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Marketing Fundamentals Analysis and Evaluation 
Marketing is all around us. If we take a closer look at the world around us we would realize we see or hear something that might interest us, either it is presented in an old form of marketing or a new one, through the modern channels, as websites, online and social media. But what is marketing? Kotler and Armstrong (2010) define it as “the process by which companies engage customers, build strong customer relationships, and create customer value in order to capture value from customers in return” (p.29). Therefore, marketing is more than just promotion of a product or a service. Promotion is an important part of marketing, but there are more aspects that compose the concept of marketing. In this essay I will try to present and analyze these aspects, talking about marketing principles, processes, strategies and the role of marketing in creating value for customer, as well as the stakeholders and their impact on the marketing activities within an organization. 
	As said before, marketing is more than promotion and selling. The modern view on marketing puts the customer first; the marketers understood the importance of satisfying the customer needs in order for value to be created. Kotler tells us that marketing is a process, which means that there are several stages that are set in place to create value and build relationships between the organization and the customers. These steps begin from understanding the marketplace and the customer needs, and then the marketers have to create a marketing strategy that is based on providing value for customer; the third step is to design the program that delivers that superior value and then come the stage where customers are engaged, relationships are created and needs are satisfied. The final step is when the organization receives value from customers, and this comes in form of profits, sales and long-term customer equity (Kotler and Armstrong, 2010). The focus of marketing is to make the product or the service available at the right place and at a fair price for the buyers or the customers. These strategic activities are essential for every organization. And this process of planning, organizing, implementing and controlling is set in place to satisfy the customer needs. And these needs are referred to as the marketing mix: product, price, place and promotion or the 4Ps (Pride et all, 2012). An organization has to use the marketing mix when designing the strategies. When developing a product, a producer has to think at several aspects, including what the customer want from the product, how will it be used, how will it benefit the customer, how is it different from the products of the competitor, what features does the customers want the product to have. The producer must understand the product and know what it makes unique on the market. Another element of the marketing mix is the price. It is very important for the organization because the price determines its profit and influences the sales and the demands for that product. It also influences the customer perception on the product, prices that are too high or too low than the product’s perceived value will have an impact on the sales. The value that the customer attributes to the products will determine the price. Also, similar products and brands need to be positioned differently, based on price points and price elasticity will affect the next two Ps. The next marketing mix component, promotion is very important and it requires the dissemination of differentiating product information to customers. Promotion consists of different elements, including advertising, sales promotion or public relations. The last component of the marketing mix is place. Marketers always refer to putting the right product at the right place and at the right time. The right place means identifying locations that will facilitate turning potential customers into actual customers. After shortly analyzing the 4 Ps we can see that it is essential that the products respond to the needs and wants of the market. Let’s take for example Coca-Cola Life. It is a product that was developed by the company with the same name. Coca-Cola is a company that always dominated the market, but the world changed and the market developed and people started to become more preoccupied of their health and well-being, so they wanted a healthier and more sustainable product. So the company developed a Green Label product, which contains less sugar, which is replaced by a natural sweetener. They adapted their product to the market needs (coca-cola.com). 
	A common marketing model that the organizations use in creating marketing strategies is Segmentation, Targeting and Positioning. This model concentrates on developing a relationship with the customers by communicating and creating specific personalized messages in order to engage with different markets. People are different, have different preferences, needs and wants therefore it is difficult for an organization to satisfy everyone. Target marketing strategy was developed so the companies can and position their products on the market effectively focusing on the customer needs. This strategy enables companies to divide the market into segments and then they target the most profitable one (Camilleri, 2018). 
The first stage of target marketing is segmentation. Through this process marketers search for people with similar characteristics, people who have common interests, same needs and lifestyles or are part of similar demographic groups. What the companies have to do after identifying the wants and needs of different market segments is to translate them into a real marketing mix (Dibb and Simkin, 1991). Different segments of the market are handled differently. The companies will develop a variation of products, at different prices, also the distribution will be done accordingly as well as the promotion so that the preferences and needs of different groups to be satisfied. 
There are four main categories of market segmentation: demographic, psychographic, geographic and behavioral. 
Demographic segmentation refers to characteristics such as age, gender, race, religion, income, level of education, profession (Dibb snd Simkin, 1991) and it represents the most common method that researchers use to create customer profiles. An example of company that uses segmentation is H&M. Their ads target back-to-school, primary students as well as university students and they have discounts and offers for these particular age groups. 
Psychographic segmentation consists in data on lifestyles, hobbies, interests and personal opinions and is used by researchers to understand the way of living of the customers and how their buying behaviors relate to their personalities and what they like to do or what motivates them. For example of a company wants to promote a health supplement products, they will target potential customers that are interested in sports. They can target people who frequently go to the gym and have a healthy lifestyle. 
