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Processes and stages of marketing 
Marketing refers to the activity and processes of creating, communication, delivery, and exchanging offerings that a business has which bring value to its customers, clients, and the society. It is the process that links a business and its consumers, in which the business informs the consumers of the products and services it is offering them, and the value that the consumers would get from purchasing the products or services (Wu and Li, 2018). Activities in marketing include advertising, selling, and delivering the products to the consumers or to other businesses, like retailers, who then deliver to the final consumers. In many cases, some of the marketing activities are carried out by affiliates on behalf of the company, such as advertising and promotional companies (Wu and Li, 2018). The primary goal of marketing is to get the attention of the businesses’ key potential audiences with the aim of converting some of the members of the audience into customers who actually buy the products and services from the business. In this article, the processes and stages of marketing, including the marketing mix, are discussed with a specific example of a business being Coca-Cola (Crawford, 2020).
Marketing Processes
The marketing process differs from one business to the other depending on the situation and the products being promoted. However, there are some basic steps in the process which are fairly common among all businesses. These steps include understanding the marketplace and the needs of the customers, designing a market strategy that is customer-driven, constructing a marketing plan that is integrated and that delivers superior value, building profitable relationships, and capturing value from customers (Thabit and Raewf, 2018). These five steps of the marketing process are easily depicted by figure 1 below.
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Figure 1: Steps in the marketing process. Credit: Thabit and Raewf (2018)
Step 1: Understanding the marketplace and the needs and wants of the customers
It is essential for a business to understand the needs and wants of the customers it intends to serve with its products and services. Customers approach the marketplace with certain needs, wants, and demands (Thabit and Raewf, 2018). They also approach the market with the expectations that the businesses they will purchase from will satisfy their needs and wants and when this happens, they tend to become loyal and remain doing business with the company in the long term. Being able to meet the needs of the customers increases the long-term customer equity for the firm (Thabit and Raewf, 2018). One of the things that enhances a company’s ability to achieve customer satisfaction is being able to understand the difference between the needs, demands, and wants of the customers. In essence, the needs of a customer are the necessities, mostly physical items like food, shelter, and clothing, as well as some intangible products like safety which the customer requires for knowledge and self-expression. Companies cannot create the needs because they are inherently basic to the human state of the customers (Thabit and Raewf, 2018).
Human wants are the forms of human needs that are not as basic as the needs, and they are significantly influenced by culture and the personalities of consumers. These are the objects that satisfy the needs that are specific to individual consumers rather than the entire market audience (Crawford, 2020). On the other hand, demands are the needs that consumers have, which are only backed by their ability to purchase the objects to meet these needs. Consumers demand products depending on their wants and resources so that they can enjoy the benefits and value of these products to the satisfaction they yearn to match the quality of life they feel they have. In the context of Coca-Cola, the company has beverages that are priced differently (Crawford, 2020). While Coca-Cola products may not be considered as essential products, they can serve to satisfy the wants and demands of the customers. Some of the expensive drinks produced by the company are not accessible to all consumers because of price differentiation and this difference in price means that only those who want them and can afford them can demand for them (Crawford, 2020).
Step 2: Designing a customer-driven market strategy
When planning a marketing strategy, the company needs to be certain that the entire process is centered on the needs and wants of the consumers rather than the company itself. Here, the company needs to focus on selecting customers to define their specific target market and also decide the best ways to serve the consumers (Pomering, 2017). Companies will only satisfy their customers when they have clearly defined their specific target market because with this definition, the company is able to divide the market specific segments. Segmentation allows the company to target customers on the basis of their levels, timing, and specific nature of demands (Pomering, 2017). In addition to selecting the specific customer segments to target, the company also needs to choose a value proposition and decide how best to serve the customers. This refers to the process of the company differentiating itself and positions itself in the market by coming up with a set of values and benefits that it promises to deliver to its customers (Pomering, 2017). 
