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[bookmark: _Toc54305403]Introduction 
UK`s Chartered Institute of Marketing (CIM) defines marketing as “a process of identifining,anticipating and satisfying consumer requirements profitably”(E. Russel,2010 ,p.14).The significance of marketing is accepted by marketing professionals and is utilized in promotional strategies. According to Kotler (2010, p.29) marketing is about creating values, for the customer, where a mutually beneficial exchange is carried out by predicting and satisfying consumer’s demands effectively and profitably than other competitors in the market, which is achieved utilizing efficient managerial processes. The main goal is to attract customers by delivering superior products and satisfaction (Armstrong and Kotler, 2006, p.4). 
[bookmark: _Toc54305404]Discussion 
[bookmark: _Toc54305405]Stages of Marketing or Product Life Cycle
Marketing of a product goes through different stages in the business life cycle, these steps follow chronological order and called the product life cycle (Sharma, 2013). There are four stages of the product life cycle starting from the ‘introduction stage’, this is when an organization introduces its product into the market, and marketing and promotion investments are at peek (Sharma, 2016). Second is the ‘growth stage’ when the sales increase rapidly, the product starts generating profit, and competitors step into the market. ‘Maturity stage’ is when profit tends to decline, a product reaches its peak stage. Because of price competition sales increase continuously but at a decreasing rate until finally become constant. The market is saturated due to a high number of competitors, unfortunately, small businesses get pushed out (Sharma, 2013). At the ‘decline stage’ market of the product shrinks, due to less demand or other competitors. Marketing mix strategies are applied to increase product life. The classic example of a product's life cycle (PLC) is the iPhone. In the introduction, prices are kept low to maximize market share but in the case of the iPhone, prices are kept high to attract premium class e.g. iPhone 12 which is launched on 23rd October is the introduction phase (Beavis, 2020).
 Costs are high on advertising and marketing, therefore profit is not generated from the start. In the growth stage quality is maintained, more is invested in marketing, and sales increase. iPhone SE launched on 24th April 2020 is in the growth phase (Apple, 2020). In the maturity phase sales are declined but maintained at a certain level e.g. I phone pro is the most sold model with a constant sale rate (Mishra, 2020). In the decline phase, the customers are no longer interested in the organization's product, so the company declines the prices e.g. iPhone XR is refused by the customer due to high rates and lack of additional features (Danush, 2019).
[bookmark: _Toc54305406]Marketing Mix
Kotler (2012) sustained the concept of marketing communication mix by defining it as a combination of advertising, promotions, personal selling, and direct marketing tool, the company consumes to communicate customer values persuasively, and build up customer connection (Kotler and Armstrong, 2008).
[bookmark: _Toc54305407]Four P’s and Seven P’s
The marketing mix four P’s were initially given by McCarthy’s (1964). According to Philip Kotler, “Marketing Mix refers to the set of controllable variables that the organization uses to influence the response of buyers”. The controllable variables mentioned here are the 4 ‘P’s (product, price, place (distribution), and promotion) (Kotler, 2012). The ‘Seven Ps’ model has an additional process, people, and physical evidence. The composition of 4P’s is widely used and helps an organization reach a high level of customer satisfaction and reaching the objectives of the company besides being not broad enough and lacking details (Rafiq, and Ahmed, 1995, p.13). For example; Johnson and Johnson's firm have revenue of $61897 million in the year 2009. The Marketing Mix of this company are explained below (Marketing Mix 4Ps and 7Ps, 2016)
· Products of Jhonson and Jhonson are Pharmaceuticals, Consumer Health care, Medical Devices & Diagnostics
· The price for the United States is kept within the Consumer Price Index (CPI). The United Kingdom has agreements with Johnson & Johnson companies for different treatment products.
· Place: Johnson and Johnson products can be found online and at retail stores: Walgreens, Vons, Walmart, and others.
· Promotion: Johnson & Johnson are involved in advertising campaigns that promote healthy lifestyles and offer special discount coupons on baby care products and contact lens.
[bookmark: _Toc54305408]Role Of Marketing Mix
The role of the marketing mix is very important for an organization, as it affects the consumer buying decision about the product (Singh, 2012). According to Singh (2012), the quality and uniqueness of your product determine customer satisfaction, apple, and Starbucks product range that has made the brand a celebrity (Pratab, 2017). Placement is also important to factor in the marketing of a brand. To sell a product organization must place it in its customer segment. IKEA have their stores in considered locations (Pratab, 2017). Pricing strategy is the most effective part of an organization's marketing strategy. For example, Walmart and IKEA have a smart pricing strategy (Pratab, 2017). Promotion is all about communication and the method chosen for informing the target groups is important (Goi, 2009).
