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MARKETING FUNDAMENTALS ANALYSIS AND EVALUATION
Marketing mainly involves a procedure by which people and gatherings get 
what they need through the creation, offering, and openly trading items and services 
of great value with other people. Marketing is one of the crucial aspects of enhancing the success of an organization as it influences how an organization’s products reach consumers. It’s practically impossible to understand the marketing function without understanding the nature of marketing. Therefore, the practical nature of marketing is that it focuses on serving customers, it’s the widest function within an organization and is also a socially pervasive process. Today, improvements in technology, as well as changing consumer needs, have dramatically impacted the routes to markets in many industries. This essay provides an evaluation of different marketing fundamentals including the processes and stages of marketing, how marketing adds value for customers, and how stakeholder engagement impacts marketing activities among other aspects. 
Moderandi (2013) argues that one of the greatest nature of marketing is that 
it’s a process because it involves a series of activities as well as decisions aimed at creating superior customer value and at the same time delivering high levels of customer satisfaction. The marketing process involves a wide range of activities including carefully studying the marketing environment with the aim of understanding the marketplace and varying customer needs, designing an effective marketing strategy and a marketing programme, and also implementing the developed strategy and programme in order to build profitable customer relationships (Mahajan and Mahajan, 2015). According to Mahajan and Mahajan (2015), the marketing process comprises of five stages that marketers have to ensure to effectively follow to enhance the success of an organization’s products in the market as shown in figure 1 below. 



Figure 1: The Marketing Process
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Source: (Mahajan and Mahajan, 2015). 
The first stage in the marketing process involves carefully understanding the market 
place and customer needs. During this stage, it’s the role of the marketer to conduct market research which is done with the aim of understanding marketplace as well as customer needs and wants. Customers expect markets to fix up the correct level of expectations and set the standards for value and customer satisfaction right which cannot be achieved without conducting proper market research. Therefore, for marketers to understand the market in which they intend to operate, it’s important to undertake detailed research on the market. The second stand involves designing an effective marketing strategy (Mahajan and Mahajan, 2015). Once a marketer has completely conducted detailed research and understood the marketplace and consumer needs, the next step is to design a marketing strategy to follow in the market. A marketing strategy is designing with the goal of acquiring, retaining and growing target customers. It’s during this stage that marketers determine the type of customers to target and thus designs the marketing strategy based on the customers they choose to target. This is followed by developing the marketing programme. During this stage, the marketer focuses on the organization’s marketing mix and integrates both internally and externally with the aim of building a customer-driven integrated marketing strategy. This included determining the products that will be offered, the pricing strategies that will be used, policies that will be followed in the promotion of the product and the distribution channels that will be used (Mahajan and Mahajan, 2015). The fourth stage involves activities aimed at building effective customer relationships. Therefore, it’s during this stage that the marketer focuses on delivering superior customer value and customer satisfaction. The major activities taken in this stage include developing effective CRM, developing initiatives to attract and retain customers and going beyond customer expectations. The last stage in the marketing process involves capturing value from customers and achieving profits. It’s during this stage an organization reaps the rewards of the strong customer relationships created in stage four in the form of current and future sales, increased market share and profits as well. However, the company has also to make efforts to maintain and retain its current customer base and continue enlarging this base (Mahajan and Mahajan, 2015). 
