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[bookmark: _Toc80088016]Introduction
The key purpose of this report is to expand on the basic and fundamental concepts of marketing from a wider perspective under the light of established literature. This report would begin by defining the concept of marketing, the importance of marketing, the process of marketing as well as its key stages, the concepts of segmentation, targeting and positioning. The report would conclude with a brief discussion of the concepts of marketing mix.
[bookmark: _geooz6y077uk][bookmark: _Toc80088017]Marketing and its Definition
It would be crucial to define the concept of marketing under the light of established literature, and definitions. According to the American Association of Marketing also known as AMA, marketing can be defined as the various set of activities, strategies, processes for dissipating the overall message of the business, brand or products to the consumers in order to demonstrate the value the business has to offer to the consumers, suppliers, clients and other business partners (AMA, 2017). The definition provided by the marketing association of America happens to be one of the most widely accepted definitions of marketing and is the reason it was used in this report to define marketing.
[bookmark: _spwc8oc2r1oz][bookmark: _Toc80088018]Importance of Marketing
After briefly defining the concept of marketing it would be crucial to also explore the fact and reasons which makes marketing such an integral element of survival for modern businesses of all scales. According to the opinions of Marusic (2019), one of the biggest reasons which makes marketing such an integral component of modern businesses is the fact that it has become the primary tool for spreading awareness about the brand, the products, the services being offered, the quality and quantity of the products, the variety of the products being offered and many such elements. The active demonstration and communication of such details about the business plays a crucial role in attracting customers towards the business which eventually leads to more sales and more revenues being generated for their respective businesses.
Alternatively it has also been recognised and observed by various business individuals that marketing has become the standard and platform for boosting one’s products, services and the overall service quality directly in front of the customers as well as for their competition. This eventually leads to growth of a healthy competition among the businesses operating in the same sector, leading to businesses making new and advanced innovations into their products and services in order to gain competitive advantage in the marketing and develop the brand reputation. Thus, according to the opinions of Morgan and Whitler (2019), in the modern corporate world the businesses from around the world are competing for the same niche sectors  and industries and the only thing which differentiates these companies from each other happens to be the efficiency of the marketing activities being undertaken by these businesses. He further stated in his study that in the oversaturated business world, the most inventive and ambitious companies have consistently gained the upper hand and developed a significant competitive advantage for their business. 
Today’s global economy recognises the value of small businesses and is progressively providing them with the resources they require to thrive. As a consequence, a business’s longevity happens to rely on effective marketing activities, their efficient financial and operational activities in their organisational structures (Mahea, 2014). Thus, conclusively it can be stated that indeed marketing is important for all organisations in the modern corporate world with global competition.
[bookmark: _t2e0jyvom9kv][bookmark: _Toc80088019]The Process of Marketing and its Key Stages
After discussing how important and quintessential marketing happens to be in the modern business world it would be beneficial for this report to discuss the whole process of marketing and the various stages associated with efficient marketing activities. According to the opinions of Seturi and Urotadze (2017), the marketing process involves making use of various techniques to generate value for customers in order to meet their needs. It is a never-ending chain of actions and reactions amongst consumers and businesses in an attempt to generate value and meet customer needs. Throughout the marketing process, the scenario is assessed to find opportunities for selling products as well as to generate more value, in the marketing process a detailed value proposition strategy is developed, strategic  and tactical decisions are made, the plan is implemented, and results are tracked. 
Thus, marketing happens to be a concept and tool involving various stages wherein each stage has a distinct importance and contributes towards the overall efficiency of the marketing activities enforced by the business. Some of the primary stages of marketing has been listed and discussed below:
· Situational Analysis - In this stage the marketing department of the business has to analyse the situation of their business environment both from the inside as well as from the outside. This involves making sure that the business has efficiently set for themselves their organisational mission and vision which would be driving their marketing activities forward. Further, according to the opinions of Sadchenko and Lagodiienko (2020), situation analysis further also includes analysing the market of their business using industry standard tools such as the SWOT analysis and the PESTLE analysis.  These two tools form an integral part of the marketing process, as the SWOT analysis allows their business to get a complete overview of the strengths and weaknesses of the business. Whereas the PESTLE analysis allows their business to get an overview of the various external factors such as political, economic, social, technological, legal or environmental factors on their business in the present and in the future.
· Marketing Strategy - After gathering all the required information about their business, their products, their business environment and their consumers. The businesses have to put together all this information and form a strategic marketing strategy which makes use of the best possible options and opportunities based on the findings of the situational analysis (Setiawan and Rini, 2019).
· Marketing Mix Decisions-  The next stage of the marketing process happens to be forming the marketing mix for their business by making appropriate decisions and developing a professionally sound and efficient marketing mix. According to the opinions of Hanssens and Pauwels, (2018), at this stage, detailed tactical selections are made for the marketing mix's controllable factors. It encompasses decisions on product development, pricing, distribution, and promotion.
· Implementation and Control - The last stage of the marketing process is the implementation and control aspect of the marketing plan which has been developed earlier in the initial stages of the marketing process and in the marketing process (Tomczak, 2018). The marketing plan is carried out, and the results of marketing efforts are tracked so that the marketing mix can be adjusted in response to market developments. This is the final step, in which the written or planned strategy is put into action, and the product is presented using this method.
