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Introduction

The word marketing means to the operation of the firm undertakes to promote the buying and selling of products and services. The marketing also includes promotional activities, selling, distribution of products to customers and other businessmen as well. Generally, it is a management procedure through that product and service move from concepts to the customer. This is a short essay on the marketing process and stages include the roles of the marketing mix. It also focuses on identifying the roles of the marketing mix to create customer values. The short essay also explains about the stakeholder engagement and their effect on the marketing operation of the firm. 
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TASK 1A
Marketing 
It is a systematic method of selling their product and service, adopted by the company and not for profit organization with a particular message. Marketing is helping to introduce the product to the target customer in the existing marketplace. Currently, the company uses to collect information about the customer demand that they should attain a competitive edge above competitors. It also helps to improve business performance and productivity to maximize profits. Marketing includes all hard work to create a customer for their products and service have maintained a strong relationship with customers.  The term marketing is related to handling and transportation of products from the production to consumption (Eckhardt, 2019). 
According to W.J. Stanton, “Marketing is an aggregate system helps to interact with business operation designed to plan, price, promote and distribute product and service to satisfy the demand of potential customers”. 

Marketing Process
It includes ways that create value for their customer to satisfy the requirement and need of them (Hollensen, 2019). It is an endless series of actions and reactions among the customer and business attempting to create value for customer satisfaction. The marketing process is helpful to analyze the current market condition to identify the opportunity and develop a strategy to increase value, it also helps to make the decision, then executes and monitors the performance of the process. In the marketing process, there are four steps are explained with the example of Tesco Company as below: 

Situation Analysis: It helps to examine the situation that Tesco has found itself to serve based on market opportunity to satisfy the need and requirements of the customers. It helps Tesco to identify the marketing condition and situation of the exiting marketplace and also helps to recognize the capabilities and understand the surrounding that the firm operates its business (Mullakhmetov, 2016). 

Marketing Strategy: It helps to identify the available marketing option; Tesco has developed a strategic plan to identify different alternative options (Eckhardt, 2019). It provides opportunities to the company to collect information about the unsatisfied customer and target audience and provide a high quality product in the market. 

Marketing Mix Decision: This step's strategic decisions are made to control the composition of the marketing mix. The manager of Tesco has taken the right decision regarding product development, product pricing, distribution, and promotional (Hollensen, 2019). 

Implementation and Control: This is the final stage of the marketing process is executed and the outcome of marketing efforts monitors to adjust the marketing mix as per the marketing changes. Tesco mainly focuses on redesign the product according to the need and requirements of the targeted customer. 

Stages of Marketing

Production Orientation: This stage of marketing has focused on the increase in production, control, and reduces product cost and increase sales to maximize the profit. All the hard work of the company has emphasized on product efficiency, it avoids the need and demand of customers and focuses on mass production (Vassileva, 2017). At that time, customers buying whatever product and service are available in the market with reasonable rates. 

Product Orientation: Tesco Company has focused on the manufacture of high-quality product and also focus on improving its product quality that helps to increase the sales to maximize the profit margin. Due to this stage, many companies have fallen their reputation in the market. The biggest problem of this stage of marketing that each customer cannot afford the high quality product. However, this method is to focus on the product and leaves their customer. 

Sales Orientation: This stage has focused on inventory clearance and increase sales through promotion to earn a high-profit margin. The main issue in this stage, the customer is not willing to buy and the company cannot force them to purchase (Eckhardt, 2019). But, few companies still use this orientation, the customer is now protected through laws and regulations in selling methods, largely due to the customer movements. 
Marketing Orientation: Tesco Company is the plan and decides the need and requirements of customers (Mullakhmetov, 2016). It is important to satisfy the customer demand by maintaining coordination among action and function of the firm. In this stage of marketing, every one of the companies has become customer orientated and not just people who are working in the marketing department. 