As demonstrated above, conducting marketing research, developing an effective 
marketing mix and also ensuring to operate in an effective marketing environment play a huge role in enhancing marketing activities. As argued by Crane (2013), an organization’s marketing mix is all about determining the product to offer, how the product will be priced, how it will be promoted and also how it will be distributed to the customers. This determines how an organization informs consumers of product availability and thus highly influences the success of the products offered in the market and consequently the overall success of an organization. Bruggen et al., (2010), argues that the marketing mix of an organization is important in marketing as it influences the manner in which customers interact with an organization and consequently how organizations design their routes to markets. It influences the quality of products offered, the distribution channels used, the promotional messages sent to consumers and how they are communicated and also the prices charged to consumers (Bruggen et al., 2010). However, without effective marketing research, all this could not be possible. Clow and James (2014) argue that marketing research is important as it provides all the information marketers need to understand the marketplace and consumer needs and wants in general. Additionally, Lamb et al., (2013) argue that marketing research is important in marketing as it helps enhance marketers’ decision-making process. Similarly, the marketing environment also plays a huge role in influencing an organization’s marketing activities. According to Pride and Ferrell (2010), even though marketers can control the marketing mix, there is an external marketing environment that marketers ought to consider and understand to successfully conduct marketing activities. These are factors beyond the control of the marketers including social, economic, technological, competitive and legal factors. Kurtz and Boone (2010) argue that these factors impact marketing activities as they greatly influence marketers’ decision making processes and also serve as opportunities or challenges for marketers which influence every single detail in developing the marketing mix. 
This can be demonstrated with the example of the marketing of electric cars in 
Europe. As indicated in the case study, EV’s across Europe have highly grown which puts pressure on manufacturers to continually develop new models based on consumer expectations. To be able to effectively compete in the market, organizations including the leading manufacturers of EVs across Europe such as Tesla, Nissan, Jaguar, and BMW among others have to continually innovate. This is achieved through a high reliance on market research to understand consumer demand and industry developments.  A Report by Wagner (2019) demonstrates that Tesla is one of the companies that continually increase their investment in R&D as its R&D spending nearly reached £1.2 billion ($1.5 billion) in 2018.  The increased growth of EV’s across Europe places a huge load on distribution grids which puts pressure on organizations to offer high-quality EVs, offer great prices to attract customers, develop effective distribution channels and also effectively promote the EVs developed with the aim of attracting customers. This plays a huge role in influencing the sales of EVs by different companies. 
 According to Mahajan and Mahajan (2015), “marketing involves a set of processes 
that are aimed at creating, communicating and delivering value to customers as well as managing customer relationships in ways that are beneficial to a company and its stakeholders.” McDonald and Wilson (2016) argue that marketing plays a huge role in ensuring that organizations offer excellent core product or service through the associated R&D which closely matches the needs of the targeted customers. Therefore, despite the fact that this enhances the success of an organization, it ensures that customers get value for their money through the provision of high-quality products and services that meet customer expectations. Mahajan and Mahajan (2015) argue that the marketing concept high puts into consideration that supremacy of the customers and the emphasis on customers and their needs is what dominates an organization’s functioning. For an organization to be able to succeed, it must recognize that the customer is the king. For instance, in the production of EVS in Europe, organizations must focus on meeting customer expectations and providing customers with high-quality products and services by recognizing the supremacy of customers in enhancing their success in the market. Marketing is all about providing excellent products and services as all marketing activities focus on providing superior value and high levels of satisfaction for customers (Mahajan and Mahajan, 2015). Through understanding customer needs, studying competition in the market, developing and offering superior quality products at reasonable prices and making the products available at convenient places for customers highly helps add value to customers as they get to receive high-quality products. Marketing is important for customers as customers tend to believe in what is projected by the marketers of a company and rely on marketing communications when deciding about their purchases. Therefore, marketing is valuable to customers as it helps determine their patterns of consumption and where they make purchases from and also helps satisfy their needs and wants which consequently improves their living standards (Kotler et al, 2013). 
Marketing highly adds value to customers in the EV sector in Europe as it ensures that customers get high-quality electric cars valuable for their money which meets customer expectations. As different manufacturers compete to attract customers and enhance their marketing activities, customers benefit from the excellent products and services offered. 
According to Montagnon (2016), organizations do not exist on their own as they tend 
to depend on society. As a result, there is the need to maintain good relationships of trust with a wide range of stakeholders including customers, suppliers, employees, the media and government organizations among others. Stakeholder engagement is all about enhancing effective communication with stakeholders and getting to them which enables organizations to understand what they want, when they want it, and how the plans and actions of the organization will affect an organization’s goals. Since stakeholder engagement helps understand stakeholders and what they want, it helps streamline marketing activities of an organization.  Stakeholder engagement is important in marketing as it helps organizations meet its tactical and strategic needs through gathering information from its stakeholders such as employees and customers which helps in designing an effective marketing strategy and programme. Stakeholder engagement also helps marketers sport trends that are likely to impact their marketing activities, enhance transparency and build trust, and also sparking innovation which is needed to enhance marketing activities within an organization. When an organization effectively communicates with its stakeholders about its activities and decision and engages them in such activities, it helps develop innovative marketing campaigns and strategies that enhance the success of the organization’s products in the market (Montagnon, 2016).  
