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Introduction
A business organization has to perform several business functions to survive and grow in the industry. Among several other functions of business, marketing is one of the most important and major functions which is directly related to the operation of business (Walker and Larreche, 2016). Marketing means the activities businesses undertook to sell and promote their products and services (Dibb and Ferrell, 2015). It includes several functions of businesses like advertising, promotion, selling, delivering and so on. Businesses have to consider several issues while developing the marketing strategies and, marketing mix is one of the major things that businesses have to keep in mind while developing their marketing plan (Baker, 2014). The processes and stages of marketing also have to analysed critically as it helps to male further decisions in the business activities. The stakeholder’s engagement and their impact in marketing strategies also have to be analysed effectively for making better decisions in the business (Shaw, 2017). This paper will focus on the critical analysis and evaluation of marketing processes, stages and marketing mix along with the engagement and impact of stakeholder’s in the marketing activities of an organization called Zara. 
Zara is a world class and renowned Spanish apparel retailer which is specialized in the fast fashion and several products like clothing, shoes, perfumes and so on (Mayrhofer and Roederer, 2016). The two major parts of marketing where the marketing processes, stages and marketing mix role of Zara will be discussed in the first part of this essay and the stakeholder’s engagement and impact in the marketing activities of Zara will be discussed in the second part of this essay. 
Processes and Stages of Marketing and the Role of Marketing Mix 
Business operations are combined of several internal and external functions like operations, human resource management, finance, accounting, marketing, production, selling and so on. Each and every functions of business are necessary to achieve the targeted goals and among them marketing is the link between business and consumers (Armstrong and Brennan, 2018). Marketing is the combination of multiple activities like selling, promotion, advertising, market analysis and so on. The concept of marketing was seen in the businesses since 1450 through printed advertising and now it is continuing through the new concept of digital marketing. According to Philip Kotler, marketing is the science and art of exploring along with creating value for the needs of targeted customers at a profitable rate (Dibb and Ferrell, 2015). Marketing performs market research and analysis which helps to identify the unsatisfied needs and desires of the potential and existing customers. Marketing is also defined as the ongoing communication process among external stakeholders i.e., customers to make relationship and deliver value (Shaw, 2017). In the 21st century of competitive business world, marketing plays a crucial rule for the businesses because without effective marketing strategies it is beyond impossible for businesses to exist and be profitable (Walker and Larreche, 2016). Marketing helps to know the demands and priorities of customers in the market which eventually help the businesses to come up with the needed changes and innovations in the products or services. The Chartered Institute of Marketing has stated marketing as the management process which is responsible for meeting, anticipating and delivering the needs of customers in a profitable way (Baker, 2014). So, as a whole, marketing is a systematic process which connects the business with customers through making profits. 
Marketing is a distinct process of the business organization which helps to earn higher profit and connect with the customers. The marketing process is composed of five stages where stage 1 is about mission, 2 is about situation analysis, 3 is about marketing strategy, 4 is about marketing mix and last one is the implementation and control (Shaw, 2017). These five stages help to build an effective marketing strategy for the business organization aligning to the market needs and demands. Like all other business organization, Zara follows the marketing stages to come up with the best marketing strategy. Zara is doing business all over the world and that’s why it is considering the local and international marketing with same importance (Ghemawat and Dailey, 2016). As fashion changes time to time and very fast, it is important for Zara to stay up to date with the customers buying trends and patterns which is not possible without the marketing activities (Mayrhofer and Roederer, 2016). 
Starting from the very first stage of marketing process which is mission and in the mission stage businesses have to design their mission statement and corporate objectives. The mission statement is very much important as it will guide the business in future endeavours and earn the trust of the consumers (Vu and Medina, 2018). It is the mission statement which helps the customer to know about the business at a very first glance. On the other hand, corporate objectives are the developed by the business for short term basis aligning to the mission statement (Kotler and Keller, 2016). The mission statement of Zara is very simple but very much meaningful and customer oriented. Zara’s mission is to empower the customers with the things they need and faster than anyone else in the market. This simple mission statement clears the importance of marketing in Zara and how Zara is being successful day by day (Ghemawat and Dailey, 2016). Similarly, the corporate objectives of Zara are to expand through creating stores in the populated areas and hold the competitive edge through being customer-oriented. So, to align with the mission statement and corporate objectives, Zara has to design the effective and efficient marketing strategies that will take them closer to the customers and gain the competitive edge in the respective markets (Lopez and Fan, 2019). 