Role of Marketing Mix
It plays an important role to present the product to target customers in the exiting marketplace. Tesco Company has adopted a sustainable marketing strategy to gain a competitive edge above their competitors. It also helps to provide information about the product, price, distribution channel, and promotional activities to expand their business successfully (Eckhardt, 2019). 

Product: Tesco Plc has offered a wide range of products include food, clothes, electronic items, financial service to target customers. The Company has also offer grocery delivery service and more than 40,000 product offers in every section of its retail stores. 

Price: Tesco Company has offered its product at a low price as compare with exiting competitors in the UK market (Vassileva, 2017). The Company has focused on reducing prices without affecting the quality of the product. This pricing strategy helps Tesco to increase its sales and earn a high-profit margin as well. 

Place:  The Marketing department of Tesco has provided information regarding their store's position by market analysis. Tesco has several stores or supermarkets in each corner of England. 

Promotion: The Company has focused on product promotion through advertisement, direct marketing, online communication, and public relations helps to increase sales. The main strength of the company is its low price of product and service (Eckhardt, 2019). 



Role of Marketing in Creating Value for Customer 
Customer value is referring to the level of satisfaction of customers toward the company. It is also referred to as the perception of a product or service to customers from different options. Marketer of Tesco has focused on creating a customer value chain of a company and its supplier, distributor, and customer that get delivered on time. The customer has got a high quality product with a unique design is also helpful to increase the customer value (Kumar, 2016). While customers purchasing a product and service of Tesco and pay for it is known as perceived values. The high value of satisfaction is recorded when the customer is fully satisfied with buying the product. Currently, the value is related to the marketing and capability of the firm to offer high values to its customers regarding the successful competitive advantage (Mahmoud, 2018). Furthermore, marketing requires increasing the customer value toward the company. 
Tesco has focused on market and customer analysis to accomplish deep market research and thereby recognize a product gap or needs gaps. Tesco Company has used an online platform to promote its product and service and also increase the capabilities of employees to create value for customers (Misra, 2018). Tesco has focused on manufacturing high-quality products without affecting the quality of products and services so, it helps to attract customers and create value for customers. The marketing of the firm requires understanding the need and demands of the customer for a new product. For an instant, they know there are food and clothing product in market and customer has numerous options. 
The company job helps customers, so they select the best one and satisfy their needs. Tesco has focused on creating a good value proposition for their customer is also important to form different product form their exiting competitor’s product (Kumar, 2016). Tesco has a good understanding of the customer demand and requirement is important to create good value for intention as well. The marketing department of the company helps to execute the operations effectively to accomplish the competitive marketplace. Customer value has been changed during the consumption of products or customer journeys. It is very complicated for the company to create an effective value proposition due it need the marketer also use the different component to create value and understand the customer value proposition (Misra, 2018). Marketing also plays the most important role in creating value for customers to offer high-quality products at a concessional rate by using different promotional. It helps to offers on the customer and especially on the unique customer values. 
Stakeholder Engagement and Their Impact on the Marketing Activities