Geographic segmentation has to do with location. Researchers segment different groups on the basis of climate, population density, or natural resources. Traveling agencies use the geographic targeting. For example, people who live in cold climates want to go in warm and sunny places for their holidays. 
Behavioural segmentation is related with the customer purchasing behaviour, the marketers analyze the customer response to a product so they can adapt the product to respond to the customer needs. By understanding the customer perspective on a product, the companies can improve personalization, predict future customer behaviours, prioritize and make smarter decisions on how to conduct future business activities. 
Understanding the customer is the core of marketing and that is the role of the segmentation process. It enables marketers to shape and personalize the marketing activities in order to meet the customer needs and requirements. Segmentation also allows an organization to analyze its competition and discover their strengths and weaknesses and also discover opportunities in new markets and allocate resources more effectively (Camilleri, 2018). However, for the segmentation to be effective there are some requirements that have to be applied in the process including measurability, substantiality and accessibility; market segments must have to be relevant in relation to the product that is marketed.
	After the segmentation is done the organization has the necessary data to understand the needs and wants of the segments they researched. The second stage is targeting. They have to identify the segments that have the prospects to be profitable. There are three strategies which can be used at this stage: undifferentiated marketing, differentiated marketing ad concentrated marketing. The first one focuses on the marketing mix of the whole market. It may turn out to be difficult for a company to develop a product that satisfies the needs of all the customers at once. An example of a company that uses undifferentiated marketing is M&Ms. Their commercials are aired at TV during programs that are watched by people of different aged and their content targets everyone who may be looking for a sweet treat. 
On the other hand, when using a differentiated marketing strategy the company focuses on a marketing mix for one segment and a separate marketing mix for a different group. Unlike for the undifferentiated marketing, this can produce extra costs for the company so it is very important that the market research is thoroughly done and then decide what product is more important for the selected segment. One of the companies that use differentiated marketing strategy is Lush. It is a cosmetics brand and what makes it different from many other similar brands is the fact that they promote handmade products. Therefore, their targeted segment are people whose buying habits show that they are interested in the quality of handmade products, and whose interest is towards social responsibility rather than luxury. Their message is “Buy more to save more”, telling customers that by buying their products they will help preserving ecosystems and protecting biodiversity. They are focusing on offering an experience rather than just a cosmetic product. On their website they do not advertise product launches or other regular cosmetic promotion, instead they relate their brand with environmental issues. They also tell stories of how the products are made promoting their values. The company is all about core values, and this can be seen on their website, they do not have an About us section, but an Ethical Charter section (lush.com).
The third strategy is concentrated marketing, when the company focuses on a small group of customers. Small firms with limited resources usually use this strategy and target niche markets that no one explored before creating products specially designed for a small group of people. An example of niche marketing is Lefty’s: The Left Hand Store. They identify a market segment that is underserved: left handed people. 90% of the people are right-handed so all the products are designed to be used by right-handed people. Lefty’s speculated this opportunity and created a store where they sell a wide range of products designed for left handed people.
Product positioning is the final stage of target marketing. “The product must be perceived by the selected target customers to have a distinct image” (Dibb and Simkin, 1991, p. 8). Positioning refers to how the product is perceived by the customers relative to competitors’ products. Effective positioning has four main characteristics. It based on the benefits that the product gives to the customers. It also differentiates the product from the competitors and it shows internal vales, relevant skills and credibility that enable it to deliver the promises made to the customers. An effective positioning is also defensive, it does not allow competitors to attack or overtake the company’s strategies. 
Customer satisfaction is defined by Kotler and Armstrong (2010) as “the extent to which a product’s perceived performance matches the buyer’s expectations” (p. 39). It is very important how the customer experiences the product; customer satisfaction benefits the company and gives it the opportunity to improve. The benefits a company can experience from customer satisfaction vary from setting a point of differentiation to increasing a customer lifetime value or to reducing the costs due to retaining customers rather than finding new ones. 
It is important to engage the customers, to build a profitable relationship and this can only be done by offering them superior value and satisfaction. Customers are not objective in relation to a product, will act on the perception they have on that product. 
	Customer behaviour is different relative to the products they purchase. There are high involvement products which are not purchased often and customers spend more time analyzing the product, comparing the offers of the competitors; the decision of buying takes longer because it is more complex, the product is expensive and it has a higher risk. This happens when a person wants to buy a house or a car for example. On the other hand there are low involvement products. These are products for which the customer does not have to spend a lot of time in making a purchasing decision because they are relatively inexpensive and the risk is low. People buy these products on a regular basis (Jain, 2019).
