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1. [bookmark: _Toc110350053]INTRODUCTION
Businesses nowadays are aware that they cannot, or at the absolute least, cannot, appeal to every customer in the same manner. Too numerous, geographically dispersed, and diverse clients, each with unique wants and purchasing habits Businesses' capacity to cater to various market niches differ greatly as well. Instead, businesses must choose the market segments they can most effectively serve. They must create customer-driven marketing plans that encourage the right connections with the right clients. The majority of businesses have switched from marketing methods to target marketing as a consequence, which involves finding target markets, choosing one or more of them, and creating goods and marketing strategies specific to each. According to (Kotler, Brown, Burton, Deans & Armstrong 2010), marketing is a managerial function that creates, communicates, and provides value for an organization's consumers. Although many early academics only described marketing as the act of satisfying consumer demands to generate revenue, more current advancements in the concept have highlighted its intrinsic connection with offering higher value to clients to keep long-term connections (Webster, 1992). In this essay, I'm going to try to look at the many aspects of marketing, compare and contrast them with one another, and try to assess their importance in comprehending the marketing process. Marketing is "the activity, collection of institutions, and techniques for generating, communicating, delivering, and supplying that have value for consumers, clients, partners, and society at large," according to the American Marketing Association (Tanner, Raymond. 2010). You'll see that this definition represents a series of steps that embody the creation of an offering and the fulfilment of a customer's demand, which is the manufacturer's goal.