Bradley (2016) argues that stakeholders tend to welcome the opportunity to help 
formulate the shape and direction of an organization by contributing from their own experiences and exercising creativity. However, for organizations to succeed in this, they ought to heavily invest in time. Irrespective of the fact that customers are often recognized as key stakeholders, they are rarely engaged in an organization’s activities including marketing activities. Organizations that tend to engage customers in their marketing activities stand better chances of succeeding in the market as engaging customers helps meet customer activities through the development of marketing activities that are based on consumer needs and wants. Additionally, stakeholder engagement is important for marketers as it helps them incorporate stakeholders’ views, knowledge and needs in the marketing activities which ensure that marketers effectively respond to challenges posed by the external marketing environment (Bradley, 2016). According to Padua (2012), an effective marketing plan can only come from stakeholder engagement as effectively engaging stakeholders helps transform the needs of the stakeholders into organizational goals which create the basis for developing effective marketing plans. Different organization stakeholders have different perspectives about what it really actually takes for an organization to succeed and thus integrating these perspectives into an organization greatly helps shape its marketing activities and actions throughout the marketing process (Padua, 2012). 
In conclusion, this essay aimed at evaluating different aspects of marketing 
fundamentals including the processes and stages of marketing, the role played by an organization’s marketing mix, marketing research and the external marketing environment in impacting marketing activities. The findings of the research indicate that marketing is a process that comprises of five stages that marketers follow to enhance the success of their product or service in the market. This includes stages like conducting market research to understand the marketplace and customer needs, developing effective marketing strategies, developing an effective marketing programme, building strong customer relationships and finally capturing value from customers through increased sales, profits and market share among other rewards. When marketers follow these simple steps, they enhance the effectiveness of their marketing activities and thus consequently enhancing the success of an organization in the market. While marketing research helps gather information to better understand the marketplace and consumer needs, the marketing mix plays a huge role in ensuring that organizations provide customers with the products and services that they want, when they want them. This not only helps an organization meet consumer expectations but also enhance customer satisfaction. Similarly, the external marketing environment which comprises different forces such as social, economic, technological, competitive and legal factors also influences marketers’ decision-making process and thus impacting the marketing activities and actions taken within an organization. The findings of the research show that marketing is of great value to consumers as it adds value by influencing their consumption patterns, satisfying their needs and desires through the provision of high-quality products and services and also enhancing their living standards. Similarly, stakeholder engagement was found to highly shape marketing activities as stakeholders’ views, opinions, needs and knowledge are used to develop effective marketing strategies, plans and programmes which influences the routes used to present an organization’s products and services to the market. 
The major tactical communication tools used to enhance the awareness of this project 
include internal blogs, sending emails, one-on-one meetings and also through chat and private messaging. To begin with, an internal blog was used in which posts were made on a daily basis to inform on the progress of the project and what needed to be done the following day. The blog posts were also used to share ideas, experiences, and also conduct open discussion related to the project. In instances where a one-on-one conversation was necessary, both emailing and one-on-one meetings were used to help convey the related information about the project which not only proved to be effective in enhancing awareness of the project but also gathering feedback on the project which helped make improvements wherever necessary. Additionally, in a few instances, chat and private messaging were used to help raise awareness of the project. This was done by providing daily updates on the project and also conducting team discussion to ensure every aspect of the project was fully covered. This approach was effective as it helped communicate with people in different geographical locations when it came to informing them and raising awareness of the project. Different messages related to the project were provided to a wide range of people through the chat and messaging platforms which played a huge role in raising awareness of the project and it’s important. 
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