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[bookmark: _Toc29208319]Introduction
Marketing is variegating protocols in business to sell products or services and gain customer attention. Present essay delves into this notion and elucidates fundamentals of marketing. Essay incorporates two tasks in which first task provides marketing processes, stages and stakeholder engagement. Second task is a critical reflection of essay, which also concludes this assessment as well. 
[bookmark: _Toc29208320]Task 1A
[bookmark: _Toc29208321]Marketing processes and stages 
Marketing process ort operations are a set of tasks that marketing leaders have to envisage and understand better than organisational employees. Leaders have to consider geopolitical economy, customer requirements and customer buying trends to achieve a satisfactory business strategy (McDonald and Wilson, 2016). In a technology-driven market, organisation are choosing specific marketing operations due to ever-changing national economy. Crucial marketing process incorporates lead management, reporting of data analysis, management of data, developing campaigns and content. Present essay delves into marketing examples set by Nike, which is a leader in online and offline apparel and accessorial retail. 
Process of lead management requires defining sales and techniques of customer relationship management. Nike predefines their lead and targets their customers in their marketing strategy. It is better evident by their advertising and marketing strategies. Nike’s strategies indicate that they sell aspirations rather than products or services. Such delegation of marketing strategy attracts customers of different niches (Brennan, 2014). Reporting analysis aids Nike in better envisaging their customer types and their buying trends. Data management and campaign development process follow, which is evident by Nike's partnership strategies. For example, Nike collaborated with Google in 2014 to start ‘Nike Phenomenal Shot’ campaign. 
Final process in marketing is a content development and it requires critical delegation in market. For example, Nike participated in social media marketing strategy in 2016 by creating YouTube original series. Digital marketing and incorporation of social media are essential junctures, where organisations are capable of targeting their customers (Kannan, 2017). Nike's YouTube series gained 80,000,000 views and further led to increase downloads of Nike+ Run as well as Training Club (Nike.com, 2020). In UK, Nike's strategies created through impact, which is evident by a sudden increase in sales. Sport shoe sales increased from 7 million units to 8 million units from 2013 to 2018 (Statista.com, 2018).
Marketing stages incorporate five specific stages, which are development stage, start-up stage, growth stage, expansion stage and maturity stage. Nike started their marketing stages similarly, and are currently at expansion stage. It is evident by an organisation’s present marketing strategies (Smilansky, 2017). In a technologically driven market, Nike campaigns self-lacing shoes named HyperAdapt 1.0. Self-lacing shoes become an immediate hit amongst youngsters since such type of product is UK market’s first and is indicative of a fact that Nike is becoming a leader in technology-driven apparel market. Nike uses funny and eye-catching advertisements; for example, 'Winner Stays’, which bagged 107.8 million views online (Nike.com, 2020). 
Marketing process and stages are fundamental to an organisation; however, companies have to move forward and incorporate effective marketing strategies in a geopolitical nation, before globalisation. One such example is Nike marketing techniques in UK, which aided them in growing their business manifolds. There exists an immense need for incorporating marketing mix, otherwise known as Porter’s marketing four Ps. Marketing four Ps incorporate product, place, promotion and price mix (Londhe, 2014). First element of marketing for P is product and it is evident that Nike sells products and provides services as well. Their product ranges from apparels, sportswear and services incorporate membership and customer help.
Nike has numerous products that are famous worldwide and UK as well. Gaining customer attention to sell requisite products requires delving to customer types (Khan, 2014). Nike does so by understanding UK buyers, which are mostly teenagers and corporate workers. It is evident by their increased sales of Nike Air Presto, Air Huarache and Air Max 97 QS (Nike.com, 2020). A single sport does not limit their sports apparel; instead, they sell products for different sports, such as tennis and football. Following product mix, marketing mix incorporates place, which is UK. Their increased sales of trainers and sports clothing provide enough information about their marketing strategy. 
Product sales indicate Nike's place strategy in UK. For example, trainer’s sales increased from 7 million units in 2013 to 8 million units in 2018. Sports clothing sales increased from 4.9 million units in 2014 to 5.5 million units in 2018. However, it is to note here that their sports accessories sale reduced from 1.8 million units in 2013 to 1.5 million units in 2018 (Statista.com, 2018). Further marketing mix element is promotion, which is already evident from previous set of descriptions. Few other examples of promotions include their continuous innovation technique, such as Nike+iPod. [Referred to appendix]
Nike promotes its products by using latest technology, such as FlyKnit Technology. Technology aids in reducing supply chain activities and increases value creation (Hanssens et al. 2014). Nike is currently promoting zero carbon emission to support environment. Nike is achieving such a monumental task by reusing plastic and old shoes. Nike’s European campus for logistics and supply chain runs entirely on renewable energy. In this system, Nike successfully recycles 95% of their wastes (Nike.com, 2020). Final element is pricing and it is evident that Nike uses value-based and premium pricing strategies, for example, high prices for premium brands.
