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Introduction
Marketing can be referred to as the process of advertising any specific product or service by any business organisation within a targeted operating market, to ensure the successful fulfilment of the customer demands, thereby, leading to high customer satisfaction as well as high business growth (Boone and Kurtz, 2015). The fundamental of marketing mainly indicates the various marketing tactics as well as strategies that assist any business organisation in executing the various promotional activities in an effective manner. Various channels as well as operations changes, but these fundamentals of marketing are the basic concepts around which the various promotional activities revolve (Groucutt and Hopkins, 2015). This report will be focusing on the marketing activities executed by Volvo cars. The role as well as contribution of marketing in creating new customers, hence, leading to a wide customer base will be identified as well as discussed in detail. The various stakeholders of the chosen business organisation along with the impact of their engagement on the various effective marketing activities of the chosen business organisation will also be analysed in an efficient manner. 
Volvo cars are mainly manufactured by the Volvo Group which is a Swedish "multinational manufacturing organisation". Founded in 1927, this manufacturing organisation is mainly concerned with the manufacturing, production, as well as distribution of high-quality buses, trucks, and many others. The manufacturing organisation is also responsible for supplying industrial as well as marine drive systems. In 2019 (Q4), this manufacturing organisation is recorded to perform a net sale of 105 SEK billions (Volvocars, 2020). The various marketing concepts associated with the operations of Volvo cars will be discussed in detail.
[bookmark: _7az0qgo7e7gk][bookmark: _Toc70077439][bookmark: _Toc70705694]The role of marketing in creating customers.
The marketing concepts can be defined as the process of using the various data as well as information associated with marketing in order to focus mainly on the needs and requirements of the potential customers (Davis, 2017). These marketing data as well as information play effective roles in developing suitable business strategies, that in turn helps the business organisations in satisfying the respective needs of the customers, as well as accomplishing the various business goals in a successful manner. Societal marketing concepts can be defined as the process through which any business organisation is required to make suitable marketing decisions on the basis of the needs of the customers, the organisation itself, as well as facilitating the "long term interests" of the society (Baker and Hart, 2016). In 2014, the Volvo cars introduced a new "global marketing concept" that allows the business organisation in promoting as well as selling cars in an innovative and effective way in the "global automobile industry". The new marketing concept introduced by the chosen business organisation is the "Volvo way to market" that mainly focuses on four major areas namely dealerships, services, digital leadership, and marketing tools (Volvocars, 2014). Implementation of this marketing concept has helped the manufacturing organisation in focusing on the three major "key international motor shows" in Asia, the US, and Europe. It also involves online marketing as well as sales, thereby, having a strong positive impact on the services offered and dealerships. The marketing tools used by Volvo cars are motor shows, advertising, sponsoring (Volvocars, 2014). The digital leaderships include factors like digital commerce, "industry leading configurator", and website. The dealership of Volvo cars is globally uniformed and are implemented with small differentiators. The service assists the manufacturing organisation in ensuring the introduction of a "personal service technician" for every Volvo customer. 
Marketing is responsible for facilitating not only the various business organisations, but also the customers within any operating market. There are various advantages of marketing to the customers in the modern world. Marketing helps in analysing as well as having a clear understanding about the wants and needs of the customers (Rowley, 2016). There are certain cases, where the customers remain confused about their individual needs. Hence, in these cases, marketing plays an effective role in ensuring a detailed interaction with the customers, thereby, assisting them to understand their respective as well as accurate needs. Marketing helps in making the customers aware of the various new products as well as services provided by any business organisation (Deepak and Jeyakumar, 2019). In modern times, most of the business organisations use both online as well as offline promotional platforms for interacting with maximum number of customers, thereby, making them aware about the different products as well as services. Hence, this in turn often helps in managing the frequent changes in customer behaviour, thereby, leading to successful mitigation of the customer demands (Malhotra et al., 2017). Marketing performed online helps in providing 24/7 access to the customers for buying their respective desired products or services. Online marketing is mainly performed by the business organisations using various social media platforms. With the help of strong internet, the customers are able to check the available products or services by using digital applications, thereby, conducting the purchase irrespective of their location in a successful manner (Frost and Strauss, 2016).