The next stage of marketing process is situation analysis which is the combination of internal and external environment analysis of business organizations. In this stage, businesses perform SWOT and PESTEL analysis to know about its opportunities, threats from the external environment and strengths, weaknesses from its internal environment (Bruner, 2017). After analysing the internal and external environment, businesses adopt the balanced marketing strategy to combat with the running threats and grabbing the opportunities that has been raised due to the external or internal environmental changes (Vu and Medina, 2018). Situation analysis is essential because without knowing about the current situation, a business will not be able to design the effective marketing strategy. Being a multinational organization, Zara has been successful in analysing the situations or business environments which is seen in their current growth (Lopez and Fan, 2019). Zara conducts PESTEL and SWOT analysis before opening a new store or coming up with the new promotional strategies as it knows the value of environmental analysis. The proper evaluation of strengths and weaknesses helping Zara to grab the new opportunities and minimize the threats that can create problem in future. Zara’s marketing strategy is a comprehensive one which is developed by its top marketing personnel and international marketing experts (Ghemawat and Dailey, 2016). 
The third stage is about developing the strategy for marketing where the business has to define the target audience, set the measurable goals and develop the budget for the marketing purposes. Defining the target audience is an important aspect of marketing as businesses design their products or services depending on the target market participants (Kotler and Keller, 2016). In Zara, it is seen that their target market is well defined where they develop their marketing strategies focusing on the age group of 18-40. The design, promotional strategies, advertising and product displays are highly depending on the target market group and Zara keeps that in mind while designing their marketing strategies (Lopez and Fan, 2019). Setting measurable goals are also important because it shows how successful an organization in terms of developing marketing strategies. Through the measurable goals, businesses can understand how much they want to achieve and how much they have been able to achieve (Shaw, 2017). In Zara, the measurable goals are clearly stated among the top executives and marketing department is highly successful in achieving those goals. Next, the marketing budget has to be considered by the businesses seriously because over expense or under expense can hamper the effective marketing strategies (Borden, 2015). The marketing budget of Zara is developed with the coordination of finance and marketing department which ensures effective marketing process. Thus, the marketing strategies are developed in Zara through proper definition of target audience, setting of measurable goals and designing of effective marketing budget (Lopez and Fan, 2019). 
The next stage is about marketing mix where a business has to consider the 4P’s and these four P’s are product, price, place and promotion (Bruner, 2017). Along with the marketing mix, the business has to consider the segmentation, targeting, and positioning of the products or services. Segmentation means dividing the target market into segments for providing better services (Kotler and Keller, 2016). In Zara, the segmentation is mainly seen through the division of male and female fashion styles, they also segment the market according to the regions. After segmenting, the targeting and position also has to considered by the businesses. In targeting, strategies are developed based on the segmented markets that means particular strategies are developed based on the segmented markets. This means targeting are solely based on the characteristics of particular market segments, for example, Zara develops particular advertisements and offers for men and women (Lopez and Fan, 2019). On the other side, positioning means grabbing the customer attention through the brand recognition of products or services. It is about developing mental position among the customers regarding that particular products or services. For example, Zara has positioned itself as one of the most fashionable brands in terms of clothing and apparel items. All of these become possible due to the proper marketing mix of product, place, price, and promotion of Zara (Mayrhofer and Roederer, 2016). 
The last stage of marketing process is implementation and control. This stage focuses on two specific areas that are putting plans into action and then monitoring the results. According to Walker and Larreche, (2016), implementation and control are the ultimate stages which gives meaning to the marketing strategies. In the implementation period, all the plans have to put into action through proper distribution of tasks and activities. If the plans are properly placed as planned then the result comes into the favour of the business organizations. Monitoring is also necessary because deviation of actions can bring negative consequences for the organizations (Vu and Medina, 2018). Monitoring keeps the plan on track and take actions whenever any mistakes occur in the implementation process. Zara has been very careful regarding the implementation and control processes of their marketing strategies and that’s why they are this much fruitful with their marketing strategies in the international arena (Ghemawat and Dailey, 2016). 
The Role of Marketing Mix in Marketing
When it’s about designing the marketing plan and strategies, marketing mix are one of the most crucial factors that has to be considered by the business organizations (Constantinides, 2016). The role of marketing mix in the marketing strategies are significant as it helps to come up with innovations in the existing marketing strategies. Marketing mix is popularly known as the foundation model for businesses which are developed considering the place, product, price and promotion (Borden, 2015). Through this marketing tool, businesses can achieve their marketing objectives through analysing the value of price, product, place and promotion. When designing the marketing mix, the first thing a business have to consider is its products or services. Businesses have to provide value to its customers through their products or services which will satisfy their needs eventually (Van Waterschoot and Van den Bulte, 2018). In the products section, businesses will thing what is being sold and how it satisfies the customer needs. In the business of Zara, the products are its fashionable cloths, swimsuits, shoes and so on which needs to be considered while developing the marketing mix (Lopez and Fan, 2019). 
