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[bookmark: _Toc56860603]1. Introduction
The essay is presented for the analysis and evaluation of processes and stages of marketing along with the steps of marketing mix, and the impact of stakeholders on the marketing of an organisation. Economic growth of an organisation is reciprocal to marketing and the amount of investments the stakeholders are making. In the opinion of Joensuu-Salo et al. (2018), the several forms of marketing are utilising digital world along with the analog world to expand using the evolving tactics. The 7Ps of marketing mix guide an organisation to develop, organise, and execute plans for their economic development (Komari et al., 2020). With the help of graphs, and statistical trends implemented on a media, the process of marketing mix, and the impact can be elaborated.
[bookmark: _Toc56860604]2. Marketing and Stages of Marketing
An organisation manufactures and develops a product at a certain cost, which would be helpful to the public service. According to the general rule of marketing, certain organisation arranges for the promotion and reaches out to the consumers. As opined by Echkardt et al. (2019), marketing makes use of the 7Ps including product, place, price, promotion, physical evidence, people, and processes. The main goal of marketing is to convert leads by identifying certain groups based on the consumer requirements (Banerjee and Bhardwaj, 2019). A visually well-marketed product has more potency to reach out to public than a mediocre-marketed product. According to Lacy-Nichols (2020), Coca-Cola started as a pharmaceutical company, but due to some taxing complications, they initiated the soft drink business, which ended up being a turnover because they kept their strategies unchanged but modified throughout the time.  
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Figure 1: Stages of Marketing
(Source: Mullakhmetov et al., 2016)
From the figure 1, in case of Production Orientation, the rate of efficiency of an organisation becomes disproportional according to the customer needs, and ignorance is a ‘back-door’ concept in marketing, which results in customer dissatisfaction leading to the loss of consumers. According to Van Kerckhove and Pandelaere (2018), the aspect of production orientation is of high efficiency rate with a reasonable output for consumers. As an example, Burger King is a production-oriented firm. The second one is Product Orientation where the attitude of it deals more with the quality of the good rather than customer affordability. The approach of a superior quality product leads to a higher rate of investment leaving out on a large portion of population based on cost-effectiveness (Monash Business School, 2020).As an example, Gillette is a product-oriented firm focuses on manufacturing the best razors. 
In case of Sales Orientation, the aspect talks about the high level of production since it should be based on the rate of insistence or public demand, or else the production ends up being a waste of raw materials (Kushwaha and Dubey, 2018). Pharmaceutical companies like Pfizer, and Sanofi are sales-oriented. In case of Marketing Orientation, it thinks about the perspective of customer, since the manufacturing of product is based on the customer needs and wants. In the opinion of Kushwaha and Dubey (2020), the primary goal of this aspect is customer satisfaction through customer orientation. Samsung and Nike are two most successful market-oriented companies. 
[bookmark: _Toc56860605]3. Key Processes involved in Marketing
A set of goals and objectives together in a well-thought way by keeping in external and internal factors in mind helps in laying down a proper strategy to enrich the economic growth of an organisation. There are five steps altogether, which can be elaborated using a proper industry example. The key processes involved in marketing can be elaborated by using the example of industry juggernaut American based organisation, Apple (Dave, 2018). In case of Mission, Apple intends to categorise their customer groups by launching innovative and top-notch products based on cost-effectiveness and salient features of the products (Lockamy III, 2017).In case of Situation Analysis, Apple is a customer-oriented company that focuses on demand along with its supply chain (Więcek-Janka et al., 2017). 
Towards Marketing Strategy, customer loyalty depends on the type of strategies the company is undertaking. In the opinion of Uncu and Çalişir (2019), Apple serves as a brand that has been modifying the strategies based on requirements. In case of Marketing Mix, Apple serving since 1976 from the release of iPhone 1 has been supervised as one of the most trusted and reliable electronics organisation because of the moderate market-based pricing and customer satisfaction (Dave, 2018). While in case of Implementation and Control, Więcek-Janka et al. (2017) stated that every product of Apple reflects on its brand value due to the product service and longevity, which creates an atmosphere among the customers. 
