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[bookmark: _Toc59481484]Introduction:
The marketing fundamentals of the assets are directly connected for discounting the present possible values of the stream of the future available cash flows directly linked with the specific assets, some potential estimates of the marketing-related fundamentals move directly together with the possible values available in the market, they mainly have the tendency regarding exhibiting the lower volatility level. For the availability of its direct functional complexity, the marketing function takes enough considerations following four different things such as the product, price, place and not the last the promotion. The primary marketing concept mainly helps to achieve the satisfaction of the needs of the customers, along with meeting the possible objectives related to the organisation. For this, the specific organisation has been selected effectively that offers different ranges of products related to the skincare including various types of moisturisers, eye care products, masks and make-up remover and all the products are sold considering different brand names considering the La Mer, Bobby Brown, Tommy Hilfiger and so on (Estée Lauder Official Site, 2020). The aim of the study is to develop one specific essay by analysing and evaluating the concepts related to the available processes as well as relevant stages along with the particular role of the marketing mix concept in the company, Estee Lauder. Along with that, the stakeholder engagement, as well as their impact related to the marketing activities, are also evaluated in the specific study. 
[bookmark: _Toc59481485]Processes and stages of marketing, including the role of the marketing mix in Estee Lauder:
The marketing mix is referred to as the specific set of actions that all the marketers, as well as the business persons, can utilise to help and to promote their effective brand, to sell different products of the company or to offer possible additional services (Kazibudzki and Trojanowski, 2020). For selling other products, the organisation needs to develop different available marketing mix strategy to mix all the marketing products and additional ingredients to achieve the effective and desired possible results. 
The stages of the marketing mix mainly include seven different P’s including product, place, promotion, place, price, people, physical evidence and process. These 7Ps are referred as the proper and effective sets of the identified possible marketing techniques that can be utilised successfully for satisfying the needs of the customers in the target market (The 7 Ps of marketing | Business Queensland, 2020). The 7Ps are controllable enough, considering the internal as well as the external marketing situation as well as the possible environments. All these available different marketing tactics help to meet the needs of different customers that are referred to as the tactical marketing mix. 
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Figure 1: Store of Estee Lauder
(Source: Estée Lauder Official Site, 2020)
Products:
The products of the company are developed as well as designed with the presence of excellence as well as the love that all the customers can easily feel the presence and quality of Estee Lauder. The company also has different types of single as well as collective products that the customers also can have the need for selecting the products with the aim to take effective care of the skin of all different types of customers (Estée Lauder Official Site, 2020). The effective marketing of these products mainly includes the possible benefits as well as the features of the products that the customers mainly have the demand as well as need, including the quality. It's styling as well as the prices. 
Price:
The pricing strategy of the company mainly refers to be effective for the products as well as services and how it can easily affect the demands of different customers. With the effective pricing strategy, the customers can easily identify how the customers can be prepared to pay and how much mark up is needed effectively to evaluate the profit margins and other available costs. Based on the view of Al-Sukar and Alabboodi (2020), the effective pricing strategy available in the marketing mix helps to attract all the customers and to retain the effective competitive advantages. The mentioned brand has the effect, as well as the constant, believe regarding the fact that if someone does not want to stay effectively following proper style and it is obsessed with the beauty of different targeted customers, and if they focus on getting the prices at a comparatively low price, then they can also prefer to pay the price for it being in the high possible condition. Estee Lauder company does not take enough steps enough to make the accessories and the cosmetics quite costly as it is only for different upper-class customers (Estée Lauder Official Site, 2020). The target market of the company mainly consists of different women that already belong to different upper class and has wider knowledge regarding the beauty products (Išoraitė, 2016). The brand takes enough steps for different luxury cosmetic products that can be effectively considered effective motivator that take enough steps to focus on different customers to purchase different types of products under different brand names in more than 150 countries. The greatest quality products also offer enough benefits other than the availability of the introduction of the pricing strategy, making it unique as the company has the plan regarding buying the large possible variants. Therefore, their marketing strategy is quite effective and set effectively such a possible way that all the users can take steps to buy the possible variant in the mentioned price that will be a quite loss for them. 
