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INTRODUCTION 
 The term marketing essentials are the best marketing practices which makes the organisation meet with the target customers. It is crucial as each and every organisation require to implement the marketing techniques to enhance sales and in order defines their product and services to build better connections. This helps in making the potential customer aware about the working and selling of the organisation. It is important to know the discipline in the marketing with its core elements. This Essay report is being made to evaluate what is the scope of the marketing with its various strategies of marketing plan, Then there is discussion on importance of the marketing mix with evaluation of the macro environment (Nunan, Malhotra and Birks, 2020). Added to that internal analysis and the requirement of marketing in information system. There is implementation of the importance of marketing and its communication mix activities.  
TASK 
    The term marketing is a set of human activities which is being implemented for attaining the large number of consumers in the business organisation. This activity revolves around the commercial exchange procedures which implies the transaction between buyer and the seller. This develops the utilities for the product (Cooper,  2022). There is major scope of marketing as it helps in generating the profit in the business in buying and selling procedures. It also helps in making product development and product planning. Micro analysis is refers to the macro environment analysis which is a major part of the organisation's strategic management which enables the organisation to evaluate hazards and potential opportunities which might make impact on business    (Hanlon,  2021). This analysis makes significant impact on the marketing activities which helps in development of the organisation.  Macro environment is a huge framework which include all the related factor which influence the business working in a positive or in a negative way. There are 7 distinct forces which consist in this environment which include the competition of the business, the cultural aspects of the potential customers of the business, the demographics in which business is selling the products, the economic conditions of the nation in which business is operating, the natural and physical factors which impact on the surrounding if the business environment, the political conditions and rules and regulations and the technical factor which enhances the communication and the working procedures  (Murphy, Gretzel, and Pesonen, 2019). For external environment PESTLE analysis is very much suitable. In this there are 6 elements which include political factors such as government policies and ongoing country's situation, then there is economic factor which include the financial position of the nation with different rates and regulation , then there is social factor which are aligned with cultural and behavioural vales of people with different demographics, added to that there is technical factor which helps in development in working procedures and establish effective communication system, then the legal factor associated with different laws and rules which establish fair working structure and then the environmental factor disclosed the surrounding environment impact on organisation  (Orrainen,  2022).   Internal analysis of the marketing are being implemented to analyse the capabilities of the organisation to deal with the changes and customer demands. The includes the resource capabilities if the organisation, their strategies to deal with the competition, product development abilities and the core competencies.  In the hotel management marketing the segmentation takes place by dividing customers in aspects of their income generation and their demographics (Vartiak,  Jaseckova and Capkova, 2022). Then the targeting takes place by establishing effective advertising for the potential customers and they also determines which ads can be show and who can see it. The positioning takes place providing some services which is unique, innovative and different for the potential competitors. Internal analysis can be done with SWOT in which the strength of the organisation generated with its weaknesses and this helps in generating the advantage and disadvantage  (AJI and MUHARAM,  2022). Then the opportunities and the threats evaluation will help in generating the future potential and barriers in the working of the organisation. 
         Marketing mix is a very important aspect oof marketing as it generates the set of tools which is being used to sell product and services in the market. This helps in positioning if the organisation in the market which include setting the right time and right place and the attaining right people to sell the products and services. It will also helps in generating right promotional techniques as per the business working   (Batat,  2022). There are 7Ps in the marketing mix which are product, place, price, promotion, physical evidence, processes and people. The product is the commodity which satisfy the needs of the people. The place is said to be the distribution strategy as it include at which place the product will be provided to the customers. In case of price the company needs to set the price which is affordable and also generate profit to them. The promotion is the marketing procedure which makes the potential customer aware about the goods and services   (Zulkifli,  2022). Physical evidence state that there is need to have marketing proof and the working of the company in a tangible form. The processes state that there is need to create a marketing funnel form creation of the product to delivering it to customers  (Pholcharoen,  Chumnanna and Tantivejchumna,  2022). And the last people in marketing mix state that a business need to hire appropriate people which provide exceptional service and have capability to enhance the company working. 
    There are different types of marketing strategies which include market penetration strategy in which the company offers the existing product to the existing customers. The next is Market development strategy in which the company offers the existing products in the new market to acquire new customers. Then there is product development strategy which takes place when the organisation offers new products to in their existing market (McDougal, and.et.al 2021). The last strategy is diversification strategy in which an organisation sells new products in the new market in order to expand their coverage. STP framework is being used by different brands such as in retail sector and in the hospitality management there is implementation of this procedure which developed the customers base for both the sector. Where in retail sector they choose STP for better selling in hospitality sector STP is being implemented for generating more and more customers in the hotel and to provide them effective services. There are different brand positioning technique which include customer service brand positioning, price based brand positioning, quality based brand positioning, convenience based brand positioning, differentiation strategy, social media positioning strategy and other different positioning strategy (Romppanen, 2021).  For the hotel quality based positioning strategy, customer service positioning strategy and differentiation strategy is being used. As they are working to provide great customer services with quality and their innovative abilities. The different positioning tools which a hotel organisation can use in their working includes enhancing the structural appearance, generating clear messages to the potential customers, then there is need to manage the service distribution which sets the customers minds and company position is being generated, then advertising and the company's behaviour plays a important role in generating the position of the organisation in the customers minds. Customer service positioning give them a chance to showcase their services to the customers as it also helps in justifying their pricing segments  (Ahmed, 2022). The quality based positioning helps in showcasing the exceptional quality service which company is being provided to their customers. In case of differentiation strategy the hotel needs to relies on their product and service uniqueness and the innovative qualities for brand enhancement. 






CONCLUSION 
   From the above essay it is concluded that marketing is the essential component in the organisation which evaluates the working and generating more customers in the business. Marketing is the concept which facilitate better working and enhancing the reach of the business in terms of place and customers both. Marketing helps in developing the business as it makes the changes as per the market demand and the customer expectations. The essay is being developed in order to evaluate the marketing procedures of an organisation. The first paragraph of the report evaluates about the importance of the marketing and the internal and external marketing. Internal marketing is being evaluated with the help of SWOT and external analysis can be evaluated with PESTLE. The next paragraph evaluates the importance of marketing mix and the implementation of  7Ps of marketing. The last paragraph of the essay evaluates about the branding and positioning strategy and the evaluation of the segmentation, targeting and positioning model. 
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