2. [bookmark: _Toc110350054]MARKETING
Over time, marketing concepts have changed to reflect varied cultural settings and advancements in academic thought. According to (Kotler.2010), the simplest definition of marketing is "fulfilling demands profitably." This description understates the vast range of marketing responsibilities and tactics that are typically applied in the modern marketing context. Marketers and firms have discovered through time that enterprises that focus solely on making money are unlikely to maximize profits. Instead, in order to create long-lasting, lucrative connections with clients, marketers must first understand their target market and their unique demands (Kotler. 2010). As a result, marketing is a process that involves exchanging products and services with clients, partners, and the general public in addition to customers, according to the (Australian Marketing Association 2007). This perspective not only recognises that marketing is ongoing but also that it involves mutual interchange with all publics, not simply clients. Smiggle must uphold positive interactions with a variety of audiences, including consumers, suppliers, and staff Smiggle must discover the demands of the general population and then address those needs through products to cater to their wants. Therefore, the basis of marketing theory is "fulfilling demands profitably," but marketing is far more challenging since it requires a reciprocal exchange of products to build and strengthen connections. Anticipating and adjusting to changes in an organization's external environment is a vital aspect of marketing. Competition, customers, suppliers, social movements, as well as more general factors like the global, economic, and technological environments can all have an impact on how successful a firm is (Robbins, Bergman, Stagg, & Coulter 2012). According to Lynch (1994), organizations must always be aware of their surroundings since, without a full understanding of them, they are unable to understand the demands of their target customers. This concept is on gaining a competitive edge, which Smiggle does by keeping an eye on changes in customer behaviour and attitudes, recognising its rivals like Kiki K, and understanding changes in its larger surroundings. 
3. [bookmark: _Toc110350055]CUSTOMER VALUE
[bookmark: _Hlk110172661]To some extent, developing, conveying, and providing value to clients is the most important component of marketing (Shultz, 2007). According to (Kotler. 2010), customer value is the difference between what a customer receives in benefits from a good or service and what it costs to buy it. According to (Smith, Colgate. 2007), a customer's values can alter depending on the scenario or the product, and they can also change through time. Customers perceive value differently, and it varies depending on the value they believe is offered by market alternatives (Smith, Colgate. 2007). Customers may pick Smiggle over competing stores like Kiki K because they believe Smiggle offers comparable items of a similar calibre at a lesser price. Other clients, on the other hand, might not place as much value on colour and aesthetic appeal when looking for a pen and instead take their money to a store that sells more traditional office pens, such as a newsagent. Customers only consider elements of a product that they consider to be relevant when deciding on value (Kotler. 2010). Customers must be attracted, and their unique needs must be met, which needs the creation of compelling value propositions (Smith, Colgate.2007). Smiggle sells items that are practical, inexpensive, and colourfully meant to supply joy to work and school duties. Customers compare their expectations to Smiggle's value proposition, and if a customer feels that the product does not supply the advantages that are promised, the customer will be unhappy (Kotler. 2010). To please customers, Smiggle must either meet or surpass their expectations. This process is essential to the "mutual exchange" feature of marketing since, to forge enduring connections, businesses must first assess demand before delivering value, while consumers must also assess the worth of goods and make offerings in the form of revenue. Businesses that provide higher value gain a competitive edge and thereby raise their revenue, but this improved value may come at a cost that reduces profits (Lynch. 1994). By figuring out the sorts of value that their clients need, organisations may produce higher value. The five categories of value that influence consumer choice are functional, social, emotional, epistemic, and conditional (Sheth, Parvatiyar. 1991). Another sort of value is experiential value, (Jawarski, MacInnis, Park. 1986). Young girls living in middle- to high-income regions of urban Australia make up the majority of Smiggle's clients. Smiggle items draw and please this target demographic by meeting their young girls' stationery demands. These qualities include experiencing value, logical value, and emotional or symbolic worth. These values are best exemplified by Smiggle's "your turn" range. Customers may symbolically express themselves via the product by personalising their pencil cases and notebooks with colouring and designs. The "your turn" collection may pique customers’ interest owing to the novelty factor of the product, similar to Smiggle's stinky erasers. Another example of epistemic value is how customers could appreciate the advantages of their design abilities.
However, experiential value predominates among the types of value found in this assortment of goods because it forges an emotional connection between the client and the product through the client's need to engage in active interaction with it. Customers would then weigh all the advantages and disadvantages of purchasing the goods. According to (Kotler. 2000), buyer costs include financial, psychological, time, and energy sacrifices. By making things widely accessible and extremely inexpensive, Smiggle lowers client costs. Smiggle does this by training employees to be friendly and speed up transactions. Twenty-eight outlets in Victoria alone, as well as associate merchants, make the items readily available. Smiggle distinguishes itself and achieves great customer value by developing high-quality items with innovative features and delivering them at a reasonable cost to a wide range of demographics throughout Australia.
4. [bookmark: _Toc110350056]LINK BETWEEN MARKETING AND CUSTOMER VALUE
· Companies must monitor and occasionally rethink what constitutes their customer value to continuously increase financial performance (Smith, Colgate. 2007). Understanding how to better service client wants is essential if you want to increase earnings (Jawarski, MacInnis, Park. 1986). By assessing customer happiness, businesses adapt to these shifting client expectations. Surveys, complaint systems, mystery shopping, and customer loss analysis can all be used to accomplish this (Kotler. 2010).
· The "colour crews" activity page on the Smiggle website is one of the marketing methods the company has created to increase consumer pleasure. Customers are encouraged to submit their creations to the page so that the rest of the Smiggle community may view and enjoy them. This is consistent with Smiggle's "your turn" collection, which also entices people to appreciate Smiggle for its immersive qualities. The "colour crews" website would offer a test run of the values that the "your turn" items seek to collect if Smiggle were to release it before dispersing the "your turn" products. Because of this, Smiggle may have revised its assessment of the marketability and consequently the profitability of the "your turn" line if the website did not receive the appropriate input from customers. Marketers need to strike a balance between providing consumers with value and making money. Smiggle does this by utilising intangible, experience value to capture consumer value. According to (Seelig. 1999), marketing is "a customer's entire encounter with a firm." Smiggle focuses on creating an atmosphere that customers want to be in to optimise the shopping experience. Young girls place a high emphasis on sensory appeal while shopping and Smiggle take advantage of this by stocking its stores with novelty items like bendy pencils, chubby calculators, and pleasant-smelling erasers and pens. This marketing plan was created in response to the target market's demands and consumer values to produce significant revenues.
· An organisation examines and reacts to client’s requirements by selling products or services in the marketing process. Customers’ decisions to purchase a good or service are driven by their requirements, which consider many forms of values attached to a good or service. To improve a company's consumer offers and increase financial success, marketers must collect feedback from customers to assess financial performance.
· Companies cannot survive without clients, and marketing tactics that try to develop relationships with customers are essential (Ferrell, Hartline. 2012). A long time ago, a lot of individuals did not believe that a company's marketing department was crucial or even required. A lot more businesses are beginning to understand how critical it is to have a marketing department on staff to effectively communicate with customers about their products. Additionally, if someone wants to start a successful business, they must have a marketing division. For instance, a marketing strategy is when consumers meet advertisements on the street, on television, or in magazines or newspapers. Marketing explains to clients the benefits of a good or service to sell the thing that is being advertised. The marketing strategy is successful if they can sell the products, they are advertising. A creative innovator must work for the company's marketing department for it to be successful. The company's marketing strategy won't be effective if it lacks creativity. Drucker asserts that "the creation of customers is the sole legitimate definition of a company aim. Marketing and innovation are the two fundamental tasks that every corporate firm must perform and just those tasks. These activities are entrepreneurial ones. The defining and distinctive role of a firm is marketing (Silk. 2006). Additionally, the business will be successful if marketing and business are combined. Because of this, companies are favourably impacted by marketing strategies, the interaction between business and marketing, and the efficiency of marketing in the workplace.
5. [bookmark: _Toc110350057]MARKETING STRATEGY
Why is developing a marketing strategy crucial? A strategy is a plan of action created to accomplish specific goals that have been established (Corey. 1978). There is no disputing the value and necessity of a marketing plan. The company's upcoming project is unlikely to be successful if it has a marketing strategy since it won't be effectively planned and can't be developed without organisation. Additionally, before beginning to create the product or service that the firm wants to market, it must assess several factors. For instance, what the consumers are looking for, what their fundamental wants and motivations are, and how much they are willing to spend on this good or service. These tactics won't work for a very long time, though. For it to be intriguing and appealing to customers each time they view it, it must be something brand-new, original, and constantly changing. Marketing strategy is fascinating because it never becomes stale. People change, it is a basic fact. An approach that is successful today could not be tomorrow. Products that are trendy today become outdated the next week (Ferrell, Hartline. 2012). Marketing strategies are therefore extremely intriguing and have a positive impact on sales, making them increasingly difficult. Being a marketer comes with a lot of hurdles since they need to be strategically superior to the competition and imaginative, creative, and informed about the products and services that their firm offers. Additionally, some businesses may succeed despite having a poor plan or poor execution of it. However, most businesses plan and conduct projects successfully thanks to a well-developed marketing strategy, which results in positive consequences. The brand "Apple," which sells smartphones, tablets, and a variety of other items that people need or believe they must have, is an example of a well-developed strategy that was established with innovation, technology, and understanding of the market and the needs of the people. Unquestionably, marketing strategy is important. The lifeblood of any corporation, even non-profits, is building connections with customers, yet no other business function concentrates on this (Ferrell, Hartline. 2012). Therefore, the organisation must assess its marketing strategy, develop it, identify its goals, and assess how it will affect sales or the marketplace before moving forward with a project.

