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Marketing fundamentals
The process of marketing involves the different activities that an individual or an organisation engages in to promote the buying and selling of the goods and services in the market (Kotler, 2017). According to Augustine (2019), marketing is the ways through which the target customers are exposed to the available products through application of different relevant tactics and channels while gauging their reactions and collecting some feedbacks to enhance their path to purchase within an organisation.These marketing activities are; selling of products, advertising the products, and the delivering of the products to the potential customers of the organisation. This essay is intended to analyse the processes and the different key stages of marketing and the role played by the marketing mix. The marketing process consists of the following key stages; situation analysis, marketing objectives, marketing strategies, marketing implementation and marketing control. 
Situation analysis refers to a thorough analysis undertaken by an organisation to realise the general position of the organisation within a specific period of time (Clarke, 2015). This analysis is carried out by examining both the internal and external environments of the business. This creates a better understanding of the factors which impact the different the operations within businesses. The internal analysis involves analysing the various internal factors that impact the running of an organisation. They are; the financial analysis within the company, value chain analysis, the organisation strengths and weakness, opportunities and threats of the country to the business (Vrontis, 2006). This involves the use of a strategy called SWOT analysis. Good internal analysis is important as it enables proper improvement in the organisation plans and help find the upcoming faults and also the competitive advantage. Some of the strengths that may accrue to an organisation includes; having a strong brand image in the market, being a market leader and having a larger market share. On the other hand, an organisation may experience some weaknesses such as insufficient marketing approaches and the inability to lead the market. Opportunities include; venture into the international markets, incorporation of new marketing technologies and capacity to faster international growth while threats include, increased marketing competition from similar businesses and economic recession in the country.
External analysis involves the assessment of factors which relates to the outside of the organisation but  plays a key role in impacting the internal operations (Brooks, 2012). This analysis can be conducted through application of the PESTEL analysis and also the Porter’s Five Forces approach. The PESTLE analysis has five factors that influence the internal marketing strategies. They include; the political , the economic, technological, the legal, social and the ecological factors (Chua, 2017).
Political factors-these are the factors concerning the regulations on each of the aspect of buying and selling of products within an organisation such as employment of the marketing team within an organisation.
Economic factors- this is the economic stability of the country that influence the survival and growth of an organisation. Such factors include; recession, fluctuation in labour costs and rapid economic growth.
Technological factors- this is the technological environment that enables the organisation to compete in a competitive market. They include; research and development, mobile technology usage, improved knowledge management system and advanced storage and manufacturing technology within an organisation.
Legal factors- these are the laws and regulations that outlines how the organisation conducts the business. Such includes; health and product safety regulations, environmental protection laws, pollution laws and food and beverage laws.
Social factors- these are the demographic changes that influence the marketing process. They include; cultural diversity and change in lifestyles.
Ecological factors- this deals with how the natural environment influence the marketing strategies of an organisation. They include; global warming and climate change within the region of the location of the organisation.
The second stage of the marketing process is the setting of the marketing objectives. Marketing objectives are the results which an organisation is looking forward to accomplish within a given time frame using the available resources (Lee, 2015). The objectives may include; to increase the quantity of product awareness to the customers in the market, to aquire more new taget customers in the new market, raise the organisation sales revenue by a given percentage and to develop its digital presence in the market
The third stage of the marketing process involves the creation of the marketing strategies for achieving marketing objectives. Here, marketing strategy refers to the plan or set of plans intended to achieve objectives over a given period of time (Perreault, 2018). An organisation has an opportunity of choosing from different marketing strategies to achieve its marketing goals. They include; Ansoff’s matrix, marketing mix and the market segmentation, targeting and positioning.
The marketing mix strategy for achieving a business objective applies the extended 7Ps of the marketing mix. These components are; price, product, process, place, promotion, people and the physical evidence.
Price- here, an organisation can use different pricing strategies to set the market competitive price. They include; low-cost strategy, penetration strategy, loss leader, economy pricing and the psychological pricing strategy. The most dominantly applied strategy for marketing by organisation is the low-cost strategy.
