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The American Marketing Association defines marketing as the process that involves planning, concept execution, pricing, promoting and distributing of goods, services, and ideas in order to create an exchange that satisfies an individual, the customer, and organizational goals.  Marketing can also be defined as the concept that a company undertakes to accurately determine the needs and wants of its specific target consumers or market, and delivering the desired satisfaction better than the consumer (Schiffman & Kanuk, 1994). From these two definitions of marketing, one can argue that the marketing process involves improvement of an organizations products, goods, services or ideas, through exchanging, conversation or market research, and interventions which results in benefitting both the customer as well as the business organization: Marketing possibilities therefore extend to both the buyers and sellers of a good or service as they both play a role in the concept. The role of a buyer includes; declaring the need for a product, buying a product, consuming the said product, and giving an evaluation of the benefits or shortcomings of the product for future use (Gervase, 2009). The role of a seller in the marketing concept include; Identification of the need of a product, providing access to the product and ensuring that it is affordable, providing information enhancing the beneficial use of the product, providing an accessible feedback mechanism for the consumers, and acting on the feedback attained (Gervase, 2009).  The marketing process/ stages include the following: Establishing the company’s mission, Conducting a SWOT, 5C’s or PEST analysis, Creating a market strategy, Building a marketing mix, Execution and Monitoring and evaluation of efforts and activities (Luminata, 2009). 
The marketing process provides the organization with a clearly defined method of identifying the customers’ needs, analyzing market opportunities, and creating a marketing strategy that will reach the targeted consumers’. The first step of this process is establishing the mission statement; an organization is required to highlight its mission statements as the marketing efforts revolve around fulfilling the mission statement which is in line with the customers' satisfaction.  The mission statement of the organization details its business agenda, its goals, and also its strategy for achieving these goals (Luminata, 2009).  Starbucks Coffee mission states that “To inspire and nurture the human spirit- one person, one cup and one neighborhood at a time”(“Our Starbucks Mission Statement”. 1971). This mission statement is an indicator of what the company does for its customers.This mission statement clearly defines what this company does to keep the business running. From the mission statement, it is also clear that the corporation gives emphasis on the target consumer. This mission statement influences the strategic management in growing the business which is defined by the 6 principles that the corporation staff live through every day(“Our Starbucks Mission Statement”. 1971). 
The second stage of the marketing process involves conducting a SWOT, 5C's, or PET Analysis (Luminata, 2009). This step helps the organization in running analysis of the marketers; through collecting data, analyzing it, and processing the information attained.  A SWOT analysis is run through the external and internal factors of the organization s to understand the strengths, weaknesses, opportunities, and threats that an organization faces.  The 5C’s analysis focuses on the company, competitors, customers, collaborators, and the climate of the marketing strategies. A PEST analysis focuses on environmental factors such as technology, social climate, politics etc. The analysis of the organization is important as the data attained provides inputs necessary in the knowledge of the internal and external environment, giving the management a better understanding of their environment; in that, it will help the organization acquire operational information in a system that will enable them in placing the shares of the market at a higher position.
The third stage of the marketing process is creating/ choosing a marketing strategy (Luminata, 2009). A marketing strategy is a procedure that aids the organization to focus its resources and possibilities in the direction that inclines an increase in sales thus competitively benefitting the organization. This stage requires the organization to establish the precise target segments and their specific needs which the organization will focus on meeting (Furrer, 2006).  It also involves the development of optimal marketing activities that fulfill the selected market segments. Strategic marketing, therefore, aims at aiding the organization in choosing the right product for each market at the right time as it’s the base of the organization competitiveness (Furrer, 2006). The strategy an organization adopts depends on whether it is local or international. Some generic worldwide marketing strategies include (Furrer, 2006) ; International strategy whose main agenda is that the managers tend to think that overseas operations are some sort o distant outposts that support the domestic parent in various ways such as contributing to the increment of the sales. Multinational strategy which emphasizes the differences among markets and operating environments: This model is being followed by many European companies such as Unilever and Nestle which whereby the resources and assets are dispersed widely thus allowing their overseas subsidiaries to carry out a wide range of activities such as production, sales and services CITE. Global strategy which assumes that tastes and preferences in different nations are similar or can be made similar by providing the consumers with similar standardized products.  Transnational strategy involves linking and coordinating operations among subsidiaries for economic efficiency and competitive effectiveness. 
The next step in the marketing process is the marketing mix (Luminata 2009): The marketing mix refers to the tactics that an organization uses to promote its goods and services or brand. The marketing mix is made up of the 4P's; Product, Price, Place, and promotion (Bahador 2019). However, customers are becoming more sophisticated that three further P’s in the service industry were added; People, Process, and Physical Environment (Hashim & Hamzah, 2014). The marketing mix has all the responses of an organization thus ensuring that the target market influences the product demand positively. Product is the goods and services that can be offered to the market for use or consumption that satisfies a targeted market want or need. Price is the monetary value of a product; the product should satisfy the consumers’ expectations i.e. it should neither be too low nor too high. Place involves the location of the communication agents about the product, its benefit, and features, where it can be acquired which can be through advertising, public relation etc. Promotion is the process of moving the products to the consumer from the producer which involves distribution channels, transportation and distribution sites, and market average. An organization management should therefore focus and pay much attention to these 4 factors to maximize the chances of the product being recognized and bought by the customers. 
Execution of the decided strategies and activities is the next step of the process. Thus the operational marketing plan that the management feels that will be the basis of achieving their strategic goals is put into action. This stage involves coordinating all with all the procedures; this description is attained from Kotler (2004) who describes this stage as the phase which turns the marketing plans into action plans and provides support for these plans to be executed in a manner to achieve the marketing plan objectives. For the execution to be fruitful, the manager, mainly the marketing manager in this aspect, should ensure the development of actions by proper detailed communication with the subordinates, providing guidance, providing resources, and supervising the staff responsible for implementation. 
The last step of the marketing process involves monitoring and evaluation. Monitoring and evaluation can be described as the act of examining the implemented marketing activities in order to get to know the efficiency of the marketing plan According to Luminata (2009) these activities aim at “verifying the financial and marketing objectives”.  The marketing plan effectiveness is measured by how well the business organization has increased its revenue while decreasing the cost of customer acquisition. This phase is very necessary for an organization as it ensures the permanence of the actions and corrections of any misdoings thus leading to the increment of sales and also ensures the company has a share in the market and is quite identifiable with the consumers. This phase involves the following processes; checking for changes in sales, market satisfaction research, monitoring the progress by evaluating each goal/ objective, comparing the strategy to a competitors’ with a similar one, and evaluating the return on the investment. The organization should be able to take corrective actions to any deviations by going back to the marketing plan board and identifying the cause of deviation, controlling it, and reformulating if necessary.
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