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[bookmark: _Toc26800034]Task 1A
[bookmark: _Toc26800035]Introduction 
Marketing is a fundamental aspect for a business organization, which can enhance the business performance of any organization. Marketing skills add more value and support to an organization and help that organization to promote service in a better way. Marketing helps a company to reach its customer efficiently. 
In this essay, there will be analysis of proce4ss and different stages of marketing along with suitable understanding of it. Apart from that, it will also describe the role of marketing to add more value to customers. A deep analysis will be made to find out the engagement of stakeholders in marketing development as well. Hence, this essay will consist of each aspect related to marketing to enhance any organization.
[bookmark: _Toc26800036]Understanding and Knowledge of Subject: Process and Stages of Marketing  
A company follows a certain process to promote marketing of their product or services. It includes stages to identify products and services as per the respective market of it. It allows demonstrating an idea to follow certain steps as well. In that case, they need to maintain suitable policies and include marketing mix as well.  In that case, marketing skills need to follow suitable analysis to follow suitable aspects as well. An organization needs to follow marketing mix of 7Ps to organize better marketing of a product or service. Following table needs to be analyzed to deal with marketing 
	Factors 
	Description 

	Product 
	Defines quality of products and services 

	Price 
	Based as per product or services; needs to be suitable as per customers 

	Place 
	The place where products or services will be sold

	Promotion 
	Activities to promote any particular product 

	People
	Target customer of a business organization 

	Process
	Process to promote a product 

	Positioning 
	Check market demand and position an individual product according to that


Table 1: 7Ps of Marketing Mix 
 The table has given a small description to show the products as per the strategy of the marketing mix. It can help to develop a systematic process to promote the product as per fundamental approach of a company. 
Product: The product needs to be designed to promote proper and attractive services. Marketing skills need to be strong to display that product with a suitable design. It can be observed that marketing mix defines the product to be suitable for market and customers. Jackson and Ahuja (2016) have narrated that it means that a organization needs to be more focused to find out the demand of the market so that they can manage to sell a product in that market as well. A respective business organization needs to be honest towards them while designing that product. 
 Price: The Price of a product needs to develop and reflect the quality of that product. For example, if industry tries to sell a fine cotton dress and a low-quality dress at the same price, it will be the worst case in marketing platform. That business organization may not promote suitable marketing strategy to make a better approach for that product. Price needs to include suitable strategy as per potential customer and quality of a particular product.
Place: Place plays a pivotal role while performing marketing as the marketing design needs to reflect a suitable place as well. For example, if a cosmetic industry promotes cold cream in a humid area, then it will prevent a product from existing in that market. Hence, it can be said that industries need to keep product design and its compatibility to a certain place as well while performing the marketing of an individual product.
Promotion: Marketing is another form of promotion of a product; hence, industry needs to take care of its promotional activity. In that case, the company needs to focus on promoting their product as per their activity and another potential. Here, Abril and Rodriguez-Cánovas (2016) have said that customer activities play a pivotal role. For example, if a business organization promotes their product through social media for such a base of customers, who do not use social media. In that case, Blut, Teller and Floh (2018) have opined that promotion will be futile. Hence, a company needs to study the respective market along with its activities before promoting a product. 
People: Customer base or target customers need to be set before marketing of the company. In that case, they need to check the clarity of customers before performing any kind of marketing activity. Wongleedee (2015) has pointed out that companies need to target customers at first so they can manage to deal with suitable scenario while performing marketing skills.
Process: Certain processes need to be followed to perform the marketing of a product. In order to complete this process, all aspects as said earlier is needed to be achieved. In that case, Valos et al. (2016) have stated that it will implicate a complete process to manage or deal with the scenario properly. A certain procedure is necessary to follow marketing skills as demanded by a place or people. 
Positioning: positioning suggests dealing with a product so that it can reach suitable potential as per the demand of the market. They need to manage and control the place to suit the marketing criteria of a product. Hence, the policy suggests bringing over and keeping their product so that it can follow a suitable place and customers to deal with such a product for a particular place or time.  
Hence, these stages can be included to promote marketing strategy as per the demand and market value of any organization.
[bookmark: _Toc26800037]Analysis: Role of Marketing to Create Value for Customers  
 Marketing plays a pivotal role to find out suitable value to customers and the service as well. Aim of marketing is to promote the product and service of a company. Bacik et al. (2018) have stated that marketing adds value to customers. Aim of marketing is to manage and enhance customer service to make them more aware of the product or services. For example, certain industries provide advertisement to promote any individual products. In the telecom industry as well, the marketing is being practiced promoting each product of their company. Apart from that, marketing skills has been made to develop and satisfy customers. In that case, it is quite evident that marketing creates value for customers.  Kotler and Armstrong (2013) have stated that principles of marketing suggest practicing better potential to manage customers. 
Adding value to customers is an important perspective to existing customers. Marketing perspective of a product needs to match with a real product, as customer needs to manage and acknowledge suitable value for such a product. It has been identified as well that marketing plays an efficient role to add value to customers. Šramová (2015) has opined that in order to do that each organization needs to manage product as per management. For example, if a fashion industry manages a better perspective as to generate proper communication with customers. it has been identified as well that management plays a vital role to build a two-way communication to mitigate demands of customers. For example, food industry often takes customer feedback to gain better knowledge about this product.  It has been identified as well that Sum sang asks feedback of customers to launch its smart phones. Every organization needs to check if their service is meeting the demands of customers, and they can return to that company again to buy products. Marketing does not limit itself to advertisement only, whereas it develops proper communication to customers as well. 
It enhances the quality of product or services as per demand of customers. Dimyati (2015) has stated that customers always demand further improvement of any product; hence, to meet customer satisfaction, product needs to reach its ultimate quality. Every successful company such as Hyundai, Disney has their personal strategy to manage a suitable marketing strategy. They can design respective strategy in such a way, which cam adds importance to customers. Apart from that, it can help to promote proper perspective for customers to reach an ultimate success. On the other hand, advertisements can help to progress a better situation to handle customer along with providing solutions to them. Marketing involves a strategy to manage the importance of respective products and services to enhance better acknowledgement of such products or services. Apart from that, it has been identified as well that customer value can identify better perspective to manage proper value to any product or customers. It has been identified as well that management does not help to manage a suitable skill to meet with customers as it can help to add further value to customers. 
It can imply to acknowledge further implication to make a service satisfactory to customers. Sever, Sever and Kuhzady (2015) have said that adding value to customers suggests to an idea, which can show appreciation to customers. Hence, marketing can enhance that value by considering their perspective while designing a product or service. In order to do that, each industry tries to take information and feedback from the customers to add more value to them. It has been identified that marketing has been related to certain stages to provide a better idea as per feedback of customers. It has been identified as well that customer value has been promoted through feedback of customers. 
[bookmark: _Toc26800038]Development and Practical Application: Stakeholder Engagement and their Impact 
In order to fulfill the marketing stakeholder needs to deal with the management and perform suitable skills for it as well. In that case, the engagement of stakeholders is necessary to perform suitable skills of marketing.  It has been observed that management can make proper attribute to deal and manage all such aspects. Porcu, Del Barrio-Garcia and Kitchen (2017) have opined that there are two types of stakeholders such as internal or external. Internal stakeholders are directly connected with the marketing stability of a company. They play a major role to understand the market and design marketing skills as per that. Such as, an organization hires different candidates to understand the market so that they can launch their product as per that. It has been identified as well that management of an organization plays a suitable connection to help and identify betterment of the production and marketing. 
Hence, stakeholders play an important role to manage and advertise a product as per the market demand. In that case, Popescu (2016) have stated that internal stakeholders play a major role to deal with the product of a company. Precisely, marketing skill connects the customers along with the culture of it. For example; fashion industry will visit and check the skills of market along with its characteristics to perform the marketing of a product. Apart from that, external stakeholders play a significant role to manage the marketing skill as well. It has been identified as well, and customers demand to deal with the marketing strategy along with customer satisfaction. It has been identified as well that internal stakeholders help to identify a proper role to manage stakeholders and identify suitable policy for them. It has been identified as well that each industry needs to manage a suitable role to affect the audience as well as production. Apart from that, stakeholders of an organization need to know the market before conducting any kind of marketing (Edx.org, 2019). Hence, it can be said that marketing reflects the concept to deal with suitable skills of stakeholders as well. 
[bookmark: _Toc26800039]Conclusion 
The essay has covered up the prospect to find out the fundamentals of marketing in a business. It has defined the whole prospect of marketing as it can deal with proper management. Apart from that, it has been identified that marketing mix has generated a suitable role to perform marketing. It has been observed as well that management can act as a mediator to manage proper skills as well as management. The essay has provided a deep insight in marketing skills of an organization. It has generated the impact of marketing tools to add value to customers. Apart from that, it has used various forms of industry examples as well.  Furthermore, it has also used efficient examples to deal with different products. Hence, the essay has provided an overall approach to understand the perspectives of the company.
[bookmark: _Toc26800040]

