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Marketing plays a major role in meeting the certain goals and objectives of a firm by satisfying the requirements of customers marketing intelligence and effective implications enables a business to create value for customers, enhance brand awareness and strengthen the brand position and market share. It helps organisations to develop a growing customer base and gain a leading competitive edge. There is various kind of stakeholders in a business who may influence key business decisions, actions, performance and outcome. Successful liaisons with stakeholders are essential because it allows businesses to meet the shared goals and values and maintain a positive corporate image. 
The purpose of the essay is to provide critical analysis and evaluation of different aspects of marketing and stakeholder engagement. It will explain the role of marketing in creating value for customers. It will also discuss the roles of stakeholders in a business and their impact on the marketing activities of Coca-Cola.
Coca-Cola is one of the leading brands in the beverage industry that offers carbonated soft drinks. It was founded in May 1886 by Asa Griggs Candler. More than 80,000 employees work in Coca-Cola and help in growing the business.  Their vision is to create a sustainable business and better-shared future that makes a difference in people’s lives, communities and planet. 
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[image: Here's How the Marketing Process Works | Smartsheet]According to Homburg and Kuehnl (2017), the Marketing process is a series of steps that allows an organisation to create value for their customers and satisfy their requirements. It helps identify customers’ demands, analyse market opportunities and deliver desired satisfaction to the target audience. 

Figure: Steps of Marketing Process
The marketing process consists of five elements: mission, situation analysis, marketing strategy, marketing mix and implementation and control. At first, marketers need to smartly define the organisations’ fundamental goals, values, ethics, culture and agenda in a short written statement. Then marketers need to analyse the business environment and identify the internal and external factors that can affect the business health. Marketers need to develop a marketing plan based on findings and analysis. Then marketers need to design a marketing mix that the company will use to promote the products/services in the market (Leonidou and Thrassou, 2018). Finally, marketers need to implement the plan and maintain a close eye on the progress to reach the desired destination. 
STP strategy is a three-step model that helps to examine the offerings of an organisation, select the best segments where the offerings can exert maximum profit and position the brand strongly in the market to gain competitive capabilities and foster brand loyalty. According to Kotler and Armstrong (2013), Segmentation is a process of dividing a broad market into distinct groups of customers based on certain parameters such as demographic, geographic, behavioural and psychographic.  The analysis helps to devote marketing efforts and resources into a specific and defined segment that the company best serve. Positioning helps to create an appealing image that leverages the brand's excellence and unique strengths. 
Segmentation allows Coca-Cola to better understand the customers’ needs and demands and identify the opportunities prevailing in the market. Based on the analysis, Coca-Cola develops efficiencies and a competitive edge to capitalize on those opportunities. It helps Coca-Cola to create the right value for the best profitable segments and make continuous improvement in product mix and communication to retain them for the long-term. According to Perreault (2018), The right positioning helps Coca-Cola to create a desired impact on the target audience and cultivate brand loyalty that helps businesses to grow and expand. It allows them to be consistent with its mission and vision and create a solid brand persona that aid in accelerating company growth and profit.
According to Kotler and Armstrong (2013), Marketing plays an active role in promoting the business and mission of a company and create a powerful brand image that will represent the company in a positive light. Marketers take an intense research plan to gain powerful insight about customers and competitors within the market and identify gaps in customers’ expectations.it helps to utilise opportunities and minimise risks while making key business decisions (Malhotra, Nunan and Birks, 2017). The information enables to design of a top-notch quality product that will attract and satisfy the target audience. As per Derakhshan and Mancini (2019, They can also bring continuous improvement in product design by closely monitoring the latest market and business trends. Marketing helps to convey a persuadable brand message to the intended audience and demonstrate the product value to them. Effective communications positively influence customers purchasing decisions. It allows businesses to keep the customers happy and satisfied in the long-run. Marketing helps to build customer relationship and convince them to purchase them. So, marketing intelligence and implications help to prove the worth of an organisation and gain a leading edge in the competitive market.
As per Goodman and Thompson (2017), Value creation is a process of delivering something valuable or beneficial to customers in each encounter. Production orientation is one of the oldest concepts where businesses aim to achieve high production efficiency, low costs, and mass distribution. In product orientation, businesses put their maximum effort into producing high-quality products for customers and convincing customers to experience them. Businesses spend a huge amount on product research and development in such an orientation. Sales orientation is an aggressive sales strategy where businesses want to make as much as sales they can by producing the best products without considering customers' needs, interests and acceptance. The marketing orientation is the most widely accepted and adopted strategy in the present market scenario. 
According to Leonidou and Thrassou (2018), In marketing orientation, organisations give entire focus on understanding customers’ needs and wants and creating products and services that best satisfy their requirements. It helps to increase customer satisfaction and brand loyalty. In other orientation, businesses overlook customers' needs and want and focus on producing high-quality products. But no matter how excellent a product is, if it is not wanted by customers it has no value. In this regard, marketing orientation is superior to other orientations as its sole focus on customers and creating value for them. 