6. [bookmark: _Toc110350058]HOW BUSINESS AND MARKETING ARE RELATED
· Business: What Is It? The buy abilities that a person desires to have in the future. What inspires people, you ask? Goals that someone is trying to accomplish. Every aspect of society is affected by business, which also brings forth events. Understanding business can help you succeed no matter what you want to accomplish in the present or the future. The creation of customers is the main goal of the company. Customers, however, are the ones who decide whether a company's product or service is worthwhile to purchase. As a result, the client is the one who decides what a firm is, what it should produce, and if it will succeed. As a result, the consumer serves as the company's primary source of funding, and the firm should produce goods or services that pique consumers' curiosity.
· Describe marketing. It is a process through which a business creates value for its target market. Customer needs are gathered to create value. As a result, a company must define itself in terms of the benefits it provides to clients rather than the products it sells. (Silk. 2006). A service, a brand, or a product is promoted to the consumer through advertising, commercials, television, radio, etc. As a result, to do this and get a good result, the strategy must be highly intriguing and original so that the client will be interested in the product, brand, or service that the firm provides.
· For an industry to stand out in the marketplace today, marketing and business must be integrated. However, they are linked by marketing tactics, which assist the business to be different as well as structured, imaginative, and creative. Any company plan must have a marketing strategy at its core since firms only succeed when they can satisfy market demands (Corey. 1978).
7. [bookmark: _Toc110350059]GLOBAL MARKETING STRATEGY
Companies must think about how a global marketing strategy will affect and influence the business. Precise market segmentation and positioning of the product and the firm are essential for the formulation of a worldwide marketing plan. A global strategy may include advantages such as the use of low-cost local and national resources, a global brand strategy, a global marketing name, an advertising campaign, and a better comprehension of customer needs. It's important to strike a balance between uniformity and flexibility. Global marketplaces and client demands are growing for numerous goods and services. Market to market, the degree of globalization varies substantially. As a result, a global marketing strategy needs to consider the following market environment factors: customer wants, culture, language, technology, and legal problems. Due to the enormous influence that culture has on customer behavior, it may be required to adapt local products, branding, or advertising to account for regional cultural differences. Language facilitates communication, and regional differences in packaging, labeling, brand names, and advertising may be required. Different technical standards or a nation's degree of technology may demand differences in products. Variations in packaging, promotion, and the information shown about the contents are also influenced by legal considerations. The breadth and coordination of marketing efforts on a worldwide scale, as well as the degree of standardization and adaption of goods, brands, promotions, and advertising, are the main topics of global marketing strategy. Creating a comprehensive global plan requires the completion of three phases. The first stage is to design the core strategy that will serve as the foundation for long-term competitive advantage. Typically, it is created initially for the native nation. The second phase is to expand the core strategy's global reach through
adaption and global activity growth. The third phase involves integrating the worldwide plan across nations to globalize it.

