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Introduction 
“Marketing is the process where businesses and companies promote themselves, including their products, by communicating with their potential clients” (Kotler and Armstrong 430). Therefore, “marketing entails all types of advertising that range from websites to TV commercials and outdoor advertising” (Kotler and Armstrong 430). Organisations spend a lot of money on marketing activities to improve sales. On the other hand, marketing is beneficial to society in many ways. Marketing develops a bundle of products and services that are offered in the company at an affordable price to customers. These bundles are made up of tangible products and intangible services, as well as the price offer.  For example, when a product is compared to another, the above dimensions can be evaluated separately.  However, a customer cannot purchase one product, service and third party price of a company after making a choice. Therefore, three aspects together constitute a bundle of a firm’s offer. 
Advantages of Marketing to customers 
Most corporations view marketing as an expense, but the truth is that when an organisation understands its significance and the role it plays in business growth, there is clarity on why marketing should be considered an investment. Therefore, it is worth the expense. Marketing is significant when it comes to “gaining the attention of prospective customers,” product and service development, and converting such prospective consumers into customers (Hartman n.p). Thus, marketing greatly affect sales volume, pricing, promotions and advertising strategies of the company. By understanding the relevance of marketing, an organization can apply it to promote the current changes in services and products to the consumers, and this might lead to business success. The major important role of marketing is the value creation for products and services. Therefore, this can be achieved through the provision of relevant information before releasing the product or continuous passage of the message after availing the product in the market for sale. Secondly, marketing is important because it attracts the target customers by creating the interest of the company’s offerings. For instance, the objective of the marketing team at Ferrari is to announce the new The F8 Tributo by creating the excitement of its new features, as well as educating potential users of the car about the advanced technology included in the car. In this scenario, the role of marketing is about finding the most exciting and innovative means of passing the message about the new model of Ferrari.
Selected Organisation: Ferrari Corporation 
Ferrari is the most powerful brand around the globe in a market niche of a luxury brand (“Brand Finance” n.p).  Therefore, “a brand is a name, term, design, symbol and any other feature that is capable of identifying a seller’s products and services from other sellers” (American Marketing Association n.p). As a legendary car maker, Ferrari scores highly on a variety of measures such as brand strength, desirability, loyalty, online presence, and employee satisfaction. 
Social marketing of Ferrari
Most organisations have increasingly responded to global trends through the incorporation of social sustainability and social performance into organizational management over the past decades (Sinclair 1). As companies associate with social marketing, they have developed an interest in stakeholder-related management concepts, including the drive to promote strategic values of corporate functions such as stakeholder engagement and social risk control, majorly to improve corporate responsiveness to the social life. 
The societal marketing concept is based on social responsibility. Hence, it explains the task of an organisation, which is not only the provision of quality products to customers, but to preserves, protects and improves the well-being of the society. People have become aware of sensitive issues such as global warming and health issues in the 21st century as compared to past generations (Sinclair 1). Consequently, Ferrari has adopted the philosophy of social marketing to attract customers. That is, Ferrari has understood the need of the society by introducing new eco-friendly car models. For example, Ferrari has developed several environment-friendly cars, such as the hybrid Ferrari 599, with a moderate speed level. The main goal of introducing this car is to reduce fuel consumption and air pollution to breathtaking performance. 
The following are the roles of marketing in creating value for customers:
Providing relevant information and educating consumers
Facts about the product are important, and therefore, marketers must help consumers to understand why they need new products. The main focus of marketing communication is based on explaining the features of new products and how it will benefit the customers. For example, the company will show the innovation, creativity of the new Ferrari model. Similarly, the company must explain the features of the car and how it will benefit the customers. The model will be beneficial to customers due to its efficiency. By sharing this information with sports car users, Ferrari educates them on the new model. Informing and educating customers is one of how marketing is beneficial to society (McDonald n.p). There is always a persuasive intent in marketing. However, it generally starts when a company recognizes the needs of customers and seeks to explain how the product meets their needs. For example, Ferrari customers clearly have defined needs. Therefore, “marketing provides a means of learning about the new product and the activities of the company in coming up with a particular car model” (Kotler and Armstrong 450). Additionally, marketing includes more useful data such as addresses, dates for releasing the product, and web addresses that help customers in making buying decisions.
