Gheorghe 2




PROCESSES AND STAGES OF MARKETING INCLUDING THE ROLE OF THE MARKETING MIX




Stefan Gheorghe-2024473




Marketing Fundamentals – LCBB 4004
Dr. Hossein Shokri
University of Wales Trinity Saint David
25.04.2021


Outline
1. Introduction
2. Definition and Importance of Marketing
3. The Marketing Process and Main Stages
3.1 Mission Statement
3.2 Situational Analysis
3.3 Objectives
3.4 Strategy
3.5 Implementation
3.6 Control
4. Segmentation, Targeting, Positioning
5. The Marketing Mix
6. Conclusion
7. References
8. Appendix









PROCESSES AND STAGES OF MARKETING INCLUDING THE ROLE OF THE MARKETING MIX
1. Introduction
It is important for every organisation that wants to be successful to know how to engage its customers and create and capture value for them. In this essay we will try to understand what marketing is and its importance to organisations. We will define and describe, in detail, the marketing process and the main stages it comprised of, and we will discuss the most common strategies, like segmentation, targeting and positioning, and the role of the marketing mix in creating value for the customer, using various examples to support our discussion.
2. Definition and Importance of Marketing
Marketing has been defined in many ways and the concept importance outlined by many writers. Marketing is “the process by which companies engage customers, build strong customer relationships, and create customer value in order to capture value from customers in return” (Kotler, et al., 2019, p. 6). 
It is important that we understand our customers’ needs and wants so we can propose a market offering that provides value and satisfaction to them. “More companies are putting at the top of their agenda winning and retaining customers via increasing customer satisfaction” (Doyle & Stern, 2006, p. 8). Marketing allows the organisations to create and sustain long-lasting relationships with their target market encouraging customers to buy benefits, not products or services. It creates a connection between a company market offering and customers with the purpose of long-term profitability. Marketing has become an important and essential function for all organisations that want to perform successfully. 

3. The Marketing Process and Main Stages
 In creating and capturing value from customers, marketers use a five stages process. This is called a marketing process and helps us to effectively follow a chain of stages to identify and satisfy customers’ needs and wants. Marketers can analyse the internal and external factors that affect their organisation, and they can develop objectives, plans and strategies to satisfy unfulfilled customer needs. They will implement those strategies and control the outcome to gain and retain customers. We can see the stages of the marketing process below (Fig.1) and will discuss each of it separately.
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Fig.1 Marketing Process and stages	
3.1 Mission Statement
Before 	making any marketing analysis or strategy we should inform our future customers about the mission of the company. This can be done by writing a mission statement, which should describe the purpose and core values of the company (Doyle & Stern, 2006). It should be inclusive and representative for the company culture and resonate with the market offering that the company wants to present. We have some examples of mission statements that are both inspiring and insightful. Tesla Inc. states their mission is “To accelerate the world’s transition to sustainable energy.” (Tesla Inc., 2021). Nike Inc. states their mission is to “Bring inspiration and innovation to every athlete in the world. If you have a body, you are an athlete” (Nike Inc., 2021). These mission statements transmit to their customers the purpose of the company.        			

3.2 Situational Analysis
Each marketing plan must consist of a situational analysis, that allows us to understand what internal and external factors affect or will affect our organisation. There are several tools to analyse and evaluate the business environment. One of them is SWOT analysis that stands for Strengths, Weaknesses, Opportunities and Threats, and by which we can identify and evaluate our internal positive and negative factors (Strengths-Weaknesses) and our external positive and negative factors (Opportunities-Threats) (Kotler, et al., 2019). 
In the table below, we applied a SWOT analysis to a company like Netflix Inc., to determine the brand stance on the market and the threats its facing.
	Strengths
Brand reputation and global customer base
Adaptability and originality
	Weaknesses
Limited copyrights and rigid pricing
Operational costs and debt increase

