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Marketing can be defined as the set of institution activities and the process of creating, delivering, communicating, and exchanging offerings that take value for clients, customers, partners, and large society. The word comes from its original meaning that shows well are to be sold in the market. From the engineer's perspective as in the sale process, they think it is a set of processes that are inter-related and inter-connected with each other in business and the main motive is to achieve customer needs and wants in the current market for their satisfaction. The main function of marketing is to bring the product to the market. It includes three steps broad market research, market segmentation, and market targeting and three strategies determining distribution, developing communication strategies, and price and promotion strategy. It includes various goals and budgeting as marketing is also known as a creative art (Gronroos, 2020).
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There is various importance of marketing. Firstly, marketing creates movement, exchange, and transfer of goods as good and services are easily available to the customer through various channels or intermediaries like manufacture, wholesaler, and retailer as it helps both consumer and producer (Gupta and Nair, 2020). Marketing also talks about the need and wants of the customer and inform detail about the product that they can offer.  Prof. Haney Hansen says that marketing is the process that has been designed for their product which facilitates transfer ownership between buyer and seller. Secondly, marketing help maintains image and rising standard of living and help in providing the standard of living of the customer. Marketing plays a vital role as it supplies goods and services to their customer at reasonable prices so that it maintains a standard of living in the community. There is a total of three sub-categories of people in the community i.e., Poor, middle, and rich.  Everything which is used by these types of sub-categories is supplied by the marketing. Somewhere it was a situation when poor people come across reasonable living standards in the market. This was done due to a large amount of production was made and their price is reasonable they can afford each category of commodity (Gupta and Nair, 2020). Marketing help in modernized standard living in modern time that maintains customer satisfaction. Another benefit is that marketing recruits or create more employment and consists of many functions like selling, buying, financing, warehousing, and transporting these activities are performed by a large scale of the individual. All such activities require a large amount of employee which helps marketers to create more employment. 
There are five steps of the marketing process firstly; (situation analysis) which is an analysis of a firm that finds a situation to serve itself basic services and opportunity so that customer satisfies their needs.  It is used to analyze the customer need and want first the firm has to analyze or understand the market environment in which they will operate it.  This type of analysis sees their past, present, and future aspects. This analysis also overviews the history so that they see the work done in present is good or not as they forecast what is going on. Good forecasting helps the market to reduce or waste time on spending one more year on product.  The second process is marketing strategy, which is about giving best opportunities that unfulfilled and unsatisfied customer may identify. This strategic plan can develop their pursuing opportunity.  This results in the vale proportion of the target market. The third process is marketing mix decision. In this, there is certain action which is included in marketing mix decision like price decision, distribution contacts, promotional campaign development, and product development. Fourthly, implementation and control, which is the type of process the market plan must be developed and to be launched. As the market process may not affect or may not end with implementation. 
There are overall four stages in marketing. Firstly, (production orientation) the focus of this orientation is to increase production. There should be minimum utilization of the resource which may affect cost reduction. Through cost reduction, it will lead to an increase in more sales that automatically make a profit for the company.  There was a time in the nineteenth century all the focus was to produce more goods and services. All were motivated toward high product efficiency this was the result of full ignorance of customer need.  This method effects the environment where there is less supply other than more demand. Secondly, (product orientation) in this orientation customer sees a good quality and better products. This can only be done when the company focus on improving and developing their products. Due to the high quality of product automatically there should be an increase in the sale of a product which results in high profit. Production orientation is one of the best sources where they prove the production of a better quality of product where other industries or company get downfall. Thirdly, (sales orientation) the main aim of the sales orientation is to clear their all stock. They use various promotional tools for the promotion of the product which helps them in achieving aggressive sales. Through aggressive sales or high-volume sales, it automatically increases in demand where there is an increase in profit of the sale. Their focus is on a high level of production. Due to an increase in aggressive sales, all small firms are practicing sales orientation. High demand results in high sales and high sales result in the high profit of the organization. Fourthly, (marketing orientation) in this orientation company the focus is on planning and the decision making where they can find the customer need and want. It plays a vital role in the organization to satisfy the various need and wants of the customer which include various activities in the organization. Marketing orientation involves everyone in the organization being customer-oriented not just those who work in the organization. Market orientation produces that kind of goods and services that customer is willing to buy rather than what firm is producing (Radu et al., 2019). 
The Greek word marketing mix is the foundation of model business and history that talks about the product, price, place, and promotion is also called 4ps. The marketing mix also tells about the various tools of a firm that the company uses in the target market. Thus, marketing mix also has four layers or levels of the marketing mix (product, price, place, and promotion). As we know there is the total of four types of element in marketing mix known as product, price, price, promotion and these all four elements plays a vital role in the organization for the production management. Sometimes these four elements become a weakness in some section of the area. As follow we are discussing these four elements or roles of the marketing mix. 
Firstly, there is a discussion about the first element that is (product) which is known as the main element of the marketing mix. It is not said that there should be the success of any brand in the market, but the image of that brand is also mandatory. Since there is increasing incompletion in the market so there should be a product of the good quality of the product in the market if this is not following your band should get lost in all other brands and customer may get change their taste and preference with another brand. For example, Starbucks is known for the good quality of the product which can easily consume by the consumers. Secondly, (place) is also the main element as it plays an important role that where the marketing of the brand is placed. If one should sell their product must visit the place so that one can analyze the customer segment. If a company has more knowledge about their product so they should go for online selling as a result online system is the world largest crowded area. Thirdly, (price) as price also plays an important role in the brand marketing mix (Gronroos, 2020). Most of the price of the product the more effected that customer get attract toward it for purchasing and some part quality of the product is so good where a customer doesn’t affect with the price. Before setting the price of a product the company should analyze the market and find their brand competitor so that they should achieve their brand product. This not only creates the right customer but also helps to build the image in the market. Less the price and good quality of the product may increase the sale of the product. Fourthly, (promotion) after setting the price of the product next is the promotional part. For increasing the sale of the product company goes with many promotional tools for their increase in sales of their product. If the company has a good quality of product and efficient pricing that company should go for the promotional tools for an increase in sales this is because there is a lot of completion in the market so through promotion company should reach to their customer for their attractive sale. Achieving higher target sales in the market is a sign of being smart so that one should compete with their competitor. As written above marketers should focus on this element to reach their desired goal and to build an image in the market (Hollensen, 2019).
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Stakeholders are the persons who have an interest in the organizational strategy. In marketing, they are highly focused on strategic marketing planning to see the company’s decisions (Freudenreich, 2020). Stakeholders can be the shareholders of the company, customers, employees, and local suppliers into the market. The important role of stakeholders includes marketing decision making. They are directly enrolled in the marketing planning of the organization.  Stakeholders have real faith in organization if the interest of them is matched. 