[bookmark: _Toc29208322]Creating value 
Marketing is a tool that creates value for customers. It helps businesses to achieve projected growth and profit according to their expectations. Retail organisations primarily focus on their marketing strategies for identifying target market customers, satisfying them through proper services and developing strategic business plans for customer’s retention. 
As discussed earlier, Marketing Mix 4Ps model helps create business values among customers. It enhances business efficiency and communications that helps to attract customers. Besides, value creation requires strategic analysis of internal business environment of companies (Ramanathan et al. 2017). In this context, Porter's value creation model helps reflect on this concept. It focuses on different systems and activities by considering customers' choices and preferences as a central point of analysis. According to Dominici and Yolles (2016), it also supports “Agency theory of value creation”, which tells that value creation is necessary for economic exchange and business sustainability. 
Marketing strategies have a more significant role in identifying a target group of customers and their tastes. It helps to understand current conditions and demands of market. Marketing mix considerations help indicate several ways of reaching customers and developing their communications (Jenkins et al. 2018). However, this model does not encourage professionals to understand about powers of customers and other external business factors. For this reason, Porter’s Five Forces Model is necessary for analysing powers of buyers and supply chain managers. 
Nike is a renowned retail business organisation across the world. Different marketing strategies have enhanced their popularity among different target groups (Froud et al. 2017). For instance, Nike is a popular advertising partner of different sports activities. They disburse funds in organisation different soccer and basketball events in UK (Forbes, 2017). Thus, customers who are fond of sports and recreational activities are prime targets of Nike in their retail business. 
Nike also focuses on aspects of women empowerment through different web series. Company projects that such marketing strategies of accessories will enhance Nike’s brand awareness among women in UK. It indicates that Nike created their trademarks that will influence their business and profit. Interestingly, Nike also stressed on their highly technological shoes for attracting tech-savvy customer group (Forbes, 2017). Therefore, it is clear that marketing strategies also influence companies to identify proper target market customers for maintaining proper flow of business.   
Satisfying customers is a big deal of company’s marketing strategies. Proper product development and business operations development are responsible for meeting this criterion. In this stage, companies require to analyse current competitions in their target market to find proper alternatives of customers’ choices (Neirotti et al. 2016). For example, Nike analysed proper bargaining power of their customers in different countries. In case of low wage countries, they have shown higher supplier bargaining power for focusing on lesser production cost. Lower production cost will quickly reduce consumer prices (Forbes, 2017). Such economic pricing conditions will enhance customer satisfaction and buying status. 
Customer satisfaction of Nike also reports about vertical integration strategy of business. Reliable sourcing of supply chain and inbound logistics reported strong pillars of business profits and popularity. Thus, to maintain their stockpile inventory, Nike reported spreading their productions in a newer dimension. Developing proper distribution channels can help retail companies to reach their customers properly. For instance, Nike has several distribution channels through online and offline retailing (Forbes, 2018). It helped that company to enhance their popularity in virtual media for attracting younger generation in their business. People who have less time for shopping can afford online retails for choosing appropriate brands and accessories. It will save time and money and will enhance brand popularity (Ifm.eng.cam.ac.uk, 2016). Same as earlier, developing proper retail shops across UK will enhance Nike's brand image through developing direct communications and relationships with high-value customers.
Customer retention aspects are also dependent on company’s marketing strategies and principles. For instance, quality services to customers are prime considerations of creating values in Nike's business. It helps create brand loyalty among customers (Forbes, 2018). Developing a personalised shopping experience through Nike App allowed the company to evaluate shopping taste of each customer and to offer products at that same style for meeting customer choices. Such innovative distribution channels created a distinct brand image and brand loyalty that encourages people to develop their trust over Nike (Forbes, 2018). Thus, it becomes clear that proper marketing strategies can enhance customer retention that will enhance their brand loyalty. 
Overall, it becomes evident that marketing strategies help create business values within operations. Proper power analysis and market research can foster marketing strategy development that will lead to better business. 
[bookmark: _Toc29208323]Stakeholder engagement and its impact
Stakeholder engagement is a process of involving a different set of embodiments that are capable of affecting strategic decision-making junctures for a business. Freeman provides a through theory of stakeholder. In this theory, he posits that stakeholder engagement is effective since their versions of business is capable of revolutionising operational and marketing activities (Henisz et al. 2014). Engaging with a broad range of stakeholders is crucial since it aids in adequate contemplation of customer intentions. Nike selects its stakeholders by creation of specific measures. Such attributes are necessary to select relevant stakeholders because every stakeholder must have a variegating view for a business. 
