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[bookmark: _Toc70610621]                                      “Marketing Fundamentals Analysis & evaluation”

[bookmark: _Toc70610622]Introduction:
Marketing is an activity; it is the set of institutions and processes that make it possible to create, communicate, deliver and exchange offers that have value for customers, partners and society itself. The marketing function plays the role of champion of the voice of the market throughout the design phase (Morgan et al., 2019). It allows engineers and technicians to stay focused on the task to ensure that the initial product proposal does little deviation. Also, it will be necessary to know if he will have a compromise or not. In the majority of cases, there is always a compromise. But a successful marketing function will be able to tackle cause and effect to determine potential customer acceptance and impact on revenue.
This essay is examining marketing fundamentals analysis & evaluation in business. In this essay, we will discuss the role of marketing in creating value for customers and stakeholder engagement and their impact on the marketing activities of an organisation.





[bookmark: _Toc70610623]Main Body:
[bookmark: _Toc70610624]Role of marketing in business:
There are four main reasons for marketing in a business; study the target audience, the search for an identity, nurture a privileged relationship with its customers, and Identify consumer needs.
[bookmark: _Toc70610625]Study the target audience:
The minimum study of the destination market of a product is an essential phase when we want to embark on an entrepreneurial adventure (Eckhardt et al., 2019). For example, it is when we try to sell a product or product that has previously failed by mistake. A product that is already out of date or a bad idea. Besides that, there should be a clear effort to compete with an already saturated market. 
[bookmark: _Toc70610626]The search for an identity:
               Marketing drives the search for inspiration and creativity. These two aspects or two skills that go a long way for business success. Creativity can exist in markets filled with real estate, mobile phones, or any other industry you work in (Lasarov, 2021).This is what writer Seth Godin said in his book All Marketers Liars. It tells us that consumers love to tell them stories. When marketing departments tend to be redundant, customers expect them to tell stories. Marketing is the only way to do this. It is the person who makes them meet and understand customers in order to tailor the message to be given.
[bookmark: _Toc70610627]Nurture a privileged relationship with its customers:
The role of marketing in a company is to connect customers with their products and more broadly with the brand. When the company has a strong identity, a more natural or smaller community is created around the product.
[bookmark: _Toc70610628]Identify consumer needs: 
                  As explained in the previous points, marketing not only takes into account the needs of consumers but also contributes to their creation (Huang and Rust, 2021). It is true that marketing cannot create need, but many marketing campaigns rely on product awareness and the ability to own it. The important thing is that this awareness creates the need to some extent.
[bookmark: _Toc70610629]Marketing strategy Organisation examples:
Some common marketing strategies help build brand awareness and give it context that stimulates the desire to own it. Here are a few!
· Demonstration of scarcity: Apple, for example, increased demand for the iPhone 5 by cutting two more shipments of the phone immediately after announcing its release.
· Develop a we connection between consumers and the product, often by announcing the product first to a selected audience and inviting consumers to participate in the development of the product or its launch.
· Interact with social media, for example by responding to consumer comments, whether favourable or unfavourable.
· Determine the need for a product through market research, observing and quantifying sales trends of similar products in the market.
· Modify existing products or create new products to meet the wants and needs of consumers.
· Determine the best way to reach potential customers to inform them about your products and convince them to buy them.
· Create marketing campaigns created on determining the best actual way to reach customers.
· Confirm customer relations through sales promotions and loyalty programs (Galindo Henríquez, 2018).
[bookmark: _Toc70610630]Value Creation:
On an entrepreneurial level, value creation consists in increasing the productivity of a company in order to better remunerate investors (shareholders, creditors, etc.). This capacity, which can go hand in hand with the search for sustainable growth, is achieved when the investments generate a return higher than the weighted average cost of capital. The objective of the creators of value of a company (its leaders) is to create this shareholder value in order to increase the wealth of its owners and shareholders(Viviani and Maurel, 2019). The creation of value can cover financial and marketing aspects. Financial; increase the wealth of a company's managers and shareholders through better profitability. Marketing; To increase the psychological value of the products and services offered to make them more attractive to customers. The whole experience that needs to be tweaked. This is also about the quality of products and services and the methods used to achieve better customer satisfaction.
