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[bookmark: _Toc109839911]Introduction 
The concept of the marketing fundamentals is entirely based on the related business in the local market or in the international market. Basically, the fundamentals of marketing are based on some criteria of the business. The criteria like the definition of the product, the pricing of the product, the promotion of the products, the place where the product is making its business, the attraction of the people towards the products, and the effective and attractive promotion of the product as well as the physical evidence of the product in the market. Here the Audi Company is chosen as a part of the automobile industry. It is one of the biggest brand in Germany as well as all over the world. The main motive for this report is to find out “the Role of Marketing in Creating Value for Customers”. In this case, the analysis of the proper marketing fundamentals is one of the key components of this report. On the other hand, the “role of Stakeholders within a Global Marketing Environment and their impact on the Marketing Activities of an Organisation” in the business of the product is another key side which helps to analyze “the Role of Marketing in Creating Value for Customers” which is another crucial objective of this report.  
[image: Audi AG logo vector free download - Brandslogo.net]
Figure 1: Company logo
(Source: http://www.audi.com/)
[bookmark: _Toc109839912]Chapter 1: Marketing mix 
The marketing mix is a crucial part of the development of the business as well as in the maintenance of the business properly in the market too. The analysis of the marketing mix helps to identify the position of the business of the organization and also the attractiveness of the products in front of the customers in the market of this Audi Company (Anjani et al. 2018). The representation of the marketing mix is a basic standard for businesses, historically centred on the product, price, place, and promotion. The proper concept of the marketing mix has been described as the collection of the proper and essential marketing instruments that the company operates to follow its marketing goals in the mark market of the automobile sector. Initially, the analysis of the marketing mix in the business helps to specify marketing significance and "return on investment" (ROI) as well as also helps to select the practical discernment on the trends and variables in future. On the other hand, the utilization of the marketing mix in the business clearly provides the knowledge about collecting and assigning an adequate budget and driving data quality from different media, authorities, and procedures (Kalogiannidis and Mavratzas, 2020). The components of the marketing mix deliver a vast representation of the "Role of Marketing in Creating Value for Customers” in the business of the Audi all over the world.
[image: Marketing Mix - Definition, 4 P, 7 P of Marketing, Example, Elements]
Figure 2: Marketing Mix
(Source: https://www.melinakmiller.com/the-4-ps-of-marketing/)
	Product
The initial and essential component of the marketing mix is the introduction of the product. The business of the Audi Company is crucially done on the basis of the product of cars. In this case, the product is the major component in the marketing mix (Nikbin et al. 2021). Basically, the quality of the cars is the best part of the business by which the effort of marketing can be done easily. The better quality of the products initially attracts the customers a lot with a positive intention of purchasing. Not only has this, but the quality of the cars of Audi also helped to fight against the competitors in the market with the same business model like Volkswagen, Lamborghini etc. It even helps to increase the business of the product in the local market of Germany as well as also helps to make the expected profit in the business (Thabit and Raewf, 2018). The familiarity of the marketers with each and every specification of the carss of the organization helps to identify the analytical results of the marketing mix which is very much helpful in the business of the organization. The segment of the product is also a crucial part of the marketing mix of the organization in the business. The customers are tried to identify the motive of the organization by their product whether the product is for the high profile customers or for the general customers. It clearly indicates the intention of business of the Audi Company in this automobile sector. Apart from this, another point of view of the product in the marketing mix is the uniqueness of the product in front of the customers (Lim, 2021). Gradually, the uniqueness of the cars in the market directly attracted customers a lot. Customers always try to purchase unique products which are their crucial motive as per their purchasing intention. That is why the uniqueness of the products has booted the component of the product in the marketing mix in the business of this Audi Company.
	Price
The essential component in the marketing mix is the pricing of the products of the organization in their business. Pricing is one of the biggest strategies by which the Audi Company can able to attract a lot of customers in the local market (Andika and Susanti, 2018). Basically, the nature of the huge number of customers is to purchase the product at a low price. In this case, the customers are gradually moved towards the low-priced product in the market. Basically, the selection of the crucial pricing strategy by the organization can be done after understanding the motive of the customers by the analysis of the market of the automobile sector. It becomes very much effective to select the proper price of the cars which can ease the pressure of marketing the product in the local market in Germany.  On the other hand, quality cars with a low price heavily attracts customers in the market (Al Badi, 2018). As a huge number of customers like to buy a product at a low price, the quality product with a low price strongly motivates them to move toward the product with a positive purchase intention. The willingness of the customers for paying the price of the cars helps to identify the effectiveness of the pricing strategy of the Audi for selling their specific product in the market. It becomes of the crucial marketing moves by the organization in their business.   Apart from this, the maintenance of the pricing of the product of car by the Audi even helps to fight against the competitors in the market with the same product (Mahmoud, 2018). It reduces the pressures on the management of the business by the Audi for selling their cars in the local and international market with a profitable value.  


