North America in1950s which reflects the marketing environment with certain infrastructure at that time (Gronroos, 1994). In particular, it involves a mass market with a great amount of consumer-packaged goods. In the current business world, individuals have become increasingly wealthy; the range of products in the market is also more diverse. There is a rise in globalization and market fragmentation. This implies that businesses stretch out beyond local areas to a worldwide level with greater interdependence among themselves. The market has become more complex and heterogeneous, with more vigorous competitions existing among the firms. Firms progressively focus on particular niche markets that serve their target customers with specific needs and requirements. As a result, mass marketing techniques as implied by the conventional marketing mix approach which lacks personalization appears to be gradually ineffective.
 Aceasta paradigma a aparut in jurul anilor 5om 

Marketul astazi este mult mai complex, hheterogeniu, cu competitori vigurosi, firme care anagjeaza omanei outsdanid prepared 






Step 4: Build Profitable Relationships
The relationship… is in short the process of building and maintaining a profitable relationship with the client by delivering value and satisfaction to them.
Customer relationship management also wants to produce high customer equity.
So the key to creating lasting relationships with customers is to offer and create superior value to the customer, and being satisfied will return, or develop the so-called Brand loyalty.

Step 5
The final step or final goal of managing relationships with consumers / customers is to produce as much capital as possible. Consisting of total values between current customers and potential business customers.



Overall, this essay has explained step by step the process of marketing in a bussines. It had carefully outline the main pillars but it had also brought to the discussion how a marketer can succeed in a business if takes into account the main steps. The essay has also touched on the marketing mix.