Product- this is the item that is provided to satisfy the needs of an organisation’s target market. The products to be marketed can be tangible or intangible. The organisation has to understand which product best meets the diversified needs and desires of the customers (Mann and Jha, 2015).
Place- it involves the ways of making the items closely available to the customers. It deals with how the product is distributed to facilitate the customers in terms of buying the product. This process can be through online retailing, organisation’s digital websites or the direct sales to the customers.
Process- this aspect deals with all the various actions that an organisation undertakes in terms of delivering the products to the consumers. The ways through which the product is availed to the customers matters when it comes to the means through which the customers will also make payments for the products.
Promotion- how do the organisation communicate to the customers? This is the role played by promotion in the marketing mix. The way of communication applied by the organisation determines how far and the number of customers that the organisation can reach. Promotion activities includes; adavertisements in the organisation magazines that are distributed to the customers, collection of customers reviews, sending of test messages to the customers and the use of newspapers. 
[bookmark: _GoBack]People-these are the reliable individuals who help in the proper running of the organisation. They are the frontline employees who are in close contact with the product who help in ensuring that the customers are aware of gthe product and avail the product to the customers. To succeed, an organisation needs to acquire skilled personnells who have adequate knowledge in dealing with both the product and the customers to meet their needs. Also, the company must carry out a regular training on the emplyees to equip them with more relevant skills needed (Perreault, 2018).
Physical evidence- the component deals with the tangible and the intangible part of the company product and services(McDonald, 2016). It involves the customers experience on the existence of the product in real life.
Marketing segmentation, targeting and position is also another strategy that can help organisation achieve the business objectives. In this case, market segmentation is where an organisation divides a dis-similar market into smaller similar groups for its products. The division can be done based on demographic factors, lifestyles, psychographics, benefits and customer usage patterns (Camilleri, 2018). After the market segmentation process, an organisation would target specific market segments through the targeting process. This process may be differentiated, undifferentiated of concentrated that is, the organisation may focus on one marketing mix for the whole market, one marketing mix for one group and a separate marketing mix for another group or a small group of customers. Market positioning involves the organisation creating a product image in the minds of the consumers relative to the level of competition with the market. It can take two forms. These are effective positioning and fundamental positioning (Andaleb, 2016).
The fourth stage of the market process involves implementation. This is the process of putting the marketing plan into real action or execution. At this stage, an organisation has to Identify how and when it will launch the marketing plan. The organisation will make efforts of  getting the customers for it to pass some information about the availability of  high quality products and services to the customers and persuade them to purchase. Then the organisation will find the necessary resources such as cash and skilled staff who will market the product. Furthermore, it has to organise the relevant persons to the the work, prepare company calender for the company to keep every event on track and good management of the goals and objectives. This will help the organisation to remain foccussed.  
The final stage of the marketing process is the marketing control stage. This stage deals with the monitoring and the evaluation of the entire marketing plan to determine its efficiency and effectiveness. Here, an organisation needs to have a regular measuring and evaluation of the  results of its marketing plan for it to be successful. This will greatly help it to determine whether it is achieving its goals and objectives and where it needs to adjust tactics to improve the results (Wilson, 2016). This can be done through keeping a close eye on the company’s sales revenue, the levels of customer satisfaction and the number of views your website received. For a case where the results aren’t meeting the projections, it can make some adjustments to enable it get back on the right track. Furthermore, there is a need to monitor the actions of the competitors in the market. In this case, the organisation will be able to determine how its successful product affects the price of similar products on the market and new products to be released that could be perceived of greater value by customers. Then it will use the information to make informed decisions about the marketing mix of the product. Strategic marketing is a dynamic process and hence every market is changing constantly, a strategy that is effective today may not be effective in the future. Therefore, any organisation needs to have an evaluation on the marketing program done on a regular basis for it to be sure that it is achieving its objectives.
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