Managing the expectation of consumers
Apart from providing customers with valuable info about products and services, marketing helps in setting and managing the expectation of customers (Kotler and Armstrong 420). Customers often rely on trusted brands and consistency in relation to brand loyalty. Marketers can use data from “consumer advocacy groups to learn about particular brands that are most reliable and represent the best values” (McDonald n.p). Companies use marketing to pass information consumers about the major business changes in the organisation such as “mergers and acquisitions that can either affect the product offerings or improve brand quality” (McDonald n.p). However, government procedures restrict marketers from providing misleading privileges. Therefore, this enables customers to have informed decisions without many challenges that they might face if they had to purchase without the benefit of marketing. 
The economic value of Marketing
Marketing drives the economy of consumers, promote goods and services and target the most likely consumers to become potential purchasers. Increasing sales in a company mean that it uses successful marketing strategies, and this translates into job creation, business expansion, and high revenues to the government in terms of taxation. Eventually, this leads to general economic growth. Besides, “the marketing sector creates wealth as corporations seek new and advanced means of promoting their products and services.” 

Changing Consumer Behaviour
The effort of marketers is to understand the behaviour of consumers to produce an advert that is most likely to influence a particular product of a company (Dennis n.p). This enables “behavourial researchers and financial analysts to model the behaviour of consumers” (Dennis n.p). By exploring marketing information and its link to consumer behaviour, it is easy to learn how people make buying decisions. This is beneficial in “creating awareness campaigns for major social issues” (Dennis n.p). It also serves to improve the fields of behavourial psychology and financial projections. 
Marketers need to understand their market and the people that are most likely to buy the products and services. That is, marketers need to consider several factors to reach the target market, and these include income levels, level of education, location and age ranges. After understanding customers, marketers can create an appealing message to those consumers and place the messages on accessing places such as the company’s website. 
Companies are always passionate when discussing their products and services. However, they are less comfortable when asked about their market approach. Marketing proposes advertising and tricks to influence customers to purchase what they do not want at higher prices. Therefore, marketing does not only entail advertising and selling, but it is about customer manipulation. The connection between Ferrari and its customers is the company’s cutting edge designs, high performance and luxury. That is, the company is driven by brand loyalty. The long-lasting bond between Ferrari and its customers continues to flourish and pay dividends to all stakeholders. 
When a customer buys a Ferrari car for the first time, they enter an exclusive club, and this enables the customer to builds the buying profile. Therefore, Ferrari can reciprocate its repetitive business activities with tailored perks. Ferrari is proud of offering its customers the opportunity to choose cars from the exclusive fleets in the company. The most loyal customers get to select from collector editions. Ferrari Corporations means for passionate customers, and from this, the company makes its margins. In order to make such margins, Ferrari needs customers to purchase its sports cars. Similarly, the company needs to exceed its expectations with the buyers. Customers of Ferrari are the brand ambassadors because they do not only love cars but are proud of the history mystique and process of the company. Through the exceptional customer service and loyalty program of Ferrari, its customers are meant to be part of the company. As a result, Ferrari has a binding contract with every buyer, where they are not allowed to resell the car before two years. If the contract is broken, the buyer becomes blacklisted for future buying in the showrooms. 
Ansoff Matrix
This is a tool that enables companies to strategise their products to make relevant market growth decisions. Through the Ansoff Matrix, Ferrari can know how its products are doing in the market, then make decisions on whether or not to enter the marketplace. Therefore, the Ansoff matrix creates directions for strategic development for the company. It provides a sense of scope for Ferrari regarding the marketing of its products on whether to diversify or further develop more of its markets. 
Market penetration
According to Johnson et al., marketing penetration is the process where organisations consider the increased share of its current markets with the existing product range (p. 258). This leads to the increased bargaining power of the suppliers as Ferrari increases its market share. Similarly, market penetration is likely to worsen rivalry within the industry since other competitors will defend their market share. For instance, BWM cannot allow Ferrari to increase its market share while it sits back.