[bookmark: _Toc54305409]Process of Marketing 
The strategic marketing process consists of a series of steps that can lead to successful strategic market planning. According to Weller (2017), there are five essential steps to the strategical marketing process.
[bookmark: _Toc54305410]Mission Statement
Identifying the company mission is the first step. The mission statement is often displayed in the promotion of business. The mission statement can be motivational, aspirational, and inspiring consumers (Weller, 2017). E.g vision of IKEA is creating a better life every day for many people by offering a wide range of products at low prices (IKEA, 2020). 
[bookmark: _Toc54305411]Situation Analysis
In this step, evaluation is considered of the influence of external and internal factors that influence business and market (Weller, 2017). In SWOT analysis strengths represent the factors that organizations can control and how their product is superior to others. Weaknesses are limited capabilities that halt organizations' success. Opportunities are the potentials an organization has for new startups and the advantage they can take from market trends. Threats are obstacles and external factors that can cause a problem. (Idris and Abdul Wahab, 2015). PEST analysis (Political, Economic, Social, Technological), which is similar to the climate section of a 5C analysis. This method provides a comprehensive analysis of external factors that could affect your company. Pest analysis refers to political, economic, social, technical, 


[bookmark: _Toc54305412]Marketing Plan
Marketing plans help an organization to make a plan and specify target customers. Targeting customer's markets is split into segments. An STP analysis and research help organizations to know more about the target audience. The target market can be segmented into geographical, demographic, behavioral, and psychographic segments (Weller, 2017). Setting measurable goals and milestone is important to measure organizations' progress. Each goal should be actionable and attainable with the help of different strategies that the organization can control (Les MacLeod, 2012). Identify and set a marketing budget by allocating the resources, hence transforming the plan into action. The budget outline will consist of advertising branding public relations online content, etc (Weller, 2017).
[bookmark: _Toc54305413]Developing Marketing Mix Decisions
Here decisions are made of planning marketing mix based on the 4Ps of marketing, including “Product, Price, Promotion, and Place”. The marketing research conducted in the second step will help the organization to develop the ideal marketing mix for the target audience. There are many promotional channels organizations should select one that suits it’s the most. Four P’s. According  to Kotler (2012) are explained:
· Products are the goods and services that an organization offers to its customers. It can be tangible –shoes and intangible-comfort that customers are paying for.
· Price is the amount indicted for a product or service. Price fixing involves catering for factors like demand, cost, consumer’s ability to pay, prices by competitors, and government restrictions, etc.
· Place: products must be made available to the consumers in the targeted market where they can conveniently purchase. It consists of a series of individuals and institutions like distributors, wholesalers, and retailers. 
· Promotion: Promotion is an important component of the marketing mix as it's a process of updating, influence, and urging a consumer to buy the product they choose too.
[bookmark: _Toc54305414]Segmentation, Targeting, Positioning Model 
Segmentation, Targeting, Positioning Model (STPM) is the main significant concept in marketing and key for an organization's success. STP refers to segmentation, targeting, and positioning (Kumar, 2010). STP helps businesses to select profitable segments as they occupation market coverage and positioning strategies to attract customers (Camilleri, 2018).
[bookmark: _Toc54305415]Market Segmentation
Market segmentation a process of dividing segments of the market into groups who may share the same interests, traits, and characteristics and the process of placing buyers in the product market in sub-groups displaying similar responses to particular marketing strategies (Kampamba, 2015).
[bookmark: _Toc54305416]Market Targeting
Marketing targeting refers to uncover segments and target them making marketing programs more comprehensive (Camilleri, 2018).  Philip Kotler (1984) gave the DAMP approach to targeting, in which marketing segmentation to be effective all segments must have distinct, accessible, measurable, and profitable (Ranjan, 2020).


[bookmark: _Toc54305417]Market Positioning
Positioning means to occupy the right spot in the target customers, through which goods and services are differentiated giving customers reason to buy. Two main factors count: the first one physical attributes and functionality and capability and the second one is the brand perception of services that are communicated by the brand itself (Camilleri, 2018).  
[bookmark: _Toc54305418]Conclusion
[bookmark: _GoBack]The above studies suggest that the marketing mix has a great role in the success of an organization. Steps in accomplishing a successful stragic plan can can be considered beneficial hence, the role and stages of the marketing should be efficient and effective for success.
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