[bookmark: _Toc56860606]4. Role of Marketing with Key Theories, and Association with other Departments
[bookmark: _Toc56860607]4.1 Role of Marketing
Every organisation is aiming to manufacture the best product in the market, but the skill remains in reaching out to the community of customers and investors, and the certain skill mentioned is coined with the term “marketing”. As opined by Da Costa et al. (2018), marketing is the aspect that deals with the post-production of a product, which takes care of the ‘connecting with the audience’ section. The act of marketing can be done through several examples of conducting online campaigns, curating content and internal communications (Chester and Montgomery, 2017). 
[bookmark: _Toc56860608]4.2 SWOT Analysis
In the opinion of Phadermrod, Crowder and Wills (2019), every organisation has their individual aspects of factors where one organisation differs from another, which signifies if anyone of them has stronger roots. SWOT analysis chalks out the pros and cons along with the areas of modification of a product or company when it is needed. As opined by Nazarko et al. (2017), Strengths, Weaknesses, Opportunities, and Threats are four different areas of business to define a product or organisation. As an industry example, Coca Cola reflects reliability for defining the SWOT analysis from an industry outlook (Uncu and Çalişir, 2019).
	Strengths
· Variety of products across different countries
· A 43% of the market share in the soft drink industry.
· A well know brand value all around the world.
· Secret recipes for occasional drinks attract crowd by channelising mass curiosity (Jenčoand Lysá, 2018).
	Weaknesses
· Difficulty to keep up with the health factors, which is affecting the consumers.
· The concept of there is no better substitution than sugar.
· The attitude of the company towards the global market is tolerable but they need to modify the system. 

	Opportunities
· The competition is handmade in this section of business due to low number of competitors.
· The company is trying to find alternatives to implement, which might follow the order of health trends.
	Threats
· There are competitors serving a better production of soft drink by maintain the health trend throughout their processing.
· Negative publicity can harm the ever-created image of Coca Cola. 



Table 1: SWOT Analysis of Coca Cola
[bookmark: _Toc56860609]4.3 Diffusion of Innovation
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Figure 2: Diffusion of Innovation
(Source: Currie and Spyridonidis, 2019)
As opined by Currie and Spyridonidis (2019), diffusion of innovation helps an organisation to understand how the customers adopt with the modification or evolution of technology over time. In the era of digital technology, the model has become a tool for digital marketers. There are several characteristics to be talked about as an elaboration of the diffusion of innovation. For Innovators, a small group of people exploring new ideas and technologies with time helps an organisation to move forward technologically and product wise (Aydin and Parker, 2018). For Early Leaders, a certain group share constructive criticism based on the product value, and points out the room for improvements in a product (Dedehayir et al., 2017).
In case of Early Majority, this group engages with the product after ensuring with the quality of the product by reading the reviews from early leaders, which serves as the concept of reliability in their cases (Currie and Spyridonidis, 2019). For Late Majority, the sceptics who engage with the reviewed product based on the feeling of left out, or they are dependent on the feeling of not being able to change and cannot adopt accordingly (Dedehayir et al., 2017). Towards the Laggards, as opined by Lahar (2020), a group of people who get on-board when there are no alternatives, and prefer being like that when the other groups have already written reviews on a certain product or service.
[bookmark: _Toc56860610]4.4 Ansoff Matrix
As opined by Loredana (2017), organisations are always looking out for the opportunities to grow and prosper in a widespread market of this era, and Ansoff model or the grid of market or product expansion is a tool used by organisations to analyse the market prospectus along with the strategies for growth. The model has helped several marketers throughout the years to expand business by understanding the risk (Gurcaylilar-Yenidogan and Aksoy, 2018). There are four methods implemented into the model of Ansoff, which helps in analysing and evaluating the expanding procedure.