Stakeholders can be classified into two types which are internal and external stakeholders. Internal stakeholders are belonging to the management of the organization and hold the power of voting. Internal stakeholders may include employees and investor of the company. Owners and shareholders are very powerful stakeholders in the organization to influence marketing decisions (Bellucci et al., 2019). The External stakeholders are the outsiders apart from the organization; they have no enrolment in decision making. External stakeholders could be customers and suppliers. Investors of the company come under this category. They play a major role in marketing success. Funding for marketing is done by investors whereas suppliers help to meet market demand.

The engagement of stakeholders may vary to individual’s role or interest. Stakeholders can be an investor who willing to invest in the organization, where marketing plays a vital role to attract investors. Usually, investors decide what level of marketing would be done by the organization. An investor can affect marketing decision through investment. Employees as stakeholders have a different role in marketing where the good performance of the employee paces the marketing process (Freudenreich, 2020). Employees also being affected by the marketing process, for example, upper management or line managers put burden through setting a target to achieve for employees. Communities as stakeholders influence marketing decision and implementation. The main purpose of the marketing strategy is to achieve communities’ demand. Citizen of a country belongs to a community into which they have different culture and behaviour regarding the product or service of the organization. The community decides whether the product should be purchased or rejected by the customers. Suppliers are a crucial part of the marketing strategy. Suppliers are directly connected to the marketing process to meet the organizational objective. Role of suppliers into the marketing process is to deliver important raw material on time. Government influences the marketing process by implementing policies. The policies may influence the marketing process adversely or in favour of the organization. Trade association sets the limit on trading area or market price that influence the impact of marketing.