	Place
Place of the business is one of the crucial marketing mixes in the business of the organization for selling their product in the market. The improper place of business directly increases the threat of loss in the business of the organization (Dost et al. 2019). In this case, the selection of the proper place for selling the cars by the Audi Company is one of the key perspectives in the business. Basically, a suitable place of business directly helps to increase the number of customers for the organization. It even aids to improve the number of sales of the cars for the organization. The improper selection of the place for the business of the specific products cannot support the organization (Othman et al. 2019). It raises the threat of overall loss in the business of the organization in the automobile sector. The improper place of business cannot support the positive motive of business of the organization. It cannot provide the depth of the market in front of the organization. That is why the selection of the proper place for selling the cars is one of the key decision in the business of the Audi. The assumption of the inventory of the selected place in Germany as well as all over the world for the business of Audi is a crucial part that initially helps to calculate the need of the selected product for selling in that place by the organization (Sudari et al. 2019). It increases the efficiency of the business of the organization in selling their selected product in the selected marketplace by which the profit can be generated easily by the Audi in this automobile sector.  
	Promotion
Promotion of the product in the market is one of the crucial parts of the business of the organization. Without the implementation of the proper promotion of the product, the organization cannot able to grab the entire market by selling their product in the market (Azhar et al. 2018). The implementation of the proper promotion of the cars helps to attract customers a lot towards the product of the Audi Company. Basically, the introduction of the cars is done with the help of the promotion of the product in the market. The promotion can be done by the advertisement of the product on social media. It increases the number of target customers in a single platform. It helps to boost the promotion of the product in front of a huge number of customers (Dunleavy et al. 2018). On the other hand, the involvement of the celebrity like a brand ambassador of the Audi is one of the effective and attractive strategies of promotion for the launching of the new product in the local and international market of this automobile sector. The involvement of the celebrity in the promotion of the cars attracts a lot of people towards the product with a positive purchasing intention. It also indicates the strength of the Audi in its business too. The proper promotion of the products increases the strength of the introduction of the product in front of the customers (Othman et al. 2020). Not only that, but it also indicates the crucial motive of the Audi in the selling of their particular products in this automobile sector. Apart from this, the implementation of the proper promotional activity by the Audi for their cars eases the pressure of the target market as well as increases its vast area in the local and international market.



  
[bookmark: _Toc109839913]Chapter 2: Market Research 
The Ansoff matrix as a by-product market growth grid is a management planning mechanism that delivers a framework to support managers, senior leaders, and marketers develop procedures for future development. It is anointed after Russian American Igor Ansoff, a used mathematician, and company director, who developed the idea. It is one of the best effective mechanisms for the analysis of the market in the business of the organization. With the help of this Ansoff matrix model, the market research of the organization can be done easily. It is based on the four crucial components which support finding out the results of the market analysis.
[image: ]
Figure 3: Ansoff matrix for market research
(Source: https://corporatefinanceinstitute.com/resources/knowledge/strategy/ansoff-matrix/)
Market presentation
Audi Company focuses on manufacturing luxury cars at affordable prices for its customers. The company mainly target young customers as the buyer of their products. There are many authorized streamlined distributors who help the company as a “FLAGSHIP vehicle” company. This help the company to enhance its customer experience and also increase the number of authorized dealers. The location of stores is one of the key factors that help to grow the market of Audi (Mooi et al. 2018). The display of various cars in the stores attracts the target customers. Due to this strategy, Audi offers high margins to the dealers as the investment involved is also very high. Promoting the sponsorship through various social platforms as well as media helps the company to maximize its brand loyalty. The perceived quality of the products makes the brand indisputable in the automobile industry.
Market development
Audi is the third highest demanding car company that has a great demand in the market for all highly luxurious private cars. This company has a plan to develop its market by bringing or providing more technical products to the world market. It has the planning to increase the demand among the customers. The company has a plan to meet the demand at its plant "Aurangabad plant" for the next five years (Fisher and Kordupleski, 2019). The company is the way to introduce electric vehicles to the world in the year 2025. Therefore, it has the estimation stopping the sales of IC cars by the year 2033. These are the main strategies to develop the market on the world basis of demand.
Product development
Audi is very much motivated in the development of the product. That is why this organization is always trying to build extraordinary and innovative cars for the customers. The innovative production of cars by this organization helps to increase the attraction of the customers towards their products in this automobile sector (Nunan and Di Domenico, 2019). It raises the sales of the products by 5.3% in the year 2021. It also raises the overall profit of this Company too in this automobile sector all over the world.   
Diversification
Diversification in the products of the Audi is one of the crucial marketing parts of their business in this automobile sector. The model of the cars and the technology in the cars are much more unique than the cars of the other companies in this automobile sector (Hewson, 2018). It indicates the diversification of the products in the business of this organization.