Place:
This stage in the marketing mix is quite effective as the proper access for the customers related to the products are quite important for ensuring that the customers can easily find the products. The effective design of the retail space and the utilisation of effective visual merchandising techniques help the company to set effective competition (Išoraitė, 2016). The place is quite an important part of the marketing aspects where the customers need to make the effective delivery related turnaround and to meet the demands of the customers regarding purchasing the locally purchased products. 
They also have the direct and indirect distribution strategy by which the company takes enough steps to try to attract as well as to serve the wider possible ranges of different customers. Considering the view of Rani and Panda (2020), The presence of the direct distribution strategy can be helpful for the selected organisation to sell different products through showrooms to sell different products directly to different customers. The direct distribution processes of Estee Lauder take enough steps to make huge control over the whole available processes. In the available indirect processions, the brand also sells the products to the wholesale market for selling different products. The firm also takes the help of different indirect suppliers through which they can take steps to reach their products to a different world in which they do not have the availability of any specific store of their own. Estee Lauder can also take enough steps with the successful utilisation to develop the strong as well as effective customer base in which they do not have any availability regarding having stores on their own. 
Promotion:
The mentioned organisation has effective interest regarding having the presence of different customers and making them aware of all the services as well as the products including the sales techniques, advertising patterns, direct marketing and promotions that are referred as the effective marketing tactics. The company focuses on the official website that can be observed as effective enough as it offers daily discounts to the customers who mainly prefer to buy the products of Estee Lauder to purchase the products from different websites (Estée Lauder Official Site, 2020). The brand also offers different types of online as well as the offline services to different customers. Most of the beauty, as well as the skincare products, have the high pricing that can only be easily afforded by the upper-class customers, therefore, by providing discounts to the customers, it can be easily ascertained that the company takes enough steps to attract the customers who do not belong to the upper classes but also have the proper as well as effective interests regarding using the specific product. 
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Figure 2: Promotional scheme of Estee Lauder
(Source: Estée Lauder Official Site, 2020)
Estee Lauder takes enough steps to utilise the online shopping mode to easily reach out the huge audience level as most of the audiences prefer the online shopping method better than considering the offline method (Estée Lauder Official Site, 2020). The websites of the company are quite attractive so it can take enough steps to communicate effectively with different customers. Therefore, the customers of Estee Lauder can take enough steps to look at the product pricing as well as the description of products in details. 
People:
In the marketing mix, the people of the company mainly refer to different staffs employed in the company as well as different salespeople have the interest regarding working for the development of the business through the relevant marketing activities. With the successful recruitment of the right people and people with effective training can be helpful for any company to attain the proper competitive advantage (Pham and Do, 2016). During providing excellent customer service, the positive experiences can be created for the company to retain the staffs in the selected organisation. In order to do so, the company already has headquarters in New York, and the products of this company are sold in more than 150 countries by making different brand names. Along with that, in different departments of this selected company, it takes enough steps to engage more than 84% female employees worldwide, more than 50% female vice presidents in several available stores and in higher available positions and different available employee resource groups (Elcompanies.com, 2020). 
Physical evidence:
This stage in the marketing mix mainly effectively stands for the physical pieces of evidence, and it also takes enough step regarding referring everything that the customers mainly hear while interacting with the business aspects. This also includes effective branding, proper product packaging, the physical space of the company, such as the shop along with the ways the staffs and the sales representatives sell different products (Elcompanies.com, 2020). The way the staff mainly interact with the customers has the greatest possible effect on the customers that can easily lead the proper increase or decrease the sales activities. With the help of this marketing mix concept, each of the stages available in the marketing mix also takes enough steps to work effectively for ensuring the success of the business. Based on the view of Dost et al. (2019), the concepts, as well as the stages of the marketing mix, have the proper impact on the segmentation related decisions, positioning and targeting the customers in the global market, therefore, it is referred as important enough regarding evaluating as well as understanding the benefits of this business processes for the development of the owner as well as effective marketing mix concept. 
Processes:
The processes available in the marketing mix of the company also affect the performances, as well as the services that the company mainly provides along with the successful delivery of the products to different customers as the standards of services, will remain consistent enough for the development of the effective brand reputation as well as the loyalty of the customers. Estee Lauder evaluates the relevant processes regarding selling the business through different stores that are also located effectively in different malls as well as shopping areas. The company follows effective strategies regarding delivering high-quality products with discounted pricing strategy. 