Businesses need to design strong value propositions as these will give them the best chances of meeting their goals and objectives. There are different alternative concepts that can be adopted for designing customer-driven marketing strategies which include the production concept which is developed with the notion in mind that customers will always be in favor of the products that they can afford and which are highly available (Stead and Hastings, 2018). The company’s marketing strategy must therefore be developed with a specific focus on the efficiency of the production processes and distribution channels. The product concept is developed with the notion that consumers will always be in favor of the products and services that offer the highest quality, performance, and which are the most innovative. The company’s marketing process has to focus on continuous product improvements to keep the customers happy and satisfied with their quality (Stead and Hastings, 2018).
The selling concept is developed around the notion that unless the company embarks on a large-scale promotion and selling effort for its products, the consumers will not purchase enough of the products. Every company has to be aggressive in the market and put in efforts to convince consumers to purchase their products as failure to this makes it easier for the competitors to the company to outperform the business (Liu et al., 2017). The marketing concept of the business is built on the basis that the organizational goals of this company will only be achieved if the company knows the needs of its target markets and delivers satisfaction to these needs. The social concept of marketing argues that the marketing strategy adopted by any business should deliver value to its customers in such a manner that the products and services improve the customers and the society at large in the long term (Liu et al., 2017).
Step 3: Constructing an integrated marketing plan to deliver superior value
The marketing strategy that a business adopts outlines the customers that it targets to serve and how it creates value in its products and services to meet the needs of these customers. The company’s marketing department then needs to develop an integrated plan to market its products in such a way that the customers will receive the intended value (Liu et al., 2017). The marketing strategy is executed through the marketing mix, consisting of the 4Ps as will be discussed in the subsequent section. Using this marketing mix, the company transforms its strategy into actions and uses all its marketing resources to reach the customers and deliver the promised value to them (Liu et al., 2017).
The Marketing Mix
The marketing mix of a business is also referred to as its 4Ps and provides a description of the company’s combination of the four inputs that make up the core of a company’s marketing system namely; the product, the price, promotional activities, and place (Liu et al., 2017). The marketing mix serves to ensure that the business can offer its customers the right product, for the right price, at the right time, and place. Companies use a blend of the elements of the marketing mix to achieve the success they want and generate a favorable response from the target market (Liu et al., 2017).


Importance of the marketing mix
The marketing mix gives the company a host of benefits, which includes understanding the products and services that the business offers to its customers. It also helps in the planning of a successful product offering and the development and execution of effective marketing strategies. The marketing mix also helps companies understand and take advantage of their strengths and thus, avoid unnecessary costs. The company also benefits from the marketing mix by being proactive such that it can avoid some and face other risks in the market in ways that do not endanger its success or survival (Liu et al., 2017). When a company’s management is composing its marketing mix, the members of the team have to define the products, the markets, and the value that they provide to the company’s customers and the society at large. As a result of this information, the marketing mix enables the business to determine if or not its products are suitable for its target market or whether certain changes would be needed. The company also learns how best to promote its products to its customers (Liu et al., 2017).
Elements of the marketing mix
The marketing mix traditionally includes the 4Ps: product, price, place, and promotion. Newer models of the marketing mix refer to it as the 7Ps of marketing, whereby the physical environment, people, and processes are included together with the 4Ps (Stead and Hastings, 2018). Every business has to understand its marketing mix elements for it to make the most out of the benefits that the marketing mix brings about (Stead and Hastings, 2018). The elements of the marketing mix are discussed below:


Product
A product refers to a good or service that the company offers as a solution to the needs of its customers. While goods are tangible, services are intangible, but both make up the product of a business. The marketing aspect of a product needs to consider the life cycle of this product and plan ahead to face the challenges that the product would expect to face in the market (Liu et al., 2017). In the product life cycle, once the product gets to its final stage of sales decline, the company needs to be innovative and reinvent it so that it can win back the demand for this product from the customers. This process is vital as it ensures that the company does not decline with its products, and also necessitated product differentiation so that the business deals with different products at the same time. This ensures that they do not reach the decline phase together (Liu et al., 2017).