The second P is the price, that is the amount of money consumers will be ready to get the products or services in hand. The price has to be set strategically by the businesses because it depends on the perceived value of the consumers. If consumers are not willing to provide the stated price then the businesses had to change their marketing strategy to reduce the costs of the products or services (Van Waterschoot and Van den Bulte, 2018). The brand value is often considered while setting the prices of the products. As Zara is a world-class fashion house, people are ready to give premium prices for its fashionable cloths and other apparels. Zara considers the consumers purchasing power while setting the prices and develops their marketing strategies accordingly (Vu and Medina, 2018). The next P is about the place which means the distribution channel or the ways through which the products will be accessible to the customers. The distribution strategy of Zara is unique where Zara establishes their own stores in the city centres and in the populated areas of the city. It also partnered with several brand stores for selling their products and services. But the own stores of Zara play an excellent role in designing their marketing strategies and it also play the main role in the marketing mix of Zara (Mayrhofer and Roederer, 2016). The last P is about the promotion of the businesses where Zara promotes their products through social media and advertisements in the bill boards of the city. Having a strong brand recognition, the promotion tasks are much easier for the Zara. The promotional tasks make the development of marketing mix easier for Zara. So, all the P’s of marketing mix plays important role for the marketing of Zara as their products, prices, places and promotional activities are unique than others in the industry (Lopez and Fan, 2019). These unique strategies help them to connect with the customers easily and bring profit for the businesses. 
Moreover, the marketing mix is known as the holistic marketing strategy as businesses consider the all-important elements of the marketing in analysing their marketing mix (Borden, 2015). It considers the value it creating to the consumers through the 4P’s and profit it can make through making optimal use of its existing resources. The role of marketing mix is many in the organizational achievements too because it is often aligned to the corporate objectives of the organization (Constantinides, 2016). For example, one of the corporate objectives of Zara is to provide affordable best products to the consumers as the fastest possible time which eventually considers the 2P’s i.e., price and place of the marketing mix. Effective marketing strategies are developed by the efficient analysis of marketing mix and effective marketing strategies brings competitive advantages for the businesses (Baker, 2014). So, the role of marketing mix is equally seen in the corporate objectives and marketing strategies of the business organizations. 
Engagement of Stakeholders and Impact on the Marketing Activities
Stakeholders in business means the people who have direct or indirect interest to the activities of the organizations (Greenwood, 2017). Stakeholders has been defined as the individuals who get affected by the operation of the business or who affect the business operations through their activities (Lusch and Webster, 2015). Stakeholders can be both internal and external, when someone inside the organization get affected by the activities of the organization it is known as internal stakeholders and similarly when business or people get affected by any outside activities related to the business are known as the external stakeholders (Bruce and Shelley, 2016). The investors, government, political parties, customers, suppliers, competitors, creditors etc. are the external stakeholders which reside outside of the organization. On the other hand, owners, employees, managers, board of directors, staffs etc. are the internal stakeholders who directly associated with the performance of the organizations. Whether its internal or external, stakeholders are the indispensable part of the business organization (Bhattacharya and Korschun, 2017). From investors to staffs of the organization, every stakeholder has the potential to affect the performance of the business. So, engagement of stakeholders is unavoidable in the business operations of organization (Miles and Ringham, 2018). 
Stakeholders engagement refers to the involvement of both internal and external parties of the organization who has the potential to impact the decision-making process (Polonsky and Beldona, 2016). When its about marketing, the stakeholder’s engagement is clearly seen because the marketing strategies are designed keeping the stakeholder’s perspectives and preferences in mind. Marketing is basically the process of communicating with the stakeholders through the products or services of the business (Greenwood, 2017). From political restrictions to customers buying pattern everything is kept in mind while the marketing strategies are formulated and circulated. Moreover, the suggestions and feedback are taken from all the stakeholders before making the marketing plan for future, thus the stakeholders’ engagement are necessary for coming out with a fruitful marketing plan. The stakeholders have potential to affect the marketing strategies in both positively and negatively (Bruce and Shelley, 2016). When the marketing strategies are accepted and praised by the stakeholders, the business gets the maximum value from its marketing. Contrarily, when the marketing strategies are criticised by the stakeholders, it affects the overall performance of the organization. The continuing criticisms and bad words create a negative impact towards the products or services of the organization (Bhattacharya and Korschun, 2017). 