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Figure 3: The Ansoff Model
(Source: Filippov, 2017)
Market Penetration discusses about increasing the number of sales using the same product in the same market by decreasing prices and increasing the rate of promotion, which attracts new customers (Loredana, 2017). As an example, telecom companies like Airtel and Vodafone followed the same protocol to expand with time. For Product Development, the method of launching new products in the existing market requires internal relationships between firms, which help in building a strategic partnership that helps in launching a new product and market it through several sources (Loredana, 2017). Maruti and Toyota are the examples of product development.
Market Development is defined as entering the new market with existing products requires catering to a different crowd by expanding regionally and internationally (Bocken, Fil and Prabhu, 2016). As an example, Nike and Adidas entered the Chinese market using the same demographics. In case of Diversification, the method of entering a new market using new product is somewhat risky, as it requires a bulk amount of investment on product awareness among public through marketing (Loredana, 2017). 
[bookmark: _Toc56860611]4.6 Marketing related to other Departments
The department of marketing co-exists along with other departments and help in analysing market situation for the organisation with resonating departments such as R&D department, Production/Operation department, Finance and Credit department, and HRM. According to Grimpe et al. (2017), the R&D department is dependent on the marketing department because of the inputs about market trends and environmental opportunities. In return, the marketing department promotes the studies of R&D department. As opined by Sale, Mesak and Inman (2017), the operation department mostly disagrees with marketing department. As an example, production department might want to make an average quality whereas the marketing department believes in strict quality control. The area of finance and credit emphasizes on tight budget, expenditure and sale, however, marketing department believes in expenditure in case of producing and promoting to reach out and maintaining an economic growth for the organisation. Lastly, the marketing department is heavily embedded and dependent on the HR department due to component supplying and sales clerks. Thus, the areas of conflict are few in case of HR department and marketing department (Sharmila, 2019). 
[bookmark: _Toc56860612]5. Role of Marketing Mix and Industry examples
[bookmark: _Toc56860613]5.1 Role of marketing mix using 7Ps
Tactics used by an organisation to improve the economic growth is known as marketing mix, the area of focus here is on how to expand the business. According to Njegomir and Rihter-Demko (2018), the element in a marketing mix is interdependent on each other, making it a more customer-centric approach to broaden the horizon of customer satisfaction. Focusing on marketing mix helps organisations to make strategy-based decisions during the launch of any product or service. The 7Ps of marketing mix helps companies to review the strategy they are following, which is affecting the marketing of its products. As opined by Ravangard, Khodadad and Bastani (2020), the 7Ps of marketing mix defines product, place, price, promotion, physical evidence, people, and process. 
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Figure 4: The 7Ps of Marketing Mix
(Source: Abdul et al., 2017)
In case of Product, an organisation is providing any product, or service to the consumer and the customer is splitting a deal with the organisation if it satisfies, or exceeds the expectation of customers (Njegomir and Rihter-Demko, 2018). Any product with a price tag can simplified accordingly, as an example, the Bluetooth speaker from JBL is a product, too. For Price area, certain price allocated to the certain product resonates well with the customer’s pocket that is a service-based, well organised, and customer friendly product (Ravangard, Khodadad and Bastani, 2020). An organisation should analyse the market before jumping into fixing rate on a product. In case of Place, an organisation chooses to distribute a service and product by targeting a certain group of people to initiate the process of interaction, which makes an impact on the market. 
In Promotion, the amount of marketing for a product or service done to make consumers aware of its visibility is known as promotion. In the opinion of Abdul et al. (2017), market segmentation helps in analysing the market and categorise consumers based on their needs and wants. Towards Physical evidence, any service receipt can be counted as physical evidence, as it signifies the interaction of the consumer with the provider (Fraser-Arnott, 2020). For People, the number of employees working under the organisation is termed as the people or workforce of that organisation (Yaghoubian et al., 2018).In case of Process, the stages or processes an organisation undertakes to reach a certain goal. This examines aspect of market analysis, payment system, distribution, and customer interaction (Fraser-Arnott, 2020). For 7Ps, Hubspot was founded in 2006, which has over 86,000 consumers in over 120 countries. As opined by Mulford (2020), the main agenda of Hubspot is to add value and service to the customers to help in flourishing business. Hubspot followed the features of 7P thoroughly and now is reaping the fruits it once sowed.