Marketing plays a major role in managing various information about the market and business environment and develops impactful strategies. Marketing information management enables a business to design successful products, improve excellence and stimulate company growth and profit. According to Dimyati (2018), Modern organisations gather, organise and evaluate internal and external data to gain efficient competitive and marketing intelligence. Organisations can’t navigate competitive marketing landscapes without collecting and analysing relevant information about the market (Becheur and Ghrib, 2017). It helps organisations to maximise the possibility of success of a business by focusing on the key opportunities and overcoming the limitations. According to 80% of the marketers, they use third-parties data to get comprehensive knowledge about the customers and develop a healthy relationship with them. The entire organisation uses the information to identify the ideal customers of their offerings, create value for them and communicate the values most convincingly.  
Marketing assists an organisation to make effective integration among different promotional channels and deliver a unified and consistent message through all communicational means. It guides organisations to choose marketing channels wisely and get maximum visibility and familiarity in the target market (Powers and Choi, 2020). It helps to inform customers about the product value and boost brand awareness and market position. According to Brunton and Taskin (2017), It is important for streamlining communication between a business and the customers.  At present, there are various ways to communicate the brand message to the target audience. Organisations are embracing digital technologies to develop a more deep connection with customers. They are also able to cover a wider audience cost-effectively. It allows marketers to maintain active communication with the customers, respond to their queries and solve complicated situations. Thus, organisations can create more values for customers and cultivate brand loyalty by ensuring effective communication which is a part of marketing.  
Marketing plays a significant role in product development which is the life-blood of organisations and societies. According to Perreault (2018), Organisations need to improvise their products/services to keep the customers satisfied and loyal. It is what keep the company growing and expanding. It is impossible to increase values for customers without having efficient marketing intelligence. The competition is getting intense day by day because all the organisations are trying hard for discovering new values for customers and strengthen their existence in the market.  if a company keep relied on the same value it will wilt and eventually die (Mints and Kamyshnykova, 2019). Marketing helps organisations to keep eye on changing pattern of customers’ demands and latest market trends and increase values based on these. Successful organisations are leading in the market due to their excellence in product development and value creation. It a company want to move from survival to thriving, they need to bring unique yet beneficial values for customers. 
As per Felix, Rauschnabel and Hinsch (2018), Sales help to measure an organisation possibility of success in a competitive marketplace. Without making sales, a company will lose ground in the market. Marketing enables a business to boost sales and profits. According to Dimyati (2018), Marketing is responsible for leading revenue growth at 38.4% of companies. A product's success is determined by the sales and profits it makes. Marketing allows an organisation to create values that can be marketed. Sales and marketing are complementary to each other. Marketers conduct market research to determine customer needs and requirements. Based on the findings, they produce the products/services that are desired by the target audience and salespersons sell the products using the idea of marketers. So, sales make a critical link between value creation and value delivery. Modern organisations use different analytical tools and methods to better understand customers and find the best ways to generate leads and sales. Marketing enables an organisation to charge the right price for a product. Once organisations conduct market research, they know what products to deliver at which price (Kotler and Armstrong, 2013).  If an organisation set the price too high or too low, they can lose customers trust and confidence. Because by keeping prices too high, organisations may lose several potential customers. But if the products provide supreme value, then charging a high price is fair. Customers are also willing to spend on such products. Again charging too lower a price give the feeling that products are of poor quality. Many customers make their final buying decisions by comparing price with the perceived value of the product and evaluate it. 
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Stakeholders refer to the individuals or group of people that have an interest in a company. According to de Oliveira and Rabechini (2019), They can either affect or be affected by business actions, decisions and performance. Organisations need to consider the stakeholders, engage and involve them to minimise risks and get the best possible outcome from a project.  Key stakeholders of an organisation are customers, employees, suppliers and investors. Besides, communities and governments also have a stake in an organisation. Stakeholders can provide a wealth of information about a project and guide and assist in making the project successful. Organisations need to understand stakeholders’ perspectives, requirements and expectations to walk in the right directions and meet the ultimate goal.
Internal stakeholders refer to the people who have a direct relationship with a company and have a major influence on the company's decisions, performance and productivity (Goodman and Thompson, 2017). They can be partners, investors, employees, the board of directors and managers etc.  Whereas, external stakeholders refer to the people who don't work for the company directly but can be affected by the actions and performance of the company. They also can affect the operations, strategies and outcome of the company. They can be customers, local communities, society, the government etc. All these internal and external stakeholders don't have some type or degree of stake in a business.  