When the stakeholders get engaged in the operations of the business organization, the tasks become easier for the organization as they have stakeholders’ points of view and feedback along with them. In marketing, a business has to think about the market perceptions, need and demand of the customers along with the other stakeholders (Armstrong and Brennan, 2018). So, when the stakeholders’ engagement is ensured in the marketing activities, then the business can design their marketing plan and strategies effectively than others in the industry. The feedback of the stakeholders also a part of the stakeholders’ engagement in the organization which tells the organization what things are going wrong in the operation of marketing activities and business operations. These feedbacks further help the organization in making important business decisions related to the performance of the organization (Bhattacharya and Korschun, 2017). The external stakeholders have the most impact in the marketing activities because marketing strategies are mainly designed to communicate with the outsiders of the organization. Businesses do market research and market analysis to know about its external stakeholders and their purchasing capacity, buying patterns, disposable income and so on. So, if the organizations can ensure the engagement of stakeholders specially the customers, then they will be able to earn the loyalty of the customers which will give long term profit and growth to the organization (Lusch and Webster, 2015). Except these, the engagement of all types of stakeholders like employees, creditors, suppliers, and others help the organization to make the decisions more effectively. The internal and external environment analysis also get easier for the organization when they have different types of stakeholders engaged with them. In Zara, the stakeholders’ engagement is monitored by the operations team which ensures that the stakeholders’ opinion and feedback are valued in the marketing and other activities of the organization (Vu and Medina, 2018). Zara is known as one of the largest apparel retailers and most fashionable brands of the world which has been possible due to its timely and effective marketing strategies which were designed by the consideration of all other stakeholders’ point of view (Mayrhofer and Roederer, 2016). 
All of the abovementioned issues are the positive impacts that organizations will be having through making proper stakeholder’s engagement. Along with these positive impacts, there are several negative impacts that are seen by the engagement of stakeholders (Polonsky and Beldona, 2016). The very first negative impact can come from the ineffective management of the stakeholders’ because if they become unsatisfied after getting engaged with the organization, it will result into negative consequences for the business activities (Bruce and Shelley, 2016). Moreover, the costs of the business organization also get increased due to the engagement of stakeholders. In terms of marketing, stakeholders’ engagement creates conflict among the management and stakeholders as the preferences differ among the different stakeholders (Greenwood, 2017). Another negative impact is the difficulties in implementation of marketing activities, as organizations have to consider everyone’s opinion and feedback, it often time consuming and hard to come with a fruitful decision agreed by all. For example, if the feedback or opinion differs among customers and investors then the business has to take time to come with a fruitful resolution that will satisfy both of the parties which is not easy at all (Miles and Ringham, 2018). 
The marketing activities are the communication process of the organization where it delivers value and products or services to its different stakeholders. When the stakeholders are engaged, organizations face some difficulties in agreeing with all their opinions but their engagement also make the marketing process effective and fruitful (Polonsky and Beldona, 2016). If the stakeholders remain satisfied and happy with the marketing strategies then organizations earn more profit and can achieve long term growth. It also ensures sustainability in the marketing activities of the organization (Miles and Ringham, 2018). So, organizations should evaluate the impact of engaging the stakeholders’ in the marketing process before engaging them because ineffective management of these stakeholders will affect the organizational performance negatively (Lusch and Webster, 2015). The proper evaluation of positive and negative impacts that stakeholders will have on the marketing activities will ensure competitive edge for the organizations as well. Whether it’s about Zara or any other organizations of the world, stakeholder’s engagement is necessary but it have to maintained strategically and effectively because management of these stakeholders are not a trouble-free task at all (Bhattacharya and Korschun, 2017). 
Conclusion
There is no doubt that marketing plays a vital role in achieving the organizational objectives and increasing sale for the organization. But, the formulation of marketing strategies is a comprehensive task where an organization have to consider the five stages that has been mentioned in the first part of the essay. The marketing mix also plays a significant role in making the marketing strategies as the businesses have to consider the product, price, place and promotion before getting into the marketing activities. Proper and effective marketing strategies make the organizational processes easier and thus the engagement of stakeholders is also necessary as they have interest to the activities of the organization. To have loyal customers as well as the support of other stakeholders, stakeholder’s engagement is must. But the pros and cons should be evaluated beforehand while engaging any stakeholders in the marketing activities of the organization because it can result into both positive and negative results. Lastly, this essay has been emphasized on the marketing and organizational activities of Zara but it will give a clear understanding regarding the marketing activities of any such organization. 
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