                     Since then there has been a link between these various aspects. by increasing sales and productivity, we increase the turnover and therefore the profitability of the company. Creating value should be an integral part of corporate strategy (Cabral et al., 2019). Searching for short or medium term benefits is therefore not a problem. The goal is to create enough value by enabling multiple levers so that the company can survive and gain a competitive edge over time. Creating value is essential to the growth of the company and provides a true competitive advantage. The procedure of creating values for company comprises on following process;
[bookmark: _Toc70610631]Time Strategy:
Businesses operate in a complex and ever-changing environment. For managers, the challenge is to have both; a clear vision of their activity, its functioning, its actors and everything that impacts it. It also involves other elements, such as competition and changes in the industry and a closer vision of the company internally: its strengths, its weaknesses, all the elements that are specific to it (Ontanon et al., 2013). The smallest detail can be an opportunity to create value, or a brake on the development of the company. The company's strategy must adapt to the current world in which skills and information are at the canter of the development of the organisation. This is what allows you to anticipate changes and seize the opportunities that arise.
[bookmark: _Toc70610632]Digital Process:
The digitisation of processes is a major lever for the creation of value. It makes it possible to optimise the company's processes. This point joins the previous one, since it follows precisely from the need to stay in step with the times (Bell and Borsuk, 2020). This digital transformation can be; external; digitise distribution channels, sales methods, communication, etc. and Internal; dematerialise processes, automate customer service, use ERP or CRM type management tools, etc. Digitising the company represents a considerable financial investment, but it allows to:
Simplify all processes: with real time savings and fewer errors.
Maintain traceability: all data is recorded and easily accessible and know what was done, when and with what result. It is a real help in making relevant decisions.
Centralise information: all data is centralised, limit entry points, and can easily find information. Again, it saves time and efficiency.
This digitisation has other effects, which also create value, since it directly impacts customer satisfaction: Automated processes, for example, reduce the time it takes to prepare and ship an order. The data collected, when extended to the entire production chain, prevents losses, errors and delays in orders, and therefore generates a higher customer satisfaction rate.
[bookmark: _Toc70610633]Data Handling:
The IT department (information system department) manages all the hardware and software necessary for processing information. This applies to data as well as storage or telecommunications. Its role does not stop at simple technical competence, the IT department is also involved in project management and management. It thus occupies a crucial place. Data mining is at the heart of all marketing issues today (Li et al., 2016). These are a primary source of information for companies, their good management thus becomes a strength; the data make it possible to enrich the analyses, to understand the strengths and weaknesses but also the opportunities to be seized, data analysis is a strong lever for anticipating and predicting market developments, but also consumer expectations, thanks to data, the company improves its performance, it is more agile, able to invest in the right markets at the right time, or on the contrary to identify threats that could be harmful to it, In a strategy of value creation, the IT department resumes its central role, namely, and support the company in establishing relevant strategic axes, particularly in terms of data exploitation or cost reduction;
[bookmark: _Toc70610634]Innovation & Technology:
Once the previous points have been dealt with, innovation can be a new lever for creating value. Innovation and new technologies influence consumer behaviour, their expectations are changing (Lee et al., 2019). Companies must adapt to these new needs to remain competitive, but it is above all a development opportunity to win new customers, stand out from competitors and increase turnover. This can concern different axes; Internal to the company and External to the company. Internal to the company; new equipment to increase productivity and efficiency. Technological innovations can concern the production chain, but also the organization of the company itself, even in its offices, as with the automation of processes or the development of new software. External to the company; such as the digitisation of points of sale or customer service (Lee et al., 2019). The development of mobile applications which today have become essential, or the massive deployment of artificial intelligence (e.g. with chatbots, these discussion windows animated by robots and which allow consumers to answer questions. at all times).
It will then be necessary to establish an adequate strategy, to clearly define what the needs are, how to meet them and for what budget. These innovations involve expensive investments, but they allow, in the long term, to gain in efficiency on many points.
[bookmark: _Toc70610635]Customer Relations & Marketing:
                   The most direct way to create value is to increase sales. It is no longer just a question of offering quality products at the best price, it is necessary to offer a satisfactory experience throughout the customer journey. The possibilities are numerous, for example: Offer satisfactory tools; an ergonomic website with optimal natural referencing (SEO) or a mobile application that allows to get information and make purchases (De Silva, 2020). Encourage customers to buy products through effective marketing strategies: for example, by using geolocation to offer promotions to customers who approach a point of sale. It also encourages them to make additional purchases by offering them accessories when they purchase a product. This type of strategy is generally appreciated, as it is seen as advice, rather than pressure to buy. Retain customers by providing them with a personalised experience, thanks to the use of their data. For example, it can determine which products interest them in priority and thus better target your promotional offers or communications (Bonchek and France, 2017). Value creation takes many forms. The important thing is not to take action, but to activate all relevant levers to increase the profitability of the company. A true value chain with short, medium and long term implications is a fundamental strategy. 