Product development
This is where a company delivers new products to the current markets. Product development means that there is a greater level of innovation. In the automobile industry, there is a constant need to create new car models to meet customer needs effectively. For instance, Ferrari has committed to sponsoring formula one racing competitions to showcase the emerging technologies and diverse innovation. 
Stakeholder engagement
Stakeholder engagement is the process where companies communicate and get to know their investors (Bimpactassessment.net). By getting to know stakeholders, organisations are bet to understand their wants, their engagement, and how the strategies of the company will influence their objectives. Moreover, the company can increase communication with stakeholders in order to rethink its strategies and activities to create long-term benefits such as brand reputation.  The figure below indicates a group of stakeholders that a company such as Ferrari can engage with in their daily marketing operations. 
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Figure 1: Stakeholder engagement by the group in Ferrari
Source: Google.com
The engagement of stakeholders is recognised as the major concept to the success of the organisation. As illustrated in figure 1, stakeholders vary from individuals who directly involve or impact the organisation such as employees and shareholders, to those not involved but are interested in the business results of the company such as the media, the society and regulators. 
The mission and vision of Ferrari are to build unique sports vehicles that can bring out the superiority of cars from Italy on the roads, as well as in the racing routes. Engaging with stakeholders is significant to the prosperity of any company. Ferrari is a successful company since it has a clear mission and mission statement that are derived from strong strategic planning processes. Therefore, the marketing plan for Ferrari is based on stakeholder management. Effective engagement with stakeholders helps the organisation to translate their need into organizational goals to establish the basis of effective strategy development. As a result, engaging stakeholders discover a shared motivation, which helps in arriving at a decision and ensuring that there is a meaningful outcome. When there is a lack of internal alignment, a company cannot build an effective marketing strategy. 
The impact on the marketing activities of Ferrari Corporation
Social media
Ferrari is a luxury brand that is recognised by millions of people around the globe (Joehnig n.p).  In the highly competitive luxury industry, Ferrari, as a brand, can attract consumers towards its products. Several luxury shoppers use social media to obtain product recommendations and discover other brands. However, it important to understand the factors that drive consumers and the way they use social media platforms. The website and Twitter of Ferrari are good online tools for customers (Joehnig n.p). On the other hand, the Instagram platform of Ferrari contain images of great looking cars. Therefore, the company has succeeded in displaying its cars in controlled photos from exotic locations, as shown below: 
[image: ]
Figure 2: Picture of one of Ferrari’s brands
Source: (Joehnig n.p)
Engaging with stakeholders such as social media, increases marketing activities through various platforms such as Instagram and Twitter. In turn, this increases the sales unit of the luxury cars of Ferrari. 
Business partners
The high-performance super cars of Ferrari are exclusive in the sense that they are only available to rich people. That is, the company has a limited selection of exclusive dealerships in over 50 countries. Similarly, Ferrari is greatly proud of its employees since they are associated with the brand. Hence, increasing the brand value, and subsequently, this leads to high sales volume due to brand loyalty.
Customers
Ferrari also uses traditional marketing methods to pass the sense of the luxury brand. By using a selection of a list of potential customers, Ferrari can contact customers through direct mail. Therefore, this marketing technique is designed to reflect the strong quality and personalization of this brand. Thereby enabling potential customers to have a clear insight into the entire experience of Ferrari. 
There is a high rate of internet users around the world, and this has prompted Ferrari to rely on the internet as an advertisement tool. For instance, Ferrari launched a website with a virtual test drive of the new California model. This enables users to watch videos and embark on virtual tests drive through footage of Sony PlayStation game Gran Turismo. Hence, enabling new customers to experience the look around the cars of Ferrari. 
Conclusion 
Ferrari has managed to maintain good relations with its customers through the provision of value to their money. The focus of the company is based on the entire relationship between suppliers and customers. Therefore, the objective of Ferrari is to offer the best customer services by providing quality and high performance in products and services. Hence, building customer loyalty. Moreover, stakeholder engagement in Ferrari has helped in the alignment of healthy business programmes with community expectations by introducing eco-friendly cars. 
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