	Opportunities
Adopting advertising-based model
Niche markets and mobile streaming
	Threats
Competitive pressure and digital piracy
Market saturation and environmental issues


								Source: (Netflix Inc., 2021)
The advantage of using this situational analysis tool is that it provides a strategical insight for future decisions. It is simple to use and its cost advantageous as it does not require much investment. The disadvantages of using this analysis tool are that it does not rank the different factors categorised to know which one is more significant, and data input of the analysis can be outdated quickly.  
Another situational analysis tool is Michael Porter’s Five Forces model that provides an insight for organisations that either want to enter a specific industry/sector or want to determine the forces impact on the profitability of that industry/sector. 
The five factors are represented in fig.2.
    		[image: Michael Porter's 5 Forces Explained: A Marketer's Guide | Target Internet]
				Fig.2 Source: (Target Internet, 2021)
Competitive rivalry –how competitors affect industry profitability by their numbers, product similarity and strategies used. 
Supplier power – the concentration of suppliers and the switching costs.
Buyer power – the purchase volume and how easy it is for buyers to switch products with competitors.
Threat of new entrants – how easy it is for new competitors to enter the industry. Barriers to entry could keep others from entering.
Threat of new substitutes – how easy it is to substitute our offering with other products.
After analysing the industry and competitors we can now implement a strategy to maintain or expand our advantages. “One of the most successful ways of countering a highly competitive environment is to differentiate your offering from that of your competitors, in a way that is of value to customers” (Hooley, et al., 2020, p. 76).


3.3 Objectives
Once the situational analysis has been completed and all factors analysed, we can start to formulate or modify the objectives of the organisation. Most companies “pursue a mix of objectives such as profitability, sales growth, market share improvements, risk containment, innovation and reputation” (Kotler, et al., 2009, p. 105). Objectives should reflect what the company wants to achieve and why. The objectives must be specific, achievable, and relevant to our business. Objectives set by organisations must be customer orientated and help build profitable relationships on the long-term.
3.4 Strategy
Developing a competitive strategy is a key task in the marketing process and should be done with careful consideration on organisational capabilities, opportunities, and threats for the business environment. Marketing strategy is defined as “the marketing logic by which the company hopes to create customer value and achieve profitable customer relationship” (Kotler, et al., 2019, p. 49). In selecting a strategy each organisation must decide which customers their strategy will serve (segmentation and targeting), and how will they serve it (positioning). We will discuss and analyse this in a separate heading. After the first stage in our marketing strategy is in place and we know which customers we want to satisfy, we can design a second stage strategy, the marketing mix, which is made up of factors that we can control. These factors are known as the 4P’s or the 7P’, which we will cover later in more detail. 
3.5 Implementation
Achieving a more effective implementation of marketing strategies remains a high priority for most organisations, because of the long history of strategy implementation failures experienced by many (Hooley, et al., 2020). This stage of the marketing process is an important part because it turns marketing strategies into actions. It is a difficult stage, and many companies fail at successfully implementing a marketing strategy because they do not consider some factors that affect them.
3.6 Control
After the implementation stage we must control how effective our marketing strategies and plans are. Control is done by “measuring and evaluating the results of marketing strategies and plans and taking corrective action to ensure that the objectives are achieved” (Kotler, et al., 2019, p. 56). It is important to constantly monitor and evaluate the marketing strategy results and compare them with our goals, so we can adapt our strategy or modify our objectives.