Price
Price is the amount of money that customers are willing to pay for a product. This is a vital element in the mix because it determines the profits of the company from the production and sales of the product. The price needs to be balanced such that it is not too high for the customers to afford and also not too low that it makes the company lose. However, there are also other factors that determine the pricing strategy of a company, including the price ranges of the competitors and the customers’ perception of the product value (Stead and Hastings, 2018).
Place
The place element in the marketing mix refers to the distribution aspect of the product. It also has a lot to do with the methods that the company uses to distribute the product to the consumers. The company needs to make sure that its products are easily available to all the customers (Pomering, 2017). For instance, Coca-Cola is a company with its headquarters in the United States, but it has its production and distribution processes going on all over the world. Coca-Cola ensures that it makes its customers know about its products, especially new ones that it introduces to the market, and then ensures that these products reach all its customers through a series of distribution centers and affiliated dealerships in all the continents.
Promotion
Promotion refers to the processes that the business uses to create awareness of the product and gain the attention of its customers. The promotion processes include a wide range of activities carried out by the company to make the customers aware and get the feedback from the customers regarding the specific products (Wu and Li, 2018). These include public relations, advertising and sales promotions, and customer service among other activities that relate to the customers and the brand. When the company s creating its promotion or marketing strategy, it is useful to consider the methods that competitors in the market use, the most effective channels for the company, its target customers, and the specific product, and the perceived value of the product (Wu and Li, 2018).
Step 4: Building profitable relationships
Customer relations form a significant pillar to the success of a company and the business has to ensure that it establishes and maintains warm relations with its customers. The first thing the company has to do to sustain profitable relations with the customers is to deliver the value it promises in its proposition and meet the needs of the customers to satisfaction (Thabit and Raewf, 2018). The management of customer relations aims at producing high customer equity, which refers to the total combined lifetime value of all the company’s customers. Companies with excellent customer relations have more loyal customers and find it easier to introduce new products and services as well as gain a bigger share of the market (Thabit and Raewf, 2018).
Step 5: Capturing value from partners and customers
The company’s customer equity increases with the number of loyal customers it gets. After creating positive customer relations, the company has to ensure that it retains the customers and that they will come back for more business when they have needs in the future (Lahtinen, Dietrich and Rundle-Thiele, 2020). In this essence, the company has to come up with ways to ensure that customers remain happy, and with every time they return for business, the company gets more value from them. The same applies to the company’s partners in that happy partners are more likely to create more value for the company than those who have issues with their relationships with the business (Lahtinen, Dietrich and Rundle-Thiele, 2020). 
Stakeholder engagement and their impact on the marketing activities of an organization 
The stakeholder theory argues that the purpose of a business is to bring together its stakeholders - employees, customers, suppliers, investors, and distributors – in the society to create value through employment, products, and services that solve the needs and wants of the different stakeholders. In this aspect, a stakeholder is anyone that has an interest in the business and who will be impacted in one way or the other by the outcome of the business’s processes and strategies (Miles, 2017). Stakeholders are important to a business because they provide manpower throughout the production and distribution process and also consume the products. Without these people, the business would remain only as a concept and nothing would be executed to make the business a reality. Since they can influence everything to do with the company, it is essential that the company adequately engages them in all the processes and activities (Freeman et al., 2010).
The stakeholder theory propones that unless a company delivers value to its stakeholders, it cannot achieve its targets successfully. In this theory, the value can come in multiple forms beyond financial benefits. One of the reason for which these stakeholders are important is that they increase the productivity across the business (Jones, Harrison and Felps, 2018). If the employees of a company feel valued by the company, they are more likely to work harder and that would make them more productive. The benefit to the company in this essence would be increased production of the product or services, more sales, and increased profits (Jones, Harrison and Felps, 2018). Once the company’s production increases, there arises the need for the company’s operations and processes to be expanded to handle the increased traffic. This means that when the company values its employees, there will be a ripple effect that will necessitate increased activity in other areas of the company (Jones, Harrison and Felps, 2018).
