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Introduction
Marketing can be defined as the process of determining and implementing price, marketing, and distribution of goods and services in order to encourage exchange and satisfy human desires. Marketing process on the other hand involves evaluating the available opportunities for proposed customers and using the necessary resources to meet the needs and wants of the customers (Londhe, 2014). The marketing process provides a description of the prices, defining the products and identifying the place and promoting them in an effort of addressing the marketing campaign. Marketing process is significantly important as it allows achieving a critical control of the marketing strategies. The marketing strategies allows for the decision of the type of customers that are going to be served. Also this process allows for identification of the target audience through segmentation of the market and positioning of the products for the target customers to identify them. According to Wu, & Li, (2018) The most effective and advantageous marketing processes are achieved through investing and engaging in a marketing study as well as designing some of the ways of carrying out and achieving successful marketing. The marketing process therefore is based on a number of steps which work together into achieving a successful advertising campaign. This paper therefore seeks to present an analysis of the marketing process and the steps that are taken to achieve this. 
Analysis of the opportunities in the Market
This is the first step of the process of marketing and it involves the analysis of market opportunities, and creating ways through which these opportunities can be used for customer satisfaction and meeting the needs and requirements of the customers. This also allows an evaluation of the ways through which a business can successfully achieve a competitive advantage. The process of marketing research is important and its serves as a tool that cannot be eliminated in the process of marketing (Fernholz, et al., 2018). This is important in making the company achieve success in terms of information and understanding of the target customer and competitors and providing data on any environmental and external changes that can influence the opportunities in the market. Further after the available opportunities in the market have been successfully identified and analysed, it is therefore important to divide the market based on a wide range of segments as per the opportunities provided. As a result, these divisions are examined and chosen individually depending on the company's capacity to meet the demands and criteria of each segment's clients. 
Selection of the Target Market
Considering the fact that a single business cannot meet and satisfy all the needs of customers in the market, then it is important to divide the market into segment. This is called market segmentation and it involves choosing the best areas that the business can help in solving the needs of the customers (Hole, et al., 2018). Also it involves coming up with strategies through which profits can be made by solving the problems of the customers in the best and most effective way than all other competitors in the market. As a result, market segmentation separates the market into multiple groups, each with particular demands and features.  It is also a way through which customers with individual and distinct characteristics are served and their needs met. Anindityo, et al., (2017) notes that identifying the target market calls for evaluating individual segments of the markets in terms of how attractive they are and selecting the most attractive one to enter into. Business select the best market segments where they can fully generate income and provide high valued services to its customers and sustain their needs for quite some time. Positioning on the other hand involves the efforts of the business to influence the perception of the customers in relation to their particular brand and products in comparison to other competing brands and products in the market. The main aim of market selection is to achieve clear and unique position that is advantageous to the business and effective in providing quality to the customers. 
Marketing Mix
In marketing, a market mix is mainly the set of variables that can be successfully controlled in the market that allows the firm to blend them into the achievement of effective impact in the market. The market mix defines all the steps and activities that can be undertaken by the individual business in order to influence the demand of the products and at the same time meets the demands of the target customers. The marketing mix therefore is based on the four variables of product/services, Place, Price and promotion (Dominici, 2009). Therefore in order to successfully take a new offer in the market and make decisions on the best ways on how these offers can be met it is important to develop a marketing mix model. This model also allows one to understand the effectiveness of a particular marketing strategy. In order to improve the market and establish a successful marketing mix, it's also necessary to comprehend and implement a set of unique and particular measures.
In the process of marketing process the marketing mix plays an important role. Its components as identified above are mixed into different proportions thus allowing the business to meet its marketing objectives. The marketer is therefore responsible with constantly building and creating the procedure and instruments through which the organisation can successfully become profitable. Also the marketing mix is important in allowing the business to meet various needs by allowing the four components of product, pricing, location and advertising to function together as a single unit (Kotler, et al. 2000). Through the use of the marketing mix the company makes decisions based on the variables that can influence the choices of different elements. Through the use of the integral tool of marketing mix marketers are able to build an effective strategy through which various tactics are accomplished and achieved. Therefore it is important for the businesses to choose the right marketing mix that will allow them to effectively balance the available elements of the market. 
Market Effort Management
This is the last step of the marketing process and it is based on the need of the company to design and put into action the marketing mix that can effectively meet the objectives of the market. It is an important process whose main steps include analysing, planning, implementing and controlling certain factors (Išoraitė, 2016). First in the analysis step, the company needs to analyse its market and its marketing environment thus finding the best opportunities. The analysis also involves identifying ways through which environmental threats can be avoided. This is mainly achieved by analysing the strengths and weaknesses of the company as well as the marketing actions that the company can take in order to pursue the best opportunities available. The next step involves planning where the company can make decisions on what it wants and the steps needs in individual business units. Marketing planning is important in deciding the strategies that can help the company in attaining the overall objectives of the market. Also a marketing plan is essential as it allows for achieving business needs, and successful management of individual brands and products. 
The next step is mainly the implementation step where the marketing plans are turned into marketing actions. This allows to accomplish a set of specific objectives in the process of marketing (Grönroos, 1997). The process of implementation is important as it enables for the achievement of day to day needs and allows for meeting the needs of the future. For instance the business can make decisions on the way monthly decisions in the market are made and how some objectives can be met. Finally the last step of this process is the control step. This is the process of measuring, and evaluating the marketing results and determining the strategies under which planning and corrective action can be undertaken (Möller, 2006). This last step also is important in ensuring that the overall business objectives are met and that the business is in the forefront towards achieving the best share in the market. Therefore these steps allow to achieve proper management of the market, through control and monitoring of the individual segments thus meeting the needs and requirements of the customers. Through this companies can be able to come up with a strategy of bringing various products and services in the market, thus satisfying the needs of the customers and building programs through which the business can achieve superiority in terms of value and profits. 
Conclusion
In conclusion, we can note that marketing is an important [process where businesses can let its consumers know about their products and services and compel them to choose their products over a wide range of other competitors in the market. it is important for a business therefore to come up with ways that consumers can be serviced and how the products can be uniquely identified. The marketing process on the other hand is a concept that involves a number of processes that a marketer needs to adopt. Marketing process is important process that is achieved through understanding of the consumer and identifying the needs. Therefore the business sets strategies towards meeting these consumer needs. 
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