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P1 Explain The Various Elements Of The Marketing Process

INTRODUCTION

This research is about the elements of the marketing process and how it will help the
management of HF&G Cleaning and Landscaping to assess and analyze these elements to bring
value to customers and the firm. Recommendations will be given to help this business to achieve
this through marketing. The Chartered Institute of Management (2009, p.2) defined marketing as
“the management process responsible for identifying, anticipating and satisfying customer
requirements profitably." Further, marketing is defined by the American Marketing Association
as “the activity, set of institutions, and processes for creating, communicating, delivering, and
exchanging offerings that have value for customers, clients, partners, and society at large”
(Amare, 2015, par. 1-2).

RESEARCH FINDINGS

Below are some perspectives on the elements of the marketing process as a result of my research:

1. Marketing analysis gives an understanding of customers’ needs, wants, and demands
(Kotler & Armstrong, 2006).

2. Market strategy is a marketing process element that helps the business to know which

customers to serve and how it will promote value to them (Ferrell & Hartline, 2012).

3. Marketing mix is a marketing process element that influences the market so that the right

product or service can be delivered (Elton, 2015).

4. Armstrong et al., (2014) stated that customer value and satisfaction is a marketing
process that builds the foundation for lifelong relationships between consumers and the

business.

5. Customer values are a key element of the marketing process which ensures that captured

customers are retained (Kotler & Armstrong, 2006).

6. Market research is a method that is used to investigate and respond to questions about the

behavior of customers towards a product or service (Louise, 2015).



DISCUSSION OF THE RESEARCH FINDINGS

Marketing in organizations involves various elements of the marketing process. To
explain, market analysis is one of the processes that involve conducting consumer research and
analyzing customers’ needs, wants, demands and identifying risks to get an understanding of
what attract consumers and to improve their lives (Kotler & Armstrong, 2006). HF&G use this
process to satisfy their customers’ needs, wants and demands and ensuring that jobs are executed
on time, and in an efficient manner. Marketing strategy describes how the business will use its
strengths and how it can be applied to suit the needs of the market place. The composition of a
marketing strategy entails choosing a market target and building a profitable relationship to

know how to find, retain, entice and increase the target market.

An effective marketing strategy, answers, what customers will be served and how it will
be served to them to develop a distinguished competitive advantage over competitors (Ferrell &
Hartline, 2012). The marketing mix influences the market place through a strategy that delivers
set values to customers by using the 4P’s product, price, place and promotion (Elton, 2015).
Relationships are the most important element which includes controlling the information
gathered about every customer and taking control of their every need to boost loyalty
(Armstrong et al., 2014). Customer Value is then captured in the form of present and future sales

and profit.



CONCLUSION

The marketing process is an excellent way for bringing value to HF&G market, giving
the assurance of gaining profit by ensuring that jobs are executed on time, in an efficient manner
and to match the customers’ wants, needs and demands. HF&G customer value will be captured
in the form of quality and customers’ satisfaction as means to promote growth in the market by
increasing clients which is business’s objective (Kotler & Armstrong, 2006). HF&G offers
regular cleaning to residents and business; however, through strategic marketing mix there is an
opportunity for new services and new targets. Allowing HF&G to do market research on the
target group can help to create value from customers and for the business by building strong
relationships with them. This means that if HF&G creates value well, it can capture value from
customers in return in the form of loyal customers who will use the service and continue to use

it.
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