[bookmark: _Toc59481486]Involved stakeholders in Estee Lauder:
Estee Lauder, being an international brand, has lots of stakeholders. The stakeholders are the shareholders, employees, customers and whoever is involved in Estee Lauder company.
Shareholders: Every company has shareholders who come up with capital in the company to run the company smoothly. The shareholders of the company have the authority to ensure that the company is managed well. They do this by keeping an eye on the functions and presentation of the company. They also have the power of raising their complaints, approving or disapproving the measures taken by the management of the company. The shareholders have less amount of share, get the option to express their views by agreeing or disagreeing with the decision.
The majority shareholders of the Estee Lauder company are- The Vanguard Group, Inc, Fidelity Management & Research Co, BlackRock Fund Advisors, SSgA Funds Management, Inc., Edgewood Management LLC, Fundsmith LLP, Jennison Associates LLC, Magellan Asset Management Ltd. Capital Research & Management Co, Northern Trust Investments, Inc. The highest shareholder has 7.68% stake, the second owner or shareholder has 5.98%, the 3rd one has 4.84% stake, the 4th shareholder 4.42% stake, the fifth one has 3.88% stake, the sixth owner, Fundsmith LLP 3.00% stake, the seventh stakeholder has 2.05%, the eighth stakeholder has 1.68% stake, the ninth owner has 1.62% stake and the tenth stakeholder Northern Trust Investments, Inc has 1.59% stake respectively. Apart from these shareholders, there are many more shareholders who have a stake in Estee Lauder. (EL - Estee Lauder Companies Inc Shareholders - CNNMoney.com, 2020)
Employees: Estee Lauder has more than 48000 employees to sell their approximately 25 brands in 150 countries and territories all over the world. (Who We Are, 2020)
 The employees are the real resources of any organisation or company. They do all the hard work for the company. They effectively contribute and give their 100% and successfully do the allotted job and achieve the targets within the given time. 
Customers: Customers are also the stakeholders of a company, and they play a crucial role in a beauty product selling companies like Estee Lauder. The company creates a variety of products for the customers, so it's the most important thing to know their preferences, liking and disliking. 
Estee Lauder has worldwide customers, and the company know how to satisfy them very well. They keep variation and uniqueness in their every product and never get tired of launching new products to attract new customers. The company also provides discounts to its valuable customers to retain them. They also have various strategies to promote the brand. (Meenakorn, 2019) 
Government: The Government plays an important role in any kind of organisation. No companies can proceed without Government's permissions.
Financial organisations and intermediaries: Financial organisations and intermediaries are also one of the important stakeholders of Estee Lauder.
[bookmark: _Toc59481487]Stakeholder engagement and their impact on the marketing activities of Estee Lauder:
The engagement of different stakeholders is referred as the process through which the organisation takes enough steps to involve all the people who can be easily affected by different possible decisions that it mainly makes or it can easily influence the possible implementation of necessary decisions. As stated by Pitt et al. (2018), the effective possible engagement can help for translating the needs of the stakeholders into the possible goals of the selected organisation with the aim to develop the possible basis of the possible as well as the effective development of different strategies. 
The main purpose of the economy demands that the companies mainly think beyond the availability of its own businesses that mainly take steps to develop a better possible world. The available sustainable supply chain mainly takes enough steps to offer a powerful opportunity for making as well as changing the vision into the effective reality. 
The sustainable commission of the company also identified the companies of Estee Lauder for the successful demonstration of the excellence in the successful engagement of the stakeholders among different applicants (Groupe PSA, Henkel, L'Oréal and The Estée Lauder Companies Recognised by EcoVadis for Sustainable Procurement Excellence, 2020). The strengths of the programs also mainly include the continuous communication aspects related to the reporting of the progress as well as the feedback generation, the participation of different internal as well as the external stakeholders and high level of integration into the processes of the procurement. In the sustainable procurement, for the best internal stakeholder engagement, the company gets award by recognising best in class examples regarding driving the internal engagement to increase the sustainable procurement programs in key dimensions including the successful coverage and the depth in how the sustainability criteria that are integrated effectively into the effective processes across the businesses of Estee Lauder.