[bookmark: _Toc109839914]Chapter 3: Role of stakeholder’s analysis
The major aspects of the duty of preparing stakeholder arrangement are serving stakeholder’s analysis for determining functions, perspectives, decision-making power, the status of control or leverage; representing stakeholder cooperation; stakeholder contract requirements (Paramitha et al. 2019). When it arrives at any corporate assignment, all of the interior people and groups that the assignment applies or acts are anointed its stakeholders in this automobile sector. The concept of the stakeholder analysis is a procedure of recognizing these individuals before the assignment starts; grouping them according to their stories of participation, curiosity, and power in the assignment; and deciding how agreeably to apply and intercommunicate with per of these stakeholder bodies around the business of Audi (Widya Yudha et al. 2018). The role of the stakeholder's analysis is conducted with the help of the analysis of the four components of two categories.
[image: What is Stakeholder Analysis? | Definition and Overview]
Figure 4: Role of stakeholder analysis
(Source: https://www.productplan.com/glossary/stakeholder-analysis/)
Power
· Manage closely
The role of stakeholder’s analysis is a crucial part of the business of the organization to manage it closely. Basically, the stakeholders are the base of the business of the Audi Company. In this case, the proper management of the quarries of the stakeholders is very much important to manage closely the business of the organization (Schlund et al. 2022). Stakeholder analysis finds and releases numerous obstacles to comprehending the progression of the business of the Audi in the selling of their cars closely and stakeholder investigation in this automobile sector. It even destroys the roadblocks to casting victorious tasks by obtaining knowledge about product proponents in the local and international market, competitors, and their groups of significance in the selling of the product in the market. It can reduce the pressure on the management of the business of the Audi closely. On the other hand, the obstacles which occur in the continuation of the selling of the product by the organization can be easily reduced as the involvement of the stakeholders in the project increases the management of the business of the Audi closely in this automobile sector (Sarhadi et al. 2021). Including that, the involvement of the stakeholders in the business of the organization helps to raise the efficiency of the business as the price management of the product, and selection of the place for business can be managed closely. It supports the development of the business of the Audi in the local and international market too.
· Keep satisfied
Another power component of the role of the stakeholder's analysis is the motive of keeping satisfied by the flow of the business of the organization. Initially, the stakeholders are very much motivated to ensure their profit by the business of the Audi (Sapapthai et al. 2020). That is why they always try to provide the best ideas and strategies to the organization for the improvement of their business in this automobile sector. The implementation of innovative ideas in the business by the Audi helps to satisfy the stakeholders by which the investment in the business can be done easily. Apart from this, the improvement of the profit from this business by selling the cars in the local and international market also increases the satisfaction of the stakeholders (Heslinga et al. 2019). It increases the proper bonding between the stakeholders and the management of the Audi. In this case, the power component of the role of stakeholders' analysis can ease the pressures on the Audi in this automobile sector.
Interest
· Monitor
Another crucial part of the interest in the role of the stakeholder analysis is the implementation of the monitoring of the business of the organization by the stakeholders. The essential role of the stakeholder is monitoring the business outlook of Audi in this automobile sector (Wallace and Michopoulou, 2019). Not only that, to monitor the proper flow of cash, business management as well as the implementation of the business development strategies is also the crucial role of the stakeholders in the business. It increases the efficiency of the business of the Audi as well as helps to manage for taking company-friendly decisions in the business. Apart from this, monitoring the flow of the business of the organization helps to understand the faults in the business by which the negativity arrives the business of Audi in this automobile sector (Wu et al. 2020). The procedure of reducing the lack of efficiency in the business of the organization can be also monitored by the crucial role of the stakeholders in the business of the Audi.
· Keep informed
The essential role of the stakeholder analysis in the business of the organization is to keep informed every time. It generally indicates the interest of the stakeholders in each and every action of the business of the Audi (Al‐Manji et al. 2021). The motive of the stakeholders is very much clear as he tries to update himself with each and every activity of the organization which is related to the business of this Audi in the automobile sector. The changes in the environment of the local and international market, the ups and downs in the selling of the products, the implementation of the pricing strategy of the products as well as the management of the employees of the organization; all activities have to be informed to the stakeholders of the organization (Węgrzyn and Wojewnik-Filipkowska, 2022). It is one of the effective interest roles of the stakeholder's analysis in the business of the Audi.
[bookmark: _Toc109839915]Conclusion 
The primary explanation for this report is entirely reflected as it is aimed to find out “the Role of Marketing in Creating Value for Customers” of Audi. In this case, the examination of the appropriate marketing fundamentals is one of the key components which is judged in this report. On the other hand, the “role of Stakeholders within a Global Marketing Environment and their impact on the Marketing Activities of an Organisation” are also taken part in the core of the concept of this report of Audi. Basically, the power and interest components of the role of the stakeholders provide a better idea in the management of the business of the organization. The importance of the market analysis for maintaining the flow of the business and the improvement of the selling of the product of Audi is totally justified in this report. Apart from this the marketing mix in the business of the organization like the introduction of the product, pricing of the product, selected place for business as well as the implementation of the various kind of promotional activities by the organization entirely reflected as per the concept of this report.
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