Some companies are always looking for improvement. They want to create value to satisfy their customers, to satisfy them. They want to be unique, at the cutting edge of the latest technologies. They want to bring more to their customers than their competitor does. For each idea, company need to measure the increase in value (Bonchek and France, 2017). Company also anticipate the reactions of future potential competitors. Even if company create its own race, and therefore without an existing competitor at the start, they will soon be born if they can.  
[bookmark: _Toc70610636]Stakeholder Engagement & their Impact on Business:
A stakeholder refers to any actor (individual, organisation, group) concerned by a project, a decision or an action, that is to say whose interests are affected in one way or another by its implementation (Freeman, Phillips and Sisodia, 2020). A company's stakeholders are all actors whose interests are affected by the company's activities. Usually we distinguish between an internal stakeholder (an employee, leaders, and internal company organisation) and an external stakeholder (shareholders, clients, suppliers, subcontractors, authorities, residents, competitors, and a community with local influence).
[bookmark: _Toc70610637]Stakeholder Engagement Strategy:
Stakeholder engagement strategy process comprises on these following process:
[bookmark: _Toc70610638]Plan the engagement of project stakeholders:
It is the process of planning appropriate approaches to involve project stakeholders, based on their needs, expectations, interests and their potential power and impact on the success of the project. This process also makes it possible to start from the current level of stakeholder engagement to define the desired level (Gupta, Crilly and Greckhamer, 2020). Subsequently, the project team can define the approach to be adopted and the communication supports to be used with each project stakeholder to ensure their positive commitment to the project.
Unconscious: unaware of the project and its potential impacts.
 Leader: aware of the project and its potential impacts; actively engaged to contribute to the success of the project.
[bookmark: _Toc70610639] Analyses project stakeholders and manage their commitments:
It is the process of communicating and working with project stakeholders to meet their needs, manage project issues and encourage them to participate adequately (Salvioni and Almici, 2020). To ensure that the project stakeholders have fully understood the issues and risks but also to see how they can contribute to the success of the project, the project manager ensures the deployment of the following qualities:
· Involve project stakeholders in a timely manner.
· Negotiate and communicate with them.
· Take into account and control the project risks related to the management of project stakeholders.
· Resolve the problems identified.
If Control, the commitment of project stakeholders:
It is the process of mastering relationships with project stakeholders and adapting strategies to encourage and maintain their engagement (Nartey, Henisz and Dorobantu, 2018). During this process, the project manager relies on his leadership qualities, his sense of active listening and his networking skills.
Thus, he can guarantee access to information on the engagement of project stakeholders, unite them around his vision and solve problems when they arise.
[bookmark: _Toc70610640]Example; Case study:
Sylvien is an experienced project manager, employed by a large European multinational in the oil industry. He was commissioned to set up a project to exploit a new oil field in a foreign country (Samkin and Keevy, 2019). Aware of the fact that the analysis and identification of stakeholders is a formidable exercise. He knew that it is insufficient to address only the signatory partners of the project contract. But, the integration of the community and other project stakeholders who are really or potentially disrupted by the project is essential for the proper conduct of its mission.
The project manager also relied on aerial photographs to effectively conduct part of this exercise and the preliminary analysis of the parties led the project to focus on the consultation process with the municipality and three small villages on which the exploitation works will take place. The hostile reaction of local residents to the project is based on their previous experiences.
              By the way, often their wishes were not heard and they were frequently dominated by the government or by certain NGOs which did not necessarily represent their interests. Thus, it has deployed active participation workshops and consultation groups (Samkin and Keevy, 2019). Finally, after a few months of negotiation and negotiation, the project manager was able to have the project's social and environmental impact plan validated by the various stakeholders.
[bookmark: _Toc70610641]Conclusion:
Marketing is an activity; it is the set of institutions and processes that make it possible to create, communicate, deliver and exchange offers that have value for customers, partners and society itself. There are four main reasons for marketing in a business; study the target audience, the search for an identity, nurture a privileged relationship with its customers, and Identify consumer needs. On an entrepreneurial level, value creation consists in increasing the productivity of a company in order to better remunerate investors (shareholders, creditors, etc.). This capacity, which can go hand in hand with the search for sustainable growth, is achieved when the investments generate a return higher than the weighted average cost of capital. A stakeholder refers to any actor (individual, organisation, group) concerned by a project, a decision or an action, that is to say whose interests are affected in one way or another by its implementation. In this essay, we discussed all perspectives of marketing fundamentals analysis & evaluation in business
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