The process of decision-making of a consumer is a five stage model that the customer passes through every time a purchase is made (Panwar et all, 2019). The first stage is the need recognition and problem awareness, this is the beginning point of purchase, when the customer recognizes the need or the problem. The next step is searching for information and that is usually made from different sources. Then, at the evaluation of alternatives stage the customers determine would be the best deal for them looking and comparing the alternatives. Then the actual purchase happens and is when the behaviour turns into action. At the post-purchase evaluations stage, the consumers reflect on the purchase they made, on how they feel about it and if it was worth it; this determines future behaviour, returning to buy more of the product or recommending it to someone else. Marketers develop strategies for every stage at the process so they can provide customer value and satisfaction. 
	The second part of the essay focuses on the stakeholders and their impact on the marketing activities of the organization. A stakeholder is an “individual, group, or party that has an interest in an organization and the outcomes of its actions” (corporatefinanaceinstitute.com). There are two categories of stakeholders: internal and external stakeholders. The internal stakeholders include employees, owners, board of directors and managers. They participate on the internal activities of the organization and can influence or are influenced by success or failure of the company. They are also called primary stakeholders. External stakeholders can be suppliers, customers, creditors, intermediaries, competitors, society and government. These are not part of the management but they can be indirectly affected by the activities of the organization. They are also known as secondary stakeholders. 
	When doing strategic planning marketers have to primarily aim to obtain customer satisfaction. There are different stages in the marketing strategic planning process. The first stage is situation analysis. All the research has to provide an answer to the question Where are we now?  This is the stage of customer research, market research and competitor research. At this level marketers can identify potential customers and asses competitors. Also this is the stage where threats and opportunities are identified using a SWOT analysis as well as the external factors that have an impact on the organization, using the PESTEL analysis (Wilson & Gilligan, 2012).
The next stage is to set and define the vision, business goals and objectives of the organization. The marketers has to think what the company wants to achieve, what reputation will the plan bring for the company and how much time and money will the implementation of the plan take. The stakeholders involved at this stage of planning are the employees. The organization has to make sure that the employees are all engaged and focused on the company’s vision and that the work to achieve the same goals. 
After doing the proper research and setting the goals and objectives of the plan, the next stage is to create strategies to deliver the results from the goals the company wishes to achieve. The organization has to examine the portfolio of its products and to adopt a strategy accordingly to the objectives.  A competitive strategy is developed in order to give the company a competitor advantage. After the market was determined, the marketers have to create strategies for the Segmentation Targeting and Positioning process. The organization uses the marketing mix components, product, price, promotion and place to influence the market they have targeted to produce maximum impact (Sharma). The stakeholders that have the greatest impact on this level of planning are the Board of directors; they are the ones who develop the strategies. External stakeholders that might influence what and what strategies are developed are the government and the creditors. 
Once the strategies are clear, organizations have to plan the tactics and the actions they need to adopt so they can implement the strategies. Strategies have a broad, long-term focus, and tactical planning covers short-term activities that represent the details of the strategies. The employees and the managers are the stakeholders that are engaging at this stage. The managers make sure that the employees have all the resources to do the day-to-day marketing activities. They delegate the work for every team member and depending on the strategies to implement they decide if they need to hire more people to complete all the actions required. The actions represent the details of the tactics and at this stage the action is directed towards the customers, they interact with the organization, with the employees. Depending on how the customers’ perception on the products is, the organization will be able to determine if they created a product that satisfies the targeted market needs or if they needs to adjust their strategies in order to create the desired customer value. Society determines the actions that the organization will take in the future. 
The final stage of the strategic marketing planning is control. The marketers have to find ways to monitor performance by setting performance standards. They need to know if the objectives are achieved and what improvements they need to make to improve their results. They use marketing tools such as customer satisfaction surveys or reporting platforms ensuring that qualitative feedback is provided. Managers, the Board of directors and owners re directly engaged in this stage, they have the responsibility to monitor and control and decide the next steps they need take do according to the feedback they receive. The external stakeholders that might be engaged in this stage of the marketing activities are the creditors. They have an interest to see the planning outcomes so that they can decide what the future collaboration with the organization would be. 
Each stage of the strategic planning can be reviewed at any time so that adjustments can be made. 
	The role of marketing planning is to find ways to differentiate the organization from the competition and to provide value for the customers. It helps to analyze and evaluate the current organizational environment. Through marketing planning the company sets its goals and objectives, develops strategies and implements them using specific tactics, actions and control. All these stages are created to assure the success of the business. It is important for an organization to create a solid plan to develop a product that will provide customer value and competitive advantage. Stakeholders have an essential role at each stage of marketing planning; they affect marketing initiatives on all levels. 
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