Branding can be defined as the process of developing a positive and strong viewpoint about a specific business organisation along with its products and services on the mind of the customers by using essential elements like design, mission statement, logo (Davis, 2017). Hence, branding can be defined as the name, sign, logo, or design that implies any particular seller of a product or service on the mind of the customers in any operating market. There are some major advantages of branding that facilitates the business organisations like Volvo Cars to a great extent. Branding helps in gaining high customer loyalty by ensuring successful fulfillment of the customer demands in the operating market. Branding helps in ensuring the consistency as well as sustainability of any business organisation while operating in a competitive operating market. Branding helps in improving the customer relationships with the business organisation, thereby assisting in gaining the trust as well as loyalty of a wide number of customers (Holt, 2016). Branding also helps in gaining highly competitive advantages against the existing rivals in the same operating market, thereby, ensuring high business growth as well as business expansion. Branding also plays an effective role in providing values for the customers. "Value from product innovation" helps in facilitating the customers with new products as well as services on the basis of the modern market trends. Branding helps in providing happiness and complete satisfaction to the customers. Apart from providing innovative products as well as services, branding helps any business organisation to understand the actual needs of the customers, thereby, providing them with the desired high-quality products and services (Ahmad and Daud, 2016). 
Ansoff matrix, also referred to as the "product or market expansion grid", can be defined as an effective tool that is being used by various business organisations for analysing as well as planning their respective strategies for ensuring high business growth (Loredana, 2017). It mainly consists of four major strategies namely market penetration, diversification, market development, and product development. The two major strategies that can help organisations like Volvo cars are namely diversification and product development. "Diversification strategy" mainly involves the expansion of business operations in a new operating market with the help of new products as well as services (Martins, 2020). This marketing strategy will assist the business organisations like Volvo cars in analysing the new market for identifying the various modern new trends as well as respective customer demands, thereby, introducing innovative as well as new products. As a result, this will help in satisfying the new customers to a great extent, thereby, creating effective value. "Product development strategy", on the other hand, helps any business organisation in introducing new products in the already existing operating market. This marketing strategy helps the business organisation like Volvo cars in conducting detailed market research for understanding the various tactics used by the rivals, the modern trends, frequently changing customer behaviour, and many others (Sukma et al., 2019). As a result, this contributes to the introduction of new and innovative products, hence, creating high values for the customers.
Relationship marketing can be defined as the facet associated with the "customer relationship management" (CRM) that is mainly responsible for focusing on the overall loyalty of the customers as well as ensuring the "long term customer engagement". The chosen manufacturing organisation, Volvo cars is said to collaborate with Lego for teaching the children the basic concepts as well as tactics associated with vehicle safety (Svahn et al., 2017). This kind of relationship marketing has not only helped Volvo cars in improving their brand value in the global automobile industry but also helped in spreading awareness about the activities associated with vehicle safety measures like "rear parking sensors", ABS with EBD, Dual front airbags, panic breaking signals, and many others.
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Stakeholders are critical to the growth and success of any organisation or company. Understanding an organisation's investor helps the organisation operate according to their needs, which in turn helps the association's exhibition and competitiveness grow (Freudenreich et al., 2020). A stakeholder is an organization's power and premium, and their force determines which partner has the most significant impact on the company's operations, processes, and activities. Stakeholders can be of two types Internal and External.  Tools like “Stakeholder Matrix” assists in identifying the investors' funding costs, contributions, and legitimacy, as well as in testing and monitoring the process (Ilinova et al., 2018). In a sense, partners are the owners of any company. An individual corporation may have only one partner, but large companies may have several establishments and individuals offering their services to the organisation in different systems, such as common support organisations, multifaceted investment organisations, annuity reserves, and so on (Matovic et al., 2010). An organization's financial spine is made up of its partners. The main reason for opening up to the outside world is to raise capital for a company; as a result, the company's organiser gives the investors part ownership. The advertisement department is in charge of the company's account and, as a result, of the investor and their activities. 