[bookmark: _llwew5duftgm][bookmark: _Toc80088020]Segmentation, Targeting and Positioning
The next fundamental topic which would be discussed in this report is the concept of STP which represents the concepts of segmentation, targeting and positioning of the business in the market. According to the opinions of Sukma and Lubis (2019), in today's advertising, segmentation targeting positioning marketing is a key notion. Without it, marketing programmes would've been generic, lack individuality, and be unable to perform at a level that most companies would consider effective. It is indeed a three-step process that looks at the company's products or services as well as how they want to convey their advantages to specific client groups. In other words, the STP marketing approach involves segmenting the specific industry, targeting specific client segments with advertising campaigns customised to their interests, and adjusting their positioning based on their wants and aspirations.
The first step of the STP model is the segmentation, in this step the primary aim and objective of the businesses and marketing team is to identify and develop various segments of customers who would be interested in buying the products and services offered by them. These segments of customers are identified and categorised based on specific criteria based on various grounds (Wuryandani, 2018). Some of the key segmentation criteria include demographic segmentation, geographic segmentation, behavioural segmentation and psychographic segmentation. The segmentation aspect of businesses plays a crucial role for businesses in the world of marketing. For example, Pepsi-Cola employed the strategy of segmentation to target certain customer markets in the 1980s when it was aiming to recapture a percentage of market shares from the business of Coca-Cola. They divided the market into three consumer segments using an attitude and loyalty segmentation approach. To begin with, it contains customers who are completely devoted to Coke. Second, there are those who are completely faithful to Pepsi, and third, there are others who are loyal to both businesses but alternate their expenditures between Coke and Pepsi. 
Pepsi concentrated on the third sector since it provided the best return on investment. Further when the brand new Coke was introduced in the year 1985, however, things got modified since many customers were unhappy with the change, and Pepsi began to target Coke's loyal fans. Pepsi began to efficiently position their business and products by emphasising the idea that Coca-Cola had modified their taste to the new Coke in order to more closely mimic Pepsi's. Pepsi's product sales increased by 14% in the same year (Perch, 2020). Thus it can be clearly observed in this discussed example that the shifting of the customers from Coca-Cola to Pepsi, Pepsi deployed STP marketing methods.
Similarly, another example which demonstrates the use case and importance of STP in real life industrial situations can be observed in the way Unilever targets their customers.  Unilever is targeting people between the ages of 30 and 45. They typically depend on female customers who are married with no more than two children who are either housewives or self-employed individuals from the belonging from the middle class or slightly above middle class and to some extent some of the higher class female individuals. The more educated and upper-class people there are, the more revenue they generate since it is easier to persuade them to comprehend their commercials (Perch, 2020). They classify their customers based on their activities. For example, a working mother who engages with her home and career on a daily basis would have a better understanding of job assignments. Unilever detergents concentrate on blending demographics and then targeting consumers in metropolitan areas.
[bookmark: _a1hrqyx2hcop][bookmark: _Toc80088021]The Marketing Mix
The next step and crucial component for businesses in their marketing activities happens to be the 4Ps of marketing mix which consists of the four key components in the form of products, price, promotion and the price of the products. The marketing activities have to be designed while considering the details, and impacts and influence of these elements of the marketing mix on the marketing activities. 
For example, having a product which is priced on a premium and using a cheap promotional strategy for marketing it in front of the consumers would make the marketing activities significantly inefficient as the pricing and promotional strategy of the business would not be in harmony (Sipayung and Sinaga, 2017). Similarly if the pricing of the product is not efficiently aligned with the  other elements of the marketing mix such as the distribution strategy, the promotion strategy or the overall quality of the products which is getting offered to the customers and the value which these products offer to the consumers. The key elements of the marketing mix have been discussed in detail below:
· Product - Product is the key commodity which is being sold to the consumers and the marketing activities revolve around the primary objective of increasing the exposure for this product and generating more sales.
· Price - The price of acquiring goods. Price is determined by the customer's perception of the product's value, and it can have a significant impact on the marketing approach. A lower price makes a product more accessible to a wider range of clients, whereas a higher price attracts those who demand exclusivity (Samani and Hashemi, 2017).
· Promotion - This includes the various strategies and processes which gets used by businesses to promote their offered products to their desired and segmented target audience for generating maximum exposure for the product. This can include email marketing, traditional offline marketing or even social media marketing.
· Place - Any physical site where a customer can access, utilise, or buy a product. Distribution centres, transportation, warehousing, inventory decisions, and franchising are all examples of this.
[bookmark: _lfjzu0nqu4n2][bookmark: _Toc80088022]

Conclusion
After conducting an extensively detailed amount of research and analysis on the basic fundamentals of marketing, a wide range of knowledge and information was gathered and revealed in this report. It can be conclusively stated that indeed marketing happens to be one of the most quintessential tools for the businesses to survive, sustain and build their respective competitive edge in their respective markets. It was further found in this report that marketing happened to be quite a complicated business process which involves various steps such as analysing the business environment, the target audience, efficiently positioning their products and brand in the market and executing the developed marketing plans and activities in an efficient manner. Some of the common tools which assists the business in doing so and which were discussed in this report involved, STP model, SWOT analysis, PESTLE analysis and the 4Ps of Marketing Mix.
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