8. [bookmark: _Toc110350060]STAKEHOLDER
A project, good, service, or company may influence individuals, organizations, or groups either directly or indirectly, according to (ALVA. 2021). Stakeholders consequently have an impact on a company's business strategy. There has never been a time when stakeholders, both internal and external, from the deeply involved to the tangentially interested, have been more visible, prominent, or vocal as they are right now. With firms increasingly being held accountable for their actions in ways that were unfathomable twenty years ago, recent events have enhanced stakeholders' effect. The resurgence of stakeholder capitalism as the core business ethos is what is driving this change. Since the 1960s, there has never been a more profound foundation supporting the goal of generating sustained benefits for society as opposed to just maximizing shareholder profits. As the next generation of CSR and its offspring acquire popularity, stakeholder management is growing in popularity. The effects of the 2008 financial crisis made it clear that for companies to have a viable future, their relationship with society needed to be renewed. Short-termism was no longer practical, and corporate decisions had to be beneficial to a wider range of stakeholders, such as staff members, clients, suppliers, and communities. Well-known movements that were inspired by social injustice and ecological collapse, such Black Lives Matter and Extinction Rebellion, are now exposing corporate behavior. Covid-19 is also contributing by altering the political and social atmosphere. Because of the new normal's level of interconnection, anybody may work as a citizen journalist or activist. And as the pandemic has become worse, it has become more crucial for a business's long-term success to understand and consider the needs of all stakeholders (ALVA. 2021).
9. [bookmark: _Toc110350061]HOW DIFFERENT STAKEHOLDERS IMPACT A BUSINESS
a) Without its stakeholders, a corporation cannot operate. Each stakeholder group has a responsibility to do and a varying degree of influence over how businesses are run. But not all shareholders are created equally (ALVA. 2021).

b) The company's key stakeholders are crucial to reaching its objectives. The performance of the organization is directly impacted by these important stakeholders. External (clients) and internal (shareholders, staff, the CEO, and the board of directors) parties may be engaged.

c) Local communities, suppliers, and governmental organizations are auxiliary stakeholders having a tangential impact. Every organization, whether it be a giant corporation or a small firm, has a complex network of stakeholders, and each one of them has the potential to make a significant difference.


d) Owners: Despite the rise of stakeholder capitalism, owners still have significant power. They have the power to directly impact the company's stock market value, decide on business objectives, and provide or withhold funding.

e) Workers: Despite being the key internal stakeholders, the majority of employees do not have much of an impact on how the business is operated. Individuals may, however, have a direct detrimental influence on productivity or even have an impact on business strategy and governance by choosing not to work. Employer evaluations on employee reviews posted have a considerable influence on a company's ability to recruit and keep top employees.

f) Customers: The needs and preferences of a company's target market determine its capacity to sell its products and services. Consumer trends, habits, and whims have a significant impact on how well a business does. On social media sites, users may recommend or criticize businesses to a wider network of contacts.

g) Suppliers: The supply chain and the company it serves are intertwined; as a result, each link's viability has an impact on the others. The effectiveness of communications, operating processes, logistics, and payment management along the chain determines each link's ability to perform its role.

h) Regulators: Because organizations are required to function within a regulatory framework, they have the power to hold them accountable, impose penalties, and even forbid them from doing business if they transgress moral and legal bounds. Financial resources can help businesses grow, but new limitations might do the opposite.

i) NGOs: By spreading awareness, NGOs can put pressure on businesses to improve working conditions for employees, minimize their impact on the environment, or placate the neighborhood. A poor campaign may have long-term ramifications, notwithstanding its minimal effectiveness.


j) Local communities: The participation of the community is a crucial business asset that gives customers, staff, and room for expansion. But if the business activity has a negative influence on the neighborhood, their opposition might provide significant challenges.


10. [bookmark: _Toc110350062]CONCLUSION
As seen by the numerous and comprehensive definitions offered in this report, marketing philosophy develops and changes throughout time. The worth of a customer has also been explained using a variety of frameworks and ideas. These ideas may be connected and finally, give the customer maximum happiness because of their diverse applications and connections. Marketing is the organised process of producing and providing value to others in order to elicit the desired reaction. the company put a lot of effort into developing their new product's worth, and it appears that the marketing followed suit. It will be fascinating to see if the customer is happy.
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