Task 1B
[bookmark: _Toc26800041]Reflection
I think tactical communication marketing can play an effective role to enhance marketing skills of an organization. Social media marketing can be considered as an effective marketing tool. I have seen that a major number of people are on social media sites. In that case, social media can be used as a marketing tool to enhance the demand of a particular product or service. I think that Email marketing is also an effective tool to promote a product. As stated by Fill and Turnbull (2016) email can play a suitable role to reach a larger aspect of people. I think a company can communicate with a large background of people through Email. It ensures to generate personal communication to the customers. Hence, as per my aspect, email can help to ensure better communication skills to deal with management and marketing as well.  Pantano, Priporas and Migliano (2019) have pointed out that search engine also plays a pivotal role to arrange a better perspective and helps to denote suitable marketing skills. 
On the other hand, I have seen that search engine or official website can help to make better marketing skills to deal with customers as well. I have seen that text messages are an efficient platform to promote marketing. Companies use text message as a tactical tool to notify customers about latest offers or other sources. My blog post can also be used marketing tool as it can help to generate an idea about the product or other aspects. It has been identified as well that management can help to promote support to deal with proper marketing tools. Hence, I think tactical tools are most efficient to deal with proper marketing skills. Apart from that, I think only digital marketing will not make any change to deal with products. 
Price tactics also play an efficient role to manage the marketing. In that case, the respective company will find out proper clarity and set the price as per the condition of target customers. I think better communication can enhance marketing tools, so it will include a suitable strategy to use the product. Blog posts have played a pivotal role as it has a detailed identification of each aspect of a product. Ananda, Hernández-García and Lamberti (2016) have opined that blog post can help to promote perspective to deal and manage the production based upon marketing. I think advertisements can act as a tactical tool as well as it can help to promote a product or service through broadcast media. On the other hand, it can help to make a better management of a product. I think this can be used to deal with proper perspective as it can manage to reach to the larger aspect of people. Apart from that, as per my opinion, tactical marketing tools can make a larger aspect to deal with media management as well. Hence, such tools can be used to deal with and manage the scenario of marketing (Onlinemarketinginstitute.org, 2019). Tactical tools are helpful and easy to access for internal and external stakeholders.  
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