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[bookmark: _Toc44979250]Introduction
 The contemporary business environment has grown to be very competitive, innovative, and informed. Marketing, therefore, sits at the centre stage of every organisational. Due to massive technological advancement, marketing is primarily concentrated on social media marketing. Organisation strives to create the best marketing strategy to derive maximum outcome. The most vital part of profit generation is making sales and sales are only enabled by effective marketing.  Proper marketing increases customers and ultimately increases demand. Continuous marketing research and continuous improvement of marketing strategies are vital. This report explores the concept of marketing and how it strives to meet customer value. It also examines the critical stakeholders in the marketing process and the steps involved in marketing. 
[bookmark: _Toc44979251]The concept of marketing 
 Marketing is very broad concepts, and many researchers and works of literature have developed variant definitions. The UK Chartered Institute of Marketing defines the concept as a process of identifying, anticipating and satisfying consumers’ needs for profits (Fill, & Turnbull, 2016). American Marketing Association, 2018, on the other hand, defines marketing as the process of planning, pricing, promoting and distribution products and services to facilitate exchanges that meet organisational and individual objectives. The concept of marketing, therefore, entails the process of making goods and services known to consumers to the point of facilitating sales (Perreault, 2018). Marketing aims at creating awareness about a product, creating interest in the purchase and facilitating sales for profits. Awareness involves giving information that is relevant and of interest to the needs of the consumers. The success of a marketing process is reliant on the effectiveness of the organisation in achieving its goals, creating better products and better strategies than competitors (Mix & Brand, 2017). The concept of marketing thus has four pillars;
	Target market: this refers to the potential customers that the marketing intends to turn to buyers. this refers to the specific group that the marketing processes intends to deal with. This is the group that the product is produced for. Marketing, in creating value, must seek to customise their products and strategies to the specific needs of this group or groups. Marketing aims at communicating and making sales to this market (Blythe, 2019).
	Customer needs: these are the tastes, interest, wants preferences and requirements of consumers. These are the reasons why they would buy a product. Marketing involves meeting these needs (Armstrong et al., 2018). Value is measured by the ability of the product to satisfy these needs.
	Integrated marketing: this is the process of creating unified marketing in which the firm and the consumers can interact. Strategic marketing aims at creating a close relationship between the market and the firm (Perreault, 2018). this pertains to processes of creating close relationships and cooperation between stakeholders. It involves key stakeholders such as employees, financiers and the management. More importantly, it seeks to create closer connection between the firm, the brand and customers to create brand visibility and customer loyalty. Modern marketing has sought to continuously create value through integrated marketing, mainly with the use of social media.
	Profitability: marketing aims and making sales, generating revenue and maximising returns (Fill, & Turnbull, 2016). the primary role of business and its component activities such as marketing is to generate revenue and maximise profits. Profits are the returns after sales. It is the difference between sales and costs. Marketing processes strive to create value for customers for the primary purpose of maximising returns. Returns are maximised as a result of superior value creation activities and promotions.
 For instance, in the hospitality industry, a hotel seeks to satisfy customer needs for accommodation and entertainment. Best marketing strategies would, therefore, focus on delivery information that satisfies one’s interest to satisfy these needs with the firm.
[bookmark: _Toc44979252]Marketing Past, Present and Future in creating value for customers.
	Marketing as a process has existed for many years from the pre-digital to the current digital era. These years have seen massive development and trends in marketing in attempts to create value, outdo competitors and increase market shares. 
The sales era: salespeople, in the 1920s, and the sales pitch actively moves around to pursue sales by talking directly to customers into buying the products whether they needed the product or not (Hollensen, 2019).
The marketing era: this came in the 1950s onwards, and this marked the start of various market researches. Companies started customising and producing products that customers really needed (Armstrong et al., 2018). 
The relationship marketing era: this came in the 1990s when advancements were made from the marketing era. Marketers started building relationships with customers rather than just pursuing sales. This marked the beginning of valuing customer feedback (Blythe, 2019).
The Societal Marketing Era: the relationship era advanced to mix market research values of the 1950s and the relationship building of the 1990s. This further developed customer-focused marketing (Deepak & Jeyakumar, 2019).
The Digital Marketing Era: this marks the present state of marketing. This stage arose due to the societal dependence on technology and the internet. Social media has become a fundamental part of marketing and marketing research today. Typical social media sites such as Facebook, Twitter and Instagram have taken the core stage in marketing (Armstrong et al., 2018). It has become almost impossible to trade without social media marketing. 
Future of Marketing: The future of marketing massively depends on the further development of the digital era (Deepak & Jeyakumar, 2019). Digital marketing and e-commerce continue to take centre stage in contemporary business. Innovation in marketing is geared towards the use of artificial intelligence, search engines such as the use of hashtag and use of memes and gifs. There is a growing use of search engine optimisation, AdWords and PageRank, company websites and blogging (Chaffey, 2019). The key issues in the future of marketing include:
Relationship marketing: to date, massive developments have occurred to foster close relationships between the brand and customers. Marketers are continuously developing means to ensure a closer connection between brand and customers to ensures visibilities and consumer loyalty. Continuous marketing is one of the most used tactics to maintain visibilities (Rahman et al., 2017).
Corporate social responsibility: this refers to a company’s efforts to manage the environment with regard to the expectations of the community. May countries are continually adopted humanitarian activities such as partnering with the community, Non-Governmental Organisations to foster both altruistic goals and marketing goals. This trend is extensively used to create positive brand images and maintaining visibilities (Rahman et al., 2017).
Ethical marketing: this is a broad concept in marketing that incorporates carrying out business activities with consideration to the effects on the environment. A firm seeks to maximise profit with minimum negative effects on the environment (Hollensen, 2019). 