[bookmark: _Toc56860614]5.2 Relation of Market Research to Market Mix
As the organisation aims to a certain goal and achievement, there are several steps to undertake based on market research. According to Nilsson (2019), since marketing mix consists of stages that deal with product development, pricing, promotions and distribution strategies, it is a way of conduct where market research is mandatory to maintain customer satisfaction along with the product development (Pereira et al., 2019).
Identification on ‘why would public buy my product?’ helps in developing a perspective from a first person point of view of a customer, and that provides a good outlook on the product features. According to Beninger and Francis (2020), then the collection of data of competitors is necessary to set a price range that look reasonable than what the competitors are offering. Analysing the distribution options and places are being selected, the ‘sweet spots’ of sales are organised accordingly. Collecting demographics from media kits and newspapers, analysis of the comparison is necessary to place ads accordingly based on market segmentation. According to Pereira et al.(2019), analysis of market research gives insights on product, pricing, distribution and promotion. The economic variation keeping in the price of competitors in mind needs research. 
5.3 [bookmark: _Toc56860615]Key Industry Examples
There are four type of market research: Surveys, Interviews, Focus groups, and Observation. Each has its salient features allocated to it. As an example, LEGO, the toy manufacturing firm did a survey, where only 9% of the primary users turned out to be female (McNeill, et al., 2019). Thus, LEGO started manufacturing more toys related to girls. According to Dave (2018), Apple has a research group known as “Apple customer pulse”, where the research group holds online surveys, as the process is lucid enough to maintain and undertake. Most of the apple products are customer research based products including big screen. McDonald’s, the largest fast food chain in the world has narrowed down the market research activities into four simple aspects, such as well-received products, range of prices consumers are willing to pay, and most visited restaurants.
[bookmark: _Toc56860616]6. Stakeholder Engagement related to Marketing
Marketing consists of four types of stakeholders including customers, providers, influencers, and governance. According to Albasu and Nyameh (2017), the most important interaction here is the interaction between customers and providers, since these two are the most important sectors of project management. There is a thorough theory of stakeholders including three ‘I’s – Interest, Influence and Importance (Alsbaity, 2018). Stakeholders can be impacted positively or negatively based on the project chosen, and the diversity during each project says it all. Stakeholder marketing is defined as the activity within a social system that is run by maintaining constant relationships with various stakeholders based on business organisation (Santoro et al., 2018). There are 5 steps regarding the stakeholder engagement: Unaware, Resistant, Neutral, Supportive, and Leading. 
In case of Unaware, a stakeholder is not aware or unaware of the potential outcomes from the project or the impact it will make. As opined by Schneider and Buser (2016), this kind of stakeholders does not meddle much with the standard procedure. Towards Resistant, a group of stakeholders are aware of the project and its potential outcomes, but is resistant to change (Santoro et al., 2018). Resistant stakeholders are pessimistic in nature, which is not good for business. In case of Neutral, the stakeholders are aware of the project and its implications, and they are neither supportive nor resistant (Schneider and Busar, 2016). Being neutral does not do much effective rather the stakeholder becomes a post of insignificant person in the business. For being Supportive, the stakeholders are aware of the project and its impact, and they are supportive. As opined by Nguyen and Mohamed (2018), this kind of stakeholders is optimistic in nature, and they do not hesitate in case of investment if that benefits the business. Finally, in case of Leading, a group of stakeholders are leading the movement from the front. According to Baker, Hernandez and Parmar (2017), leaders take care, organise the whole procedure, and executes accordingly.
There are a total eight examples of stakeholders including Investors, Creditors, Employees, Customers, Trade Unions, Government, Suppliers, and Community. As opined by Price et al., investors are the owners of the company, and they are the ones that invest on promotions to reach out to another type of stakeholders known as customers. If an investor thinks he or she is capable getting a good return elsewhere, he or she would invest money accordingly (Alsbaity, 2018). Creditors are financial institutions that lend money to the investors at times. Employees work under the investor with a certain goal to achieve that helps in the growth of company. According to Harvey, Hodder and Brammer (2017), trade unions are association of workers or employees that work under the company. Government takes care of the taxation department, and suppliers are the providers of raw materials to maintain a good influx rate of products. The businesses affect community, as an example it affects the environment at a larger scale. 
