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[bookmark: _Toc27389974]INTRODUCTION
Marketing can be termed as a business through which the product or services could be promoted so that it could reach a large number of audience in an effective way. There are mainly 4P's that need to be noted by the organization in order to grow and expand. The essay includes a brief discussion wherein the stages and processes relating to the marketing have been explained along with the role marketing mix plays for the organization. The significance of marketing in terms of creating value for the customer has also been explained well in the assignment. Apart from this, the importance of various marketing activities is also elaborated through which engagement of the stakeholder increases. The importance of various communication tools is also explained with the help of which awareness could be created among the customers.


[bookmark: _Toc27389975]TASK 1A
[bookmark: _Toc27389976]STAGES AND ROLE OF MARKETING MIX
Marketing can be defined as the business wherein the company’s product and services are presented in front of the targeted customer for its sale. Marketing allows the organization to make the customers aware about the brand and the services provided by them which also helps them in maximizing profit.
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Figure 1 PRODUCT MARKETING
Source- Paul, 2018
Following are the four stages undertaken by the organization through which their products and services are made aware in the market among the targeted customers:
The mission statement of the company: Here, the leaders and managers of the organization define the objectives, missions and targets that need to be fulfilled through strategic marketing. The mission statement formed should be incorporated based on the needs and demand of the target customers (Brafton, 2018). The management of the organization decides the mission that needs to be achieved by the employees for attaining the set objectives and goals. 
Situational analysis: Here, efforts are made by the management working within the organization to gain a competitive advantage over the competitors. They always try to come up with the new and innovative products in the market through which they could be easily distinguishable. Apart from this, SWOT analysis is also undertaken by the organization so that they could make improvement in the marketing strategies and position themselves in the market. 
Marketing strategy: According to this stage, the organization tries to maintain the loyalty of the brand in the market so that the new products and services could be launched effectively. The marketing team working within the organization also keeps in mind 4P’s of marketing that could affect the operations of the organization. 
Marketing mix: Here, the organization keeps in mind the product, place, price and promotion elements in mind before making the product available in the market. The management makes sure the product is launched in the market at the right time and at the right place along with the appropriate promotional efforts (Brafton, 2018).  
Implementation and control: At this stage, the product or service is finally made available to the customers. This is the stage from where customers become loyal to the brand. Apart from this, efforts are also made by the organization regarding if any changes that need to be made within the product for further progress in the market. 
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Political: The factors that are affecting Converse are developed countries that are politically stable, support of the government in the e-commerce field and the efforts that are made by the government to maintain cybersecurity. While coming of Brexit is a threat to the organization. 
Economic:  Increasing disposable income and development of the market in a stable way are the opportunities for Converse. The company has also got advanced technologies and is also providing job opportunities in the market wherein they try to hire skilled staff within the organization (Farooq, 2019).
Social: Consumers are becoming more conscious about the brand as well as increase in female consumers can be seen by the organization.  Working condition prevailing in the factory also act as a social factor which in turn would overall affect the operations undertaken by the organization. Various ways are also introduced by Converse regarding the receiving of the product as well, as they are also expanding their market by making the shoes available at a doorstep. Hence, the company enjoys great support from the customers and make them happy with the quality products. 
Technological: With the help of various technologies Converse has been able to make a great impact on the sales and growth of the organization. They have made effective and efficient use of various technologies in order to distribute their products to the customers. For example, Drone delivery is also an innovative way that is been used by Converse to deliver goods to its customers (Umar, 2019). New methods of shipping are also undertaken by the organization in the coming years. 
Environmental: Another challenge which is faced by Converse is reducing the organizational emissions. The company is also finding the ways through which their shipment emission could be reduced. 
Legal: Various laws and regulations need to be followed by Converse such as anti-trust law, the law against discrimination, consumer protection law, etc. Apart from the regulations regarding the product also needs to be noted by the organization based on the demands and needs of the targeted customers. Also, EU GDPR greatly affects the operations undertaken by Converse wherein the data is collected from the customers along with their bank details (Farooq, 2019). 
By analysing the different aspects that could affect the working of the organization, it can be said that, with the help of PESTEL analysis, opportunities and threats prevailing in the market could be easily identified by the management as well as efforts can be made accordingly. Increasing political risk and uncertainty hinders the performance of the organization whereas by analysing the social and legal factors information could be gathered based on the age, gender, corruption level etc which will act as beneficial to them (Sammut and Galea, 2015).  
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There are five forces that affect the working of the organization. These are:
Competitive rivalry: Since Converse has got many other local as well as global competitors in the market, it is very difficult for them to maintain a sustainable position and so they always try to come up with new and innovative products and services in the market through which they could beat the competition (Jim, 2019).