Nike's stakeholder attributes incorporate an adequate understanding of apparel and footwear industry. Attributes further incorporate new perspectives and unique ideas; for example, Linsay Bass is WWF's senior Program Offices that provided them with the idea of zero carbon emission (Nike.com, 2020). Expertise, as well as reputable actions in strategy creation for business sustainability, is primary (Blok et al. 2015). Ideas here include problematic areas, such as water usage, energy consumption and chemistry for apparel production. Here, Garret Brown of Maquiladora Health and Safety Support Network and Davida Kenber of The Climate Group provide their reputable service as stakeholders. 
Nike’s stakeholder selection attribute includes nationality, issue and gender diversity technique. Such an idea is necessary since it aids in provision of multidimensional business strategy-creation ideas (Camilleri, 2015). Nike provides a comprehensive list of their notable stakeholders. This list provides reputed names such as Richard Locke from Brown University, Eliot Metzger from World Resources Institute and Vanessa Timmer from One Earth. Nike's stakeholder engagement technique incorporates specific themes that aid in better provision of stakeholder feedback. For example, Nike's integration theme delineates their sustainability strategy being principle component business. Some other notable themes include external world, priority issues and balance.
Stakeholder engagement not only aids in business strategy management; rather, it aids in providing effective results as well. Stakeholders provide ideas for future ventures and organisations comply with them to gain sufficient customer insight (Rhodes et al. 2014). Stakeholder’s feedbacks led to inclusion of renewable energy usage and recycling of waste materials for Nike. Nike’s team is further capable of introducing latest and greatest technology, such as FlyKnit technology and self-lacing shoes. Stakeholder engagement aids Nike in better reporting and customer interaction. It is evident by increased use of social media marketing and targeting all niche markets altogether. 
[bookmark: _Toc29208324]Task 1B 
[bookmark: _Toc29208325]Reflection 
In conclusion, I have realised that marketing strategy developments are necessary for establishing two-way business communications within business professionals and consumers. Marketing mix theories are essential in product and business developmental stages, whereas value creation among business is a need for sustainability. For instance, I observed that Nike maintains a core and augmented product strategy for expanding their markets across UK. With this, I noted that they vertically integrated their entire business operations to create a distinct communication web among their customers. 
I feel that pricing strategies are also an essential part of marketing mix and value creation. Economic and competitive pricing helps foster business, whereas high production cost-related pricing can harm consumers' shopping experiences. In this case, I feel that value creation will be affected and company will lose many of their loyal customers. Same as this, I pointed out that supply chain and logistics power of company attributes a lot in value creation (Ifm.eng.cam.ac.uk, 2016). Collaborating with several low wage suppliers can reduce production cost, which is highly influential in profit management.
In this context, I also feel that stakeholder management options are essential for reflecting on company's overall performances. Customers are most significant stakeholders of company that every firm considered at earlier stages of their marketing strategy development and value creation (Stakeholdertheory.org, 2018). Thus, Freeman's theory of stakeholder management is worth in developing a proper business model. In case of Nike, customer-centric product diversifications and innovations are observed in every layer of a successful business (Forbes, 2018). I understood that creating brand loyalty and brand image can be a prime target of every firm for attracting and retaining their customers. It will enhance market popularity as well as profit. 
Based on above discussion, I can say that I gained a good experience about retail market considerations in UK. I understand basic requirements of value creation and marketing mix that will enhance my knowledge on developing a value-added business. Agency theory of value creation was now clear to me according to different value creation needs and mitigation aspects. Moreover, I thought that an analysis of Porter's Five Forces model could foster marketing and business strategy development for different retail companies. It can widen the horizon to be innovative in four grounds of marketing considerations. 
Overall, I can conclude that social and virtual media-based campaigning help manage value creation activities. Such considerations are beneficial for customer satisfaction and customer retention. In case of Nike, several technological adaptations in creating customized shopping experiences enhanced their brand image and loyalty. For instance, I realized that communication tools such as sponsorships and different promotional events of Nike were worth in value creation aspects. It drove their business from behavioural and psychographic context. It also fostered their stakeholder management options. 
Lastly, I can say that in later stages of my academic and professional life, I will stress more on searching for employee-based stakeholder management plans of retail companies in UK. Such an Action Plan will help me to align my current project with customers’ choices and impacts with internal business operations. 
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Appendix- UK sales from 2013 to 2018
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