Increasing the production of a company and then failing to set up systems to increase the productivity of other departments of the company would make the company unable to benefit from the increased production (Freudenreich, Lüdeke-Freund and Schaltegger, 2020). There is a necessity to ensure that when the production increases, all other systems can support the additional production and thus, the company can reap the full benefits of the increased production. This means that by value addition to the employees, the company could be required to improve performances of the marketing department, logistics and distribution department, as well as customer services (Freudenreich, Lüdeke-Freund and Schaltegger, 2020). This would affect marketing because with more products to sell, the company would require more resources and an approach to product promotion that would enable the company to sell its products as easily and quickly as possible to keep up with the production. A failure in one of the systems would lead to piling up of the finished products in warehouses, which would not be beneficial to the business (Freudenreich, Lüdeke-Freund and Schaltegger, 2020). 
When the productivity of a company is increased, it is expected that the quality of the service or commodity that the company makes is also increased. Better product quality would translate to increased customer loyalty, which would benefit the company most because the customers are considered one of the company’s most significant stakeholders. When the company makes decisions, the needs of its customers are among the most important things to consider (Freeman, Phillips and Sisodia, 2020). Therefore, the company has to do all it can to make sure that it meets the needs of the customers and make them happy by including their feedback and suggestions about the product in the company’s production processes. This makes the customers more loyal and likely to refer other customers to the business than when they are unhappy with the product quality. Impacting the customers in this way would also need the company to use a different approach when promoting its products and that would impact the entire marketing process (Freeman, Phillips and Sisodia, 2020). When the company has more loyal customers, business is more likely to be performing positively and that would attract investors into the business. The result of this is increased growth for the company and the availability of more resources that the company can allocate to marketing and product promotion (Freeman, Phillips and Sisodia, 2020). 
For a company like Coca-Cola, stakeholder engagement is a highly valued factor of success because it keeps the company in close relationship with all its stakeholders. The company engages all its internal and external stakeholders in substantive dialogues and integrates their feedback in its decision-making processes, thus making every stakeholder to feel represented and valued by the company for whatever it is that they do in it (Banutu-Gomez, 2012). To incorporate all its stakeholders in the process, the company uses its regional teams to identify, map, and draw priorities of its stakeholders so that each region is represented and all stakeholders feel as they are part of the company (Banutu-Gomez, 2012). With the increased collaboration with the stakeholders, the company manages to collect feedback from all the regions and gets an informed analysis of its customers’ needs and wants. The company then incorporates these into its production, distribution, and sales processes, which means it is better suited to satisfy the needs of its target market (Banutu-Gomez, 2012).
There are some benefits of stakeholder engagement in marketing that are not directly linked to the process of product promotion, but which play a significant role in making the processes established to market and promote a business and its products successful (Freeman, Harrison and Zyglidopoulos, 2018). These include the ethical benefits that a company gets from stakeholder engagement which drive the company ahead in more ways than just productivity and profits. When stakeholders are engaged by the company, research indicates that the mental health, especially in the case of the company’s employees, greatly improves (Freeman, Harrison and Zyglidopoulos, 2018). This leads to an increase in job satisfaction and the result is an elevation in the socioeconomic status of the business in the local community. This means that the society will be viewing the company as one that values and cares for its employees and customers, which further reinforces its brand image in the market. In such a case, the company is likely to perform better in the market and the demand for its products and services would rise within the community (Freeman, Harrison and Zyglidopoulos, 2018). 
An increase in the demand for the company’s products would necessitate an increase in production and the ripple effect would be similar to what it would be when the impact starts from the side of the employees (Schaltegger, Hörisch and Freeman, 2019). Companies that see an increase in production and demand need to also spend more resources getting more customers to purchase its products, which would require changes in the marketing strategy. The marketing process entails all the processes involved in developing a product and getting it to the consumers. This means that marketing research is a part of the process, which therefore, requires the company to incorporate product information from the market (Schaltegger, Hörisch and Freeman, 2019). A company that fails to correctly target its market with the products that the consumers need will most likely experience slow sales and poor performance of its products. It is for this reason that businesses should engage stakeholders in the process of conceiving, developing, producing, distributing, and selling a product (Schaltegger, Hörisch and Freeman, 2019).
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