It is a process through which the company will communicate and get information regarding its stakeholders (Bellucci, 2019). Company is capable to know better what they want when they need, and how their stakeholders are engaged to accomplish the plan and action that influence their objective. Thus, Stakeholder needs to improve their communication skills and critical thinking on business strategy and activities and it provides long benefits to increase the brand values among the customer minds. Stakeholder engagement is identified as key to the task and programme to become successful in the market (Kaur, 2018). 
This is the process used by Tesco to engage its stakeholders with a clear objective to accomplish the objectives. It also helps to identify the fundamental account of the organization to include the stakeholder to understand and respond to the sustainable problem and also report to the top executive of the firm to take action regarding its (Kaur, 2018). Stakeholder engagement is important for the success of the firm. The business has cleared the vision and mission to prepare a strategic plan and effective strategic plan help to engage their stakeholder to accomplish the common objectives. Tesco has communicated with its team members with a different range of stakeholders. Engaging their stakeholder need to set common objective and create an effective strategy to execute the plan.
 The manager of the company helps to encourage their stakeholders in taking the right decision and also makes sure to build a new strategy to implement the changes. All stakeholders have fully dependent on the business organization. It includes employees, customers, suppliers, shareholders, regulatory, BOD, and other business owners. Each stakeholder has a different perspective and thinking is helpful for the success of the firm's (Bellucci, 2019). Stakeholder has divided into different way i.e. internal and external stakeholders have different position and perspective regarding the business and its operation also affect the market conditions.  Stakeholder engagement also influences the marketing mission and objective of the ways, systematic process of communicating, engaging, and exchange value among its stakeholders (Kaur, 2018). 
The entire stakeholder both internal and external is important for the success of Tesco. Moreover, they are not equally important or equally powerful. But, few stakeholders are more powerful than others. For instance, the director, chairman, and other top executive has the right to make a decision and provide direction to others for the accomplishment of the objective. Other stakeholder helps to take the decision that helpful for the success of the firm. 
Suppliers and other competitors may influence the marketing activities of the firm. Likewise, the customer has above as a central impact on the marketing activities of the company (Vassileva, 2017). It is not because the company has not earned a high-profit margin, this is done because Tesco cannot focus on customer satisfaction and maintain a long term relationship to increase profit over time. Stakeholder engagement is fruitful for the local community if they cannot create a healthy environment for the community, it also impacts on the business operation. 
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Kolb Reflective Cycle 
This project has helped me to understand the marketing strategies of Tesco which is the leading supermarket industry in the UK. I have applied the Kolb Reflective Cycle to showcase my experiences and opinions towards the completion of the above project (Graham, 2018). Kolb Reflective Cycle mainly involves the acquisition of abstract concepts and allows greater flexibility in certain situations. Kolb Reflective Cycle mainly outlines four phases which are described below: 
Concrete Experience: The main purpose of this task is to analyze the role of the marketing mix within Tesco. I have analyzed several marketing tactics applied by Tesco to achieve customer confidence and trust. I have used several communication channels like blogs, email, social media, and instant messaging to interact with team members. I have learned that effective communication is very much important for the completion of the above project. I have used email and video conferencing to understand others' opinions and thoughts regarding certain projects (Shao, 2020). During this session, I have learned that firms can collect large information about customers by using different channels. 
Reflective Observation: This project has helped me to maintain a good relationship with others and being sympathetic towards others' feelings (Eckhardt, 2019). I have created blog posts to deliver amazing content to a targeted audience. During this session, I have learned that stakeholder engagement may help businesses to eliminate potential issues and attain success in the market. Communication channels like regular meetings and group discussions may help me to find an appropriate solution for specific problems. Communication tools are quite helpful in delivering the right message to the targeted audience. I was able to concentrate on the above project with the help of communication channels. Effective Communication is crucial for spreading enthusiasm and a sense of belongingness among employees. 
Abstract Conceptualization: Overall, This project was a great experience for me. I was able to contribute my opinions and ideas through communication tools. Through effective communication, I was able to complete significant tasks within a suitable deadline. During this session, I was able to interact with the professional team and juniors (Kaur, 2018). I have used communication tools to share significant information with others. It bridges the gap between employees and top-level managers through the flow of information. 
Active Experimentation: Overall, it can be stated that effective communication is essential for building successful teams. I will try to take more advantage of social media platforms to acquire competitor strategy and communicating effectively with team members (Graham, 2018). Social media marketing is a great platform to engage with a targeted audience. I will create online discussion groups or interviews to interact with others. 
[bookmark: _Toc45992459]Conclusion

In conclusion, the essay discusses the stages and process of marketing with an appropriate example. It also discusses the roles of marketing to create value for their customer, it’s helpful to increase customer satisfaction by offering high-quality products and satisfy customer demand. This essay also provides information about stakeholder engagement and its impact on the marketing operation of the company. After that, its reflection on the communication tools that helps to provide awareness about the project between stakeholders. 
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