The ethical business practices and sustainability have long as well as effective central processes to observe the operation processes of Estee Lauder. The company is referred to as the possible global manufacturer of beauty products. The company also holds the operations and can also help different selected suppliers for achieving the best possible standard. The company is committed enough to the embedment related to the in-class sustainability programs across the available company (Citizenship and Sustainability at The Estée Lauder Companies - CECP, 2020). The sustainability rating also plays an effective role in enabling the employees of Estee Lauder for driving the commitment to sustainable procurement-related practices through the supply chain aspects. 
The success of the company mainly depends on the effective ability for making the best possible decisions to make changes in the sustainable practices along with the value chain. The company is dedicated enough to the possible economic, social as well as the environmental impact through the effective availability of the value chain. By increasing the policies, developing the baselines for the key possible data and by working to find out the possible future goals, the company continues to develop on the changes of the responsibility while sharing the responsibility to different available stakeholders of the company (Sustainability, 2020). Along with that, for addressing the possible global challenges of today needs proper collaboration between the civil society, local communities, the private enterprise as well as the effective governmental aspects. The stakeholders of the company, Estee Lauder, also shares its effective expertise, resources and the knowledge for helping to inform the global sustainability strategies of the company and the vision that the company has helped the stakeholders to understand the specific aspects that how they can provide support to others. 
Therefore, it is evident that from the view of Knox et al. (2020), engaging with the stakeholders is quite crucial enough related to the success of the organisation and for generating the success, the organisation needs to have the clear possible vision evaluated from the effective strategic planning processes and the effective strategic plan that can come from the stakeholder engagement. 
The opinions and insights of the key stakeholders are referred to as valuable enough in possible early stages present in the planning as well as the development process. The robust consultation adds insights into the operating environment, the market place, trends, needs of the customers, relevant growth opportunities as well as the vision of the future of the organisation (Chairunnisa et al. 2019). The effective engagement helps to meet the needs of the stakeholders into different goals of the organisation and to develop an effective basis related to the development of the strategy. The stakeholders can differentiate the aspects depending on the business aspects of the organisation including the customers, employees, different suppliers, different shareholders, various government agencies and the business owners of the selected organisation (Arco-Castro et al. 2020). Along with that, the internal stakeholders of the organisation such as the employees take enough steps to evaluate the strengths as well as the weaknesses of the organisation, on the other hand, the external stakeholders also have the valuable perspective regarding the possible ways the organisation has effective operations regarding creating an effect on various marketing activities. 
The social media is becoming quite integral to different firms as the specific tool for the evaluation of the marketing activities, service management of the customers, successful interaction with the employees and so on. Different groups of stakeholders have different available expectations and the possible motivations for engaging with the social media of the organisation. By using the social media, the customers mainly take enough steps to compare the services as well as the products from the available organisation around the world along with comparing the possible prices as well as comparing the experiences of the customers. Along with that, the marketing activities also play an effective role in providing services to the customers as well as engaging them (Esfahani and Johnson, 2018). Moreover, the marketing activities also take enough steps to improve the collaboration as well as communication among all the employees, successful management of knowledge and maintenance of the product as well as service-related innovation available in different organisation. As opined by Jonas et al. (2018), the encouragement of different stakeholders such as the customers, employees and other stakeholders are helpful for improving the activities of the selected organisation, Estee Lauder. The initiators of the possible engagement can be the stakeholders where the medium is one of the social media platforms available in the organisation. 
[bookmark: _Toc59481488]Conclusion:
Based on the above discussion, it is evident that Estee Lauder has the successful presence in the global market and by its successful presence, the world has been changed effectively after launching the brand in more than 150 countries by considering different brand names such as Tommy Hilfiger and others. Different ranges of the products available in the company attract the customers towards the specific brand where its pricing strategy is also set effectively by evaluating the aspects that all the users can take enough steps by evaluating that buying the lowest possible variants at the affordable price for different types of customers. The success of the company mainly depends on the effective ability for making the best possible decisions to make changes in the sustainable practices along with the value chain. The internal stakeholder engagement helps to meet the needs of the customers considering different goals of the organisation and to develop an effective basis related to the development of the strategy.
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