Supplier’s power: Converse has got many suppliers and so they face fewer challenges in terms of making the goods available to the customers. Apart from this, low switching costs would also be incurred in terms of supplies done by the suppliers which in turn would help the company in enhancing profit and the cost of input lower.  
Buyer power: The ability of the customer to buy the products is another main element that needs to be noted by the management working at Converse. The company tries to find a new product for the customers that are worth it and forms a good image of the brand in their minds (Jim, 2019). 
The threat of substitution: This acts as a threat to the development and progress of the organization. Converse makes sure to produce the goods and services which act as a close substitute and which have more power towards making an increase in their prices. 
The threat of new entry: This is one of the major threats which could affect relatively to the growth and development of the organization (Chappelow, 2019). Competitors affect the local market as well as the operations of the Converse and hence the management should look towards the coming threat and accordingly plan the strategies. 
With the implementation of Porter’s five forces at Converse, only the stagnant structure of the organization could be defined as well as since the market dynamics have changed, the technologies used today have more influence than the implementation of this model. While the advantage of this model is increase in profitability could take place with the implementation of this model within the operations of the organization. 
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Figure 2 CONVERSE COMPETITORS
Source- Scott, 2019
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Figure 3 STATISTICS OF CONVERSE
Source- AWS, 2019


MARKETING MIX ELEMENTS OF CONVERSE
Product: Converse brand basically focus on individuality since they creates a special line of the product for its consumers including artists, skateboards, basketball etc. 
Place: The management of the company believe direct to consumer approach in international as well as in domestic market.  The company has also got 75 retail stores in United States (Basin, 2019).   
Price: Competitive pricing is the main focus of the organization which in turn is helping them in increasing their annual revenue. Penetration pricing is another aspect which is kept in mind by the management of the organization.  
Promotion: The Company broadcast their commercials on televisions, newspaper, billboards etc. Apart from this, word-of-mouth efficient use of the search engine is undertaken by the organization (Hitesh, 2019).
Physical evidence: The management working at Converse make sure that they work smartly and up to the expectations of the customers so that they could further grow and expand. Various facilities are provided by Converse such as free delivery, attractive packaging etc.   
People: Employees of the company are the main element in marketing since the delivery takes place because of them. Other important people within the organization are clients, customer service, support desk etc. 
Process: The Company has got pay system, sales funnel as well as distribution system and other steps through which it could be ensured the effective working of the organization takes place (Hitesh, 2019).  
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Societal marketing concept can be termed as the marketing concept where the marketing decisions are taken by the company after knowing the needs and wants of the consumers as well as looking at the requirements of the organization (Fiore et al., 2016). 
Branding: It can be said as the marketing practice which an organization undergoes to increase the competitiveness in the market for its product and services (Edelman, 2010). Following are the ways through which branding creates value to its customers:
Innovation in the product: By making the product well-known in the market along with maintaining its quality and price, Converse can make its product create value in the market among customers.
Value from benefits that provide happiness: Buying the decision of the customer also helps in creating value for the customers. Their perception towards the product creates a particular image in their mind which helps the organization in deciding the positive or negative image and in turn adds value in the market.
Branding strategy used by Converse for adding value to the customers:
· Finding the niche market: Focusing on the small segment is the best way adopted by Converse wherein they focus on the needs and wants of a particular segment and try to increase their sales.
· Low prices: Providing the product to the customer at a low price along with good quality products and services attracts the customers towards the organization and thus increases the sales of the company.
ANSOFF MATRIX
It is the tool that is undertaken by the organizations to evaluate and plan the strategies through which growth can take place. There are four strategies that can be undertaken by Converse which can help it in its development and progress as well as helps the organization in knowing the risk factors associated with it. 
· Market penetration: Here the organization focuses on improving the sales of the product in an already established market (CFI, 2019). 
· Product development: Here, the organization introduces a new product in the same exiting market.
· Market development: According to this strategy, a new market is entered by the organization with the same product (CFI, 2019).
· Diversification:  Here, the organization tries to come up with a new product in a new market. 
In order to create value to the customers Converse has adopted product development and diversification strategy in their operations with the help of which they try to come up with new product in the market for their existing customer and make sure that they are satisfied with the brand and since the organization is well-established, the organization can easily enter new market along with new product and increase their sales. 
Apart from this, the management working at Converse also make sure that healthy relationship is maintained by them with their customers so that they become loyal towards the organization which in turn would lead towards increasing the sales, acquisition of the customers. Apart from this, the organization has also been able to create a positive image of the brand in the market through word-of-mouth promotion and providing information to the customers through which it leads could be generated (Rouse, 2019). 
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A stakeholder can be said as an individual person or a group that affects the outcome of the project. These are the people who have a keen interest in the project and always try to come up with such strategies and techniques through which the organization could gain success. Apart from this they also sponsor the projects so as to achieve the desired goals and objectives (Peter, 2017). 