Owner is the risk-taker in the organization for the entire outcome after implementation of marketing strategy. In marketing procedure owner plays a vital role, owner guides employees and orders mangers to make a goal-oriented marketing strategy (Civera and Freeman, 2019). An employee is an internal stakeholder of an organization. Employees work on the ground to meet the organization goal. In the case of marketing, the employee is the key person to make the strategy successful. The organization is depending upon the employee for implementation of marketing strategy. Role of the investor as an external stakeholder is to make marketing successful. The company promotes the services and products to seek the attention of investors. The important role of investors is to fund into expansion strategy of business where marketing is one of them. Customers are important stakeholders in the marketing strategy. They are the target audience of the marketing strategy. Customer as a stakeholder in marketing strategy influences the decision of the company. The success of marketing is possible if customers are attracted to the product or services of the company. The loyalty of customers is achieved by good marketing strategy (Hodgkins et al., 2019). Another important role of stakeholders is to make the strategy successful at any cost. Engagement of stakeholders is related to a different field of each stakeholder. Every stakeholder carries different role and importance regarding marketing. To make the marketing successful stakeholders engage in business interest. Motivated employees with the Willingness to make a business successful must exist into the organization. Other respected stakeholders must perform their duties responsibly.

All stakeholders have a huge impact on marketing. Every stakeholder has a different impact on marketing. Marketing requires funding to meet expenses on an advertisement, promotional activities, payment of brand ambassadors. The employees are impacting marketing in the context of improving product quality and services. The behaviour of employees with customers help to create market value. Employee’s engagement in promotional activities ensures the success of the marketing strategy. Customer’s decision to avail the services of the organization makes the marketing successful (Civera and Freeman, 2019). An increasing number of customers indicates the success of marketing. Marketing is influenced by government policies which is another stakeholder of marketing. Government policies are mostly in favour of the corporate sector to promote a small business that increases the possibility of success. The community has a major impact on the marketing of the organization. Culture of society, language and beliefs of the community changes the customer’s choice to purchase products. India is a good example of community changes where different culture exists in the market.  

The drawback of internal stakeholders regarding marketing decisions is continued interference in the planning of marketing strategy. The enrollment of employees in rumours or confusion between the managers and employees lead to failure of marketing (Bellucci et al., 2019). Responsiveness of employees regarding customers query makes the marketing successful. The main objective of the owner is to expand the business and for that owner put pressure on employees to achieve a daily target. Managers are very strict with the marketing strategy. Managers can fire employees into pressure from upper management in case of failing in achieving the target on time. Suppliers are not very concern for the company’s promotional activity until a good profit margin is not set (Bellucci et al., 2019). Customers can impact on marketing through boycott product. In the case of rumors or not finding any interest in the product by the consumers would lead to a failure of marketing. The main objective of marketing is achieved by the director who makes planning with experts. Wrong prediction or estimation of the market by directors would fail the marketing and vice versa. Careless attitude of managers and employees can impact on marketing. The major changes in environment and climate may reduce the fluency of marketing. Salesperson of the company has a limitation with marketing job, cannot deal with big dealers and meet major suppliers.  

The main objective of stakeholders is to make marketing successful. Meeting all the demand of the customers is ensured under the marketing strategy. Salesperson aims to make customers convince to the product. Researchers find the enrollment of brand ambassador into promotional activity help to make the product popular among the market. Experts are only concerned to make marketing successful. Therefore, they keep research on product quality and customer relationship. The accounting department ensures the cost-cutting to reduce price and increase demand for the product. The company can only market its product by granting government permission regarding product quality checks. Holding a license from legal authority helps to win the trust of buyers.
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Marketing is an essential part of the business process where various stakeholders are playing their important roles. Employees and manger are important stakeholders. Process of marketing is defined by the upper management into a marketing strategy. Market mix 4Ps defines the success of a marketing strategy after covering all the aspects of the marketing mix. The real game-changer in marketing are internal stakeholders, they have direct control over the marketing process. Employees and customer are two important examples of stakeholders. Their engagement in marketing is very high where employees can vote for changes and customers can decide the future of marketing through accepting or rejecting the product or services.
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