Mendelow’s matrix is a strategic framework for classifying stakeholders in terms of their power and interest in a company. According to Duralia (2018), Here power indicates stakeholders’ ability to influence an organisation's strategy or project resources and interests indicates stakeholders interest in making the project or organisation successful. In Coca-Cola, owners, customers, investors, and board of directors have high power and high interest. They are actively involved in business activities and have a major influence on key decisions and plans. Government authorities and media are the stakeholders who have high power but low interest in Coca-Cola. They have a high potential to move into 'high power and high interest' group if Coca-Cola can provide constant satisfaction to them.
Employees, suppliers and partners are the stakeholders of Coca-Cola who have high interest but low power. They have little power to influence change (Coca-Cola, 2021). Organisations need to keep them informed so that they can perform their assigned roles and responsibilities perfectly. Different communities and social organisations are the stakeholders of Coca-Cola who have low interest and power. The organisation should devote minimal effort to such stakeholders as their existence make little or no difference in the outcome of the business. But Coca-Cola should not completely avoid them. They should keep an eye to check if their levels of interest or power change.
Coca-Cola prioritises its stakeholders following their ability to influence and interest in organisations. According to Becheur and Ghrib (2017), Different strategies, programmes are undertaken to maintain an effective bond with each stakeholder and utilise them for better performance and growth of the organisation. Coca-Cola is one of the respected brands in the world because they care for their employees. Employees are the key resource of Coca-Cola who make the magic happen-with consumers, bottling partners, and the communities (Coca-Cola, 2021). They have a very committed and efficient workforce who help to grow and evolve the business. Coca-Cola motivates its employees by improving their occupational opportunities and awarding them. They maintain active communications with the employees, pay attention to their opinions and concerns and guide them for getting the best output. 
Customers are the key stakeholder of Coca-Cola because they possess the power to see a company prosper of fall. Coca-Cola has invested an enormous amount to develop a strong relationship with customers and they have been very successful in doing so. They have been doing business for over 125 years. But from the starting to now they have earned distinct positions in customers’ heart, not because of their product quality or taste, but their excellence in relationship marketing that has brought them to the peak of success. They have positioned the brand not as a soft drink but as a friend without whom celebrations, occasions, gatherings are incomplete. They use various promotional media such as advertising, direct marketing, interactive/ internet marketing, sales promotion, public relations, personal selling, and sponsorship marketing to communicate with customers. Their slogans, marketing campaigns greatly helped them to touch customers heart and find a place for the brand (Derakhshan and Mancini, 2019). 
Suppliers are another important stakeholder of coco-cola as they play a vital role in every stage of the product lifecycle. They have a supplier relationship management programme that aims to strengthen collaboration with suppliers. The programme helps to understand the perspectives of each stakeholder, improve performance and shared goals (Felix, Rauschnabel and Hinsch, 2018). Coca-Cola also has a supplier sustainability summit where they meet with also a stakeholder and discuss different aspects of operations and management and work for developing more valuable products. 
Coca-Cola has formed a meaningful partnership with many reputed organisations around the world who are working together to create shared opportunities for communities and people. Coca-Cola tries its best to meet all the commitments they make to their partners. They have partnered with World Wildlife Fund, United States Agency for International Development, American Red Cross and many more. These partners have a great impact on various marketing campaigns and projects of Coca-Cola. They work for increasing customers' awareness regarding the environment, climate, health etc. They also influence Coca-Cola’s financial health and stability (de Oliveira, and Rabechini Jr, 2019). Coca-Cola also maintains a healthy relationship with all other communities. Coca-Cola's marketing campaigns and projects reflect their concern and dedication toward the communities. They invest a huge amount to support sustainable community initiatives from water to women's empowerment, from community recycling to wellbeing. 


[bookmark: _Toc66808209]Conclusion
Marketing allows an organisation to educate and satisfy internal and external stakeholders of the company and maintain a long-lasting relationship with them that will eventually proliferate company growth and profit. Skipping any steps of the marketing process can badly harm the performance and productivity of a business. All these need to be carefully performed so that all the actions, plans and strategies aid in meeting the ultimate goal of the. Marketers need to understand the degree of power and influence of each stakeholder and treat them accordingly to reap maximum practical and financial support. Thus, organisations can develop a thriving business model and create a distinct position in the market.
The analysis demonstrates the role of marketing and the importance of stakeholders’ engagement and also guide how organisations can make the desired impact in the market through effective exploitation of all the prevailing strengths and opportunities. Coca-Cola is continuously growing its value in new and exciting ways. They have aligned the interest of stakeholders with those of business. They have developed a marketing mix that can best satisfy a particular customer base. Their financial strength, global reach, the unrivalled distribution system and strong commitment of management and employees has made them a successful and popular brand. They have managed to maintain these through their efficiency in marketing and stakeholders’ engagement. So, businesses need to devote efforts and resources in marketing and cultivate stakeholder relationship to get the utmost profit and success. 
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