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Figure 4 TYPE OF STAKEHOLDERS
Source- Lauren, 2019
Following are the types of stakeholders exiting within the organization:
Internal stakeholders: They are the entities that work within the organization and operate with the motive of earning a profit. The employees, managers, investors, etc of the Converse belong to this category. Maximization of profit and staying employed are the core reason undertaken by these entities (Lumen, 2019). Apart from this, they also make sure that they make the customers satisfied and happy with their product and services and also ensure that the goals and objectives of the organization are attained by them effectively. 
External stakeholders: They are the entities that work outside the business organization and can hinder the performance of the organization. The people who are included here in the case of Converse are the government to whom the taxes need to be paid; laws had to be followed as well as financial reports need to be formulated.  Customers go for such business through which they can get high-quality products and services and at an affordable price. Creditors aim at getting their payment back on time while the community wants such a business that can deliver the benefits to local people and the environment (Lumen, 2019).  


IMPACT OF STAKEHOLDERS ON THE MARKETING ACTIVITIES
Employees, customers, community, as well as various business partners, play an important role as a stakeholder for towards the organization. The vision, objectives, and mission formed by the management working at Converse make sure to achieve profit and run the operations of the business on a long term basis (Neil, 2019). Customers are another main stakeholder that is important for the organization since by influencing them organization can gain profit and leads towards further development and progress. Converse also makes efficient use of the customer relationship management programs which help them in engaging the customer towards the brand and make them loyal too. 
The interest of the employees can also be created by the organization by making them feel worth within the organization and making them achieve their personal as well as professional goals. Converse management makes sure that its employees are satisfied and happy with their surroundings as well as the job role (Neil, 2019). Apart from this, with the help of supply chain management collaborations could be made stronger among the suppliers and the business partners. 
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Communication is termed as an act wherein the information is transferred from one person to another through a particular medium (Castells, 2013). Every communication includes a sender, receiver and message. Here, the message may include emotions, any cultural situation or even a location. With the help of a communication model, it can be easily explained the way information is transferred to another person. Following are the main components that are included in the communication model: 
· A sender who comes up with an idea of sharing the information and starts the communication process.
· A message which is encoded and sent to the receiver.
· The encoded message is then sent through a transmission that can be in the form of oral, written, visual or maybe their combination (Barnlund, 2017). 
· A communication then takes place between the two individuals may be through a quick chat or phone conversation or note.
· The message is then decoded into the receiver’s language which would help them in understanding it easily.
· Noise is the external distraction that can take place and may affect the working of the organization. It can also be referred to as miscommunication that takes place and makes the meaning of the information different (Barnlund, 2017). 
· The feedback is also provided by the receiver which can be in positive or negative form based on his/her understanding (Barnlund, 2017).
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Figure 5 COMMUNICATION MODEL 
Source- Lumen, 2019
Integrated marketing communication
Converse always goes for integrated marketing communication so as to promote the brands and make the customer aware of the products and services offered by them in the market. By undertaking this, the management working at Converse can make the product and services popular among the customers and thus can increase their sales (Kitchen and Burgmann, 2010).
DIFFERENT TYPES OF PROMOTION
Following are the promotional techniques adopted by Converse to make a profit and grow further:
Social media marketing: Effective and efficient use of the technology has been done by the organization to make the consumer well aware of the product and services offered by them. 
Direct Advertising: It's another form of promotion undertaken by the management working at Converse. With the help of the mailing technique, Converse has well targeted its customer base and had tailored the products accordingly (Alex, 2014).
Media advertising:  The Company has given advertisements in various forms such as giving advertisements on TV, newspapers, internet banners, posters, etc.
With the help of promotion, Converse could make its products and services aware in the market while the weakness of promotion is it is costly (Kevin, 2019).
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From the essay, it can be said that communication and marketing play a very crucial role in the success and development of the organization. With the help of various promotional tools, an organization can make the targeted customers aware of the product and services which in turn could help them in maximizing profit. Other promotional tools that can be undertaken by Converse are public relations, sales promotion and advertising which would further help them in increasing their sales and making the consumer well-known about the brand. I would recommend that Converse should be undertake product and competitive pricing strategies based on the needs and wants of the targeted customers so that they could increase their sales and further develop and grow. Apart from this, effective and efficient use of the 7P’s should be implemented by the organization so that employees as well as customers feel satisfied and happy with the various strategic operations of the organization. 
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The majority of people questioned were women. Women tend to be
more interested in the topic of shoes and this explains the large
number of people that chose heels as their favourite type of shoes.
This mean that our documentary we will focus more on women’s
styles of shoes than men’s but we will still include information about
both sexes, so it appeals to both men and women.
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Figure 1. Market share distribution among NIKE Inc. competitors from Market Share Reporter