Internal stakeholders are people who have a stake in a company because of a direct relationship, such as a job, a partnership, or a joint venture. External stakeholders are people who don't directly work for a company but are affected by its operations and outcomes in some way. External participants include providers, banks, and public meetings (Cardwell et al., 2017). Whereas, an external stakeholder is usually a person or organisation who is affected by the business's tasks. When a company goes outside the permitted limits of fossil fuel byproducts, for example, the town where the company is located is treated as an external partner because it is affected by the increased pollution (Cardwell et al., 2017). Customers are the external stakeholders who buy the goods from the stores, and they are the partners in a business group. The employees however will be considered as internal stakeholders, which include the CEOs, executives, and owners, among others the chief is one of an organization's most important partners and they control the majority of the company's assets and they are the company's owner. Volvo’s overseeing offices are in charge of achieving work-related objectives; each director is in charge of enforcing laws in the areas of marketing, accounting finance, and deal formation (Pelliccione et al., 2017). Suppliers are also considered to be an external stakeholder, Volvo receives the products from suppliers, who then distribute the goods and items to various Volvo Manufacturing branches (Pelliccione et al., 2017). The providers stay in touch with Volvo on a regular basis to ensure that the item is delivered. Proprietors are the company's financial backbone, as well as its investors. They are in charge of the organization's finances in order to obtain benefits (Pelliccione et al., 2017). And lastly the shareholders are also considered to be the external stakeholders as they are the company's financial backbone, as well as its investors. They are in charge of the organization's finances in order to obtain benefits (Pelliccione et al., 2017).
Organizations exist through the extent of their external partner relations, and the viability of these connections is highly dependent on how effectively the company communicates and draws them in. The term "stakeholder communication" refers to the routine exchange of information between a company and its partners (Rajhans, 2018). Knowing who the partners are and what their objectives, thought processes, and viewpoints are crucial for fruitful, guided partner correspondence. The most effective and most used ways Volvo uses to talk to internal stakeholders is by setting up meetings. Meetings are the most widely used specialised technique for businesses, owing to their ability to save time in disseminating information to a large number of people. Conflicts and problems can be avoided by being in the same space as your partners. Similarly, communication with external stakeholders are done by using newsletters and by providing regular updates on the internet.
As local community citizenship and social responsibility are gradually integrated into business the board, the impact of stakeholders has expanded how organisations operate. Clients, employees, networks, and peers are only a few of the main partner groups that influence organisational decisions and activities. Understanding the positive and negative effects of partners on organisational activities is especially important for small businesses. Business partners will affect the business in two ways: legally consistent behaviour and hazarding the executives' endeavours. Since they have the ability to shut you down, metropolitan, city, state, and government elements are different types of partners in a company than customers, staff, and providers (Gupta et al., 2020). Client satisfaction is essential for Volvo. Volvo employs client relationship executives, an information-driven corporate marketing strategy in which companies collect data on customers to better target and execute advertisement and sales efforts (Windsor, 2017). Volvo employees also influence a lot in the company, for instance, a satisfied and well-motivated employee will perform better which will increase the productivity hence profitability of the company. Similarly, Vendors and suppliers influence the business by providing raw materials at more effective price, also quality of the raw materials is influenced by the suppliers which relates to the quality of the production unit in Volvo (Windsor, 2017). And lastly In Volvo, the desires of financial backers and colleagues must be taken into account as a critical factor. Financial backers are the fiscal backbone of every company because they provide them with the funds they need to develop (Windsor, 2017).
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Marketing is an important task for every business and is the backbone of the sales of an organisation. Marketing leads the overall sales of the organisation and various strategies are implemented in order to retain and attract new customers. Volvo has an exemplary marketing system to support its sales needs. Similarly, the importance of the stakeholders cannot be overstated. To achieve the highest levels of production, it is also essential to comprehend the roles of various partners. The ability of Volvo’s various stakeholders to work together effectively is a critical component in helping the company defeat its competitors and demonstrate model execution. 
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[bookmark: _fgfhlxtyvlv1][bookmark: _Toc70077443]It would be recommended for Volvo to incorporate a global marketing strategy that would allow them to market and sell cars in multiple nations and obtain the benefits of being a global brand. Volvo could further understand the local market needs and develop a collaborative approach with their product offerings this would aid in the sales. Volvo could further enhance their stakeholder’s communication, they could make their communication visually attractive which would make it much easier for the stakeholder to comprehend the information, For instance making a poster to communicate before a meeting, or show information using infographics. Volvo could also improve their workplace communication, this would aid in a better relationship with the CEO, manager and the employees, which would further narrow down the goal of the company and increase the productivity that would again increase the profitability of the company. 
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