[bookmark: _Toc56860617]7. Stakeholder Engagement Impact on Marketing Activities of Maybelline
L’Oréal is a French cosmetics company, and Maybelline has been following its footsteps since 1996. In the opinion of Desai and Salvi (2020), due to the increasing popularity of L’Oréal, Maybelline has been a regular brand for a market segment of females and males, both. As an example, Facebook seen a rise in statistics by 40% on the usage of Maybelline products, and Instagram seen a rise of 10%. 
The communications channel used by Maybelline or Maybelline New York is of four types including Informal, Interactive, Mass, and Lateral communication. In case of Informal communication, the communication is unstructured and spontaneous, and this type of communication is used in most of the situations where no hierarchy is present (Diefenbach, Wald and Gleich, 2018). In case of interactive communication, this type of communication has two different types of communicating manners including conferences and discussions. This type of communication takes place in meetings where the organisation wants to send a message in a two-way communication (Walther and Valkenburg, 2017). Maybelline uses this strategy through email marketing and asking for customer feedbacks. In case of mass communication, the process consists of influencing and spreading brand awareness through newspapers, social media, and television (Kujur and Singh, 2017). Maybelline uses television and social media marketing in order to grasp the attention of the customer base. In case of lateral communication, this type of communication works in a horizontal manner, where the product awareness takes place through peers. As an example, Maybelline is asking for top-ranked bloggers of different regions to promote their products by launching. 
Stakeholder engagement takes place through two individual forms of communication including Oral Media and Electronic Media. The stakeholders of an organisation are its consumers, investors, employees, suppliers, trade unions and government. According to Belasen and Belasen (2019), in case of Oral Media, the engagement takes place in a face-to-face form communication, and it seems as one of the most common approaches for business, which helps in making a direct point to the customer. In the opinion of Lim and Greenwood (2017), Electronic Media, the engagement takes place through calls, social media marketing, and email marketing. In this case, the digitalisation of the products are taking over and boosting the efficiency of the electronic form of business.
Other than the two major forms of engagement, the stores can improve based on the recommendations, too. By making the stores appealing, the business can be improved since the cosmetics department signifies the beauty of the product on where the product is sourcing. Several companies can prosper by the usage of loyalty programs where they attract customers based on incentives and discounts. As opined by Caecilia, Kindangen and Tumewu (2017), Loyalty programs can help Maybelline improving the relationship among customers by keeping them interactive and interested. 
[bookmark: _Toc56860618]8. Recommendations
According to the market analysis of several corporations and companies, the companies lagging behind should differentiate among what is managed regionally, and what is needed globally. By understanding the local market needs, the organisations can approach for networking and collaboration. Besides, the cultural and social values should be taken care of time to time based on the region the business is being made (LeClair, 2018). Communication is vital to a healthy business relationship, and maintaining a good relationship with the stakeholders prospers a business like Maybelline. The benefits of operating globally need a cutthroat planning before hard-core execution, and once done, the organisation is going to reap the benefits for a long period. Global marketing analysis maintains an obvious strategy across territories with an efficient rate of production according to public demand (De Loecker and Eeckhout, 2018). Each campaign acts like a survey for public feedback, which is beneficial for the organisation to improve business stances, since it ensures a long-term service based on analysis and public demand.
[bookmark: _Toc56860619]9. Conclusion
The essay concludes the understanding of marketing fundamentals through analysis and evaluation on more than one aspect, along with SWOT analysis with industry example for a better understanding. The conclusion of the economic growth of an organisation because of the customer satisfaction is a prime aspect. In order to prosper in business, the best way to grow exponentially is by reaching out to consumers, as they are valuable stakeholders. Through stakeholder management of Maybelline, it has been shown how an organisation progresses based on customer needs and wants. 
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