4. Segmentation, Targeting, Positioning
Organisations need to segment their market so they can focus on the customers that could be interested in their products or services. By segmenting a market, the company has a better understanding of the customers’ needs and can allocate their resources more effectively. Also, a clear picture of your customers makes planning a strategy easier. Market segmentation is performed to divide the market into segments that allows us to research and better understand the customer needs of that segment, to study their characteristics, decision-making process, and behaviour (Doyle & Stern, 2006). We can segment a market by some common profiles, like demographic (age, gender, income, race), geographic (country, regions, cities), psychographic (social class, lifestyle, personality), behavioural (product usage, brand loyalty).
After we have segmented the market, we must decide which segment will be targeted, considering the company objectives, segment size and structure. Market targeting “involves evaluating each market segment’s attractiveness and selecting one or more segments to serve” (Kotler, et al., 2019, p. 50). There are three different strategies when we target a market segment.
Concentrated marketing happens when the company focuses on a small group of customers. Differentiated marketing happens when the company concentrates on two or more segments, and undifferentiated marketing intervenes when a company uses one marketing strategy for the whole market, ignoring segment differences.
Once we have decided what market segment we want to target, we must now decide how to position in the market sector, in report to our competitors. Positioning is concerned with how customers perceive our market offering and how they perceive the alternative offers in the market. Consumers build a position for a product based on their expectations and believes of that offer (Blythe, 2012). Marketers must adjust their strategy to give the product an effective perception.
5. The Marketing Mix
“The marketing mix is the set of tactical marketing tools – product, price, place and promotion, that the firm blends to produce the response it wants in the target market” (Kotler, et al., 2019, p. 51). It is used to gain, adapt, and sustain the customers satisfaction, but also to gain a competitive advantage if we have the necessary internal resources.
Product – is normally the critical element in the mix, with all other decisions relating to this element (Drummond & Ensor, 2005). The product should be planned, designed, and promoted in a way that the consumer perceives the benefit brought by it as satisfying, compared to the similar products of the market. Every product has a life cycle which is influenced by the nature of the product, the changes in the business environment and customer preferences, and by the actions of competitors. Figure 3 shows the stages taken by a product, from introduction to decline, and the possibility of extending the product life, by improving the qualities or benefits. 
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Fig.3 Source: (Garikaib, 2017)
   
Price is the element that directly impacts the consumer and the company and is a financial and marketing tool that allows companies to achieve their objectives.
To consumers, price indicates the quality of the product or the value they receive from perceived benefits, and it is an important factor in the purchasing decision. To companies, the selling price represents the means of recouping costs and make a profit (Lancaster & Reynolds, 2005). When setting a price strategy for an offering, we must consider the cost of production, the competitor similar offers, how much demand is there for our offer, and the value that the customers perceive and are willing to pay.  
Place revolves on the activities needed to move the product or service from the company to the customers and is also known as distribution. It involves a distribution channel or a marketing intermediary and will depend on if the final customer is a consumer or another business. Intermediaries, like wholesalers or retailers, can help us make our offering available due to the direct relationship they have with customers. In the grocery market, retailers as Tesco Plc., Sainsbury’s Plc., or ASDA Plc., that have over 57% of the market share (Appendix 1) and customer loyalty, can help our offering gain credibility in the eyes of customers. 
The disadvantage of this is that we will have many competing products and will have to use some strategies to promote our offer (Hooley, et al., 2020).
Promotion is conducted by companies to provide communication to the desired customer group, encouraging them to purchase the offer. We can use various promotional tools like advertising, sales promotion, personal sales, public relations, direct and digital marketing, to communicate with customers and increase the offer awareness (Kotler, et al., 2019). 
Physical evidence gives the customers something to refer to and to show other people if necessary, and who are looking for reassurances relating to required benefits and quality as an indicator of likely satisfaction. It applies more to the services provided to customers, who require a more tangible physical evidence to demonstrate that the service has happened, like a certificate from training, an insurance policy, or a medical certificate (Blythe, 2012).
Process is the method by which the service is provided. It covers request processes through to order fulfilment. Services are people-based, so the quality of provision is totally dependable on the people providing the service. 

6. Conclusion
As a conclusion of the above points covered, we must understand how important marketing is for every organisation that wants to interact with customers, satisfy their needs and build long-term relationships. The marketing process is complex and must be performed to create and capture value from targeted consumers. It will not always be easy to create a marketing strategy and we might have to rethink our approach and reanalyse the business environment to deliver a successful strategy.  
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