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Use of Marketing Strategy and Planning in creating value for customers.
A marketing strategy refers to the approaches and the effort developed by the marketing team to achieve the marketing goals (Blythe, 2019). It involves setting up the foundation for how the marketing will take place. It involves market segmentation, targeting and positioning and the development of a compelling marketing mix (Armstrong et al., 2018). These strategies are creatively, innovatively, and extensive use to customise products and marketing processes to suit the specific needs of consumers and to ensure the utmost convenience of consumers.
Market segmentation: this is the process of putting potential customers into categories based on various characteristics. The segments contain customers who will have a similar response to certain marketing strategies and who share certain traits such as needs, interests and locations (Fill, & Turnbull, 2016).
Market targeting: this refers to the process of choosing a target market to enable customised marketing strategies and distribution depending on their traits and interests (Hollensen, 2019).
Marketing mix
This refers to a combination of factors to develop perceptions and promote sales. Marketing mix involves the adoption of the 7Ps.
Product: this refers to the good or service that the firm is offering for sell. The product needs to meet customer needs, tastes and preferences (Fill, & Turnbull, 2016).
Place: this refers to the location in which the marketing process is undertaken and where the product is sold. Proper place selection must aim to bring the product to a place closest and most accessible by customers (Chaffey, 2019).
Price: this refers to the value placed on the product for purchase. It is the cost a consumer incurs to acquire the product (Blythe, 2019). Proper pricing strategies must aim at maximising profit by creating a price that most attracts the customer. Various pricing strategies include penetration pricing, psychology pricing, price skimming and premium pricing (Perreault, 2018).
Promotion: this refers to the ways used to inform customers about the product and how the product is distributed and sold. Promotion mechanisms must seek to create awareness, inspire interest and attract purchases (Armstrong et al., 2018).
People: this refers to the persons involved in the marketing process. Choice of qualified and committed employs promote effective marketing and effective customer relation-building (Deepak, & Jeyakumar, 2019).
Packaging: this refers to the state in which the product is presented to the market. Proper marketing process must adopt a packing strategy that has attractive visual qualities, easy portability and usability while at the same time securing the product (Mix & Brand, 2017).
Positioning: this refers to the ability of a marketing process to influence consumer perception. Marketing strategies must strive to develop positive perceptions and images about the firm and the brand (Armstrong et al., 2018). The best strategies aim at creating visibility to promotes long-term positive perceptions
Evaluation and control to continuously create value for consumers.
	At this stage, processes are set for monitoring, evaluation and control of the implementation process. Marketing process needs to develop practical, and relevant Key Performance Indicators (KPIs) customised to the needs and the objectives of the process (Perreault, 2018).
[bookmark: _Toc44979253]Stakeholders in marketing and their impact
Strategic marketing is a broad process that involves an integrated system of stakeholder coordination. There various stakeholders in the marketing process include customers, the management, competitors, employees and investors. These stakeholders can be divided into internal and external stakeholders (Perreault, 2018).
Internal stakeholders
These are individuals with interests inside the company. They are the parties that are involved in the management process (Fill, & Turnbull, 2016).
Employees: they are one of the fundamental parties in the marketing process. These are people who work for the firm for pay. Workers produce, sell or service the goods and services that steer the business. Qualified, committed and motivated employs are crucial to the production of high-quality products and the delivery (Fill, & Turnbull, 2016). These factors extensively affect the process of marketing. Effective marketing requires an innovative, committed and strategic workforce selection (Armstrong et al., 2018). 
Investors: these are the business owners. They provide the necessary capital for the marketing process. They are vital in funding every stage of the marketing process (Fill, & Turnbull, 2016).
The management: this refers to the leadership of the firms. They are responsible for setting organisational goals, strategic planning and decision making (Blythe, 2019). Successful marketing requires proper and timely decision making and clear communication of direction and goals by the management. Sales and marketing managers are the most fundamental leaders in the marketing implementation process (Hollensen, 2019).
External stakeholders
These are individuals, groups or companies that are not part of the management but are affected directly by the firm.
Customers: these are the people whose interest the business seek to meet. They are the buyers of the products marketed. Customers are considered the king of the business as marketing strategies are aimed at meeting their interests (Armstrong et al., 2018). Knowledge about customers is essential in determining the effective way of marketing campaigns to generate revenue streams (Blythe, 2019).
Competitors: these are firms or individuals who produce and sell a similar product. Competition levels depend on the image in the market, the scale of their operation and their ability to influence the market (Fill, & Turnbull, 2016). The level of competition and the strategies used by rival firms determine the strategies developed in the marketing process (Mix & Brand, 2017). marketing activities are geared to outdo competitors and retain consumer loyalty.
Government: this refers to the political regime of the day. According to Mix & Brand, 2017, governments determine rules and regulations within which firms operate. Marketing strategies must be made with regard to these frameworks.
Suppliers: These are the people who provide the firm with the necessary material for production. suppliers are vital to providing necessary materials for business operation. Manufacturers rely on the supply of raw materials, and wholesale or retail companies rely on manufacturers. Supply is, therefore, very vital to the success of the marketing process (Mix & Brand, 2017). 
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Different stakeholders therefore have different but overlapping and interdependent roles in organisational success. It is therefore proper to have effective coordination of these stakeholders to ensure commitment and innovation dedicated to creating value and maximising returns.
[bookmark: _Toc44979254]Conclusion
	Marketing is a very dynamic process, primarily due to the massive innovation and competition in the modern business world. The process must, therefore, commit to developing most effective, most innovative and most informed strategies to not only outdo competitors but also to maximise sales. More importantly, marketing processes must be very flexible to allow adaptability to the dynamics of the business environment.
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