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[bookmark: _Toc58488233]Introduction
Marketing and stakeholders are important terms of a business where stakeholders are responsible for making strategic marketing plans for the business. This report suggests the marketing process, marketing impacts, the role of marketing, marketing mix, stakeholders mapping, and role and engagements of stakeholders in the marketing process. The main purpose of this report is to analyse how the Louis Vuitton brand manages its marketing strategies and stakeholders' activities in its business. It includes the process of marketing with its four stages and how the marketing environment affects the entire business. It also shows how marketing factors impact the business and its reputation in the market.
[bookmark: _Toc58488234]1. Processes and stages of marketing including the role of the marketing mix.
[bookmark: _Toc58488235]Marketing 
Marketing is defined as the process of selling and buying of the goods at a certain place. Proc cess of marketing is connecting by the organizational and social-economic process of selling and buying of goods and services (Guo and Zhang, 2020). According to Phillip Kotler marketing defined as satisfying the needs and desires by the using exchange process. After few year changes occur in definition and define the market is "a social and managerial process by which individuals and groups obtain what they want and need through creating, offering and exchanging products of value with others".
Marketing considers as a process that includes selling, advertisement and distribution of the product. Marketing is crucial for the company because through this company sale their products to the customer. Company’s main objects to satisfy the needs and desires of their customer by providing customize goods and services. Marking considered as a platform to company and customers where company sale their product in the market and customer purchase product. Marketing divided into two concepts first is narrow, in this concepts company transfer the ownership of goods direct customers. Broad concepts are defined as the function of marking is doing before its production and easily transferable ownership. Two concepts of marking are used by the company, first are traditional and second are modern concepts. Traditional concepts consider the transfer of ownership of goods and services by the using of physical distribution. According to the American Association, the traditional approach defined as marketing is the platform where performing the direct activity of goods and services by the producer to buyers and customers. The second concept is a modern concept of marketing which defined as the company provides buyers satisfaction by satisfying their needs and desires. The modern concept of marketing is based on customer-oriented and analysis and highlights the needs and desired of the probable buyers and given that goods and services to complete their requirements (Appel et al., 2020). Company’s first motive to satisfy its customers by fulfils their needs and wants and manufactures the customized product. According to the American Marketing Association modern approach defined as “ Marketing is the process of planning and distribution and executive the conception, pricing, promotion and distribution of idea, goods and services to create an exchange that satisfies individual and organizational objectives.”
Process and stages of marketing are classified into five steps. The first step is situation analysis, the second step is design marketing, third is a construct marketing strategy, the fourth step is to build a profitable relationship and the fifth step is capturing value from customers. In the first step includes mission and situation analysis of the organization. Mission in the context of marketing is to describe as the company’s objectives and agenda and identifying the steps of the company which used in providing facilities to their customers and also analysis of the buyers demand, needs, desire and wants. This step helps to enhance the customer relationship with the company and more satisfy their potential buyers. The first process helps the company in recognizing the factors which affect the organization like internal and external factors. This process is crucial for the company and helps the organization to get the customers equity. Using this process company determines their situation in the market and clear vision of the organizational resources and also finds the company’s position in the market. The second step of marketing is design market strategy, after investigation of demand of the customers, the company makes strategic plans for completing customer’s needs and wants to get opportunity can develop. In the third step company makes market strategy, in this step organization builds the strategy which depends on the market research. The company decides on how to apply these strategies in the market and decide what will serve and object of the company to cover the particular area of the market. The fourth step of the marketing is to construct a profitable relationship and strategy. In the fourth step, build a profitable relationship in the market with their customers. In this step, the organization makes a relationship with their customers and potential customers. In the last step consider capturing value from customers, in this last step company take feedback from customers and work on their feedback and changes in their product and provide more customized goods and services to their customers. All the steps of marketing help to the organization to build their images and make a good relationship in the market with the customers (Kumar et al., 2020).      
Louise Vuitton follows simple marketing steps which depend upon the specialization of product. Louise Vuitton differentiates their product through their brand values; they produce their product on different bases like handmade and special craft clothes and belts and only produce some unit for limited customers. Mainly Louise victim focuses on the high-class customer because they produce much expensive product which affords by the luxury customers. The company considers only the premium quality of the product. Louise Vuitton has its stores that mean Louise victim stores only sale their products clothes belt and no third-party sales that makes brand Exclusive. Less number of stores helps to protect the quality of the product that makes sure customers Satisfactions. The objective of Louise Vuitton focuses on the high-class customers means to identify high-Class customer demand that’s why researcher should monitor their behaviour and changing style. This company only produce an expensive product which affords and taken by only businessman and wealthy customer. Company discerns about the fewer market competitors and easily supervises on customers and find out Buyers needs and wants. After finding needs and wants of the customer company makes starter and Product to improve their product and increase their market value (Sapapthai et al., 2020).
[bookmark: _Toc58488236]Role of the marketing environment
The marketing environment mainly contains some external factors that impact the relationship between consumer and business. No business has total control over marketing factors which cause poor performance of the business in the market. Sometimes it has a negative impact on the business as it affects the ability of the business. It is beneficial as well if a business understands the market strategy properly and effectively.  It contains two parts such as external factors and internal factors where internal factors refer to staff, partners, suppliers, and retailers, and external factors refer to demographical, legal and environmental, and technical factors. These factors have the ability to affect the business totally. An internal factor, an employee, can affect the company productivity in many manners as if they do not dedicate towards the company’s work or are not interested in the company’s status or market value then they didn’t do their best to increase the business market value. The company must engage its employees in the business process (Appel et al., 2020). 
Employees are those who can enhance the product quality of the business and add economic growth to the business as well. Usually, large companies hire experienced persons so that they can get extra benefits to their business and cut the cost of the employee training process. It is known that the company pays a high payroll to the experienced candidates but how much they pay to their employees, the more they get benefits from them. Some of the businesses depend upon the nature of the market or the economic condition of the market. Due to the economic recession, the power of buyers goes down and the inflation rate goes high which also affects the company’s productivity and economic growth. Other companies who does not affect by the economic recession are usually dealt with upper-class consumers as economic recession only affects the lower-class consumers. Louis Vuitton offers luxury products which only upper-class level consumers can purchase their products, so this company usually didn’t affect by the economic recession in a particular country (Kumar et al., 2020). 
This brand has a positive environment that reflects on its business strategies and brand promotion strategy. This brand is known for its premium quality products that are famous worldwide. This company offers hand made products and machine-made products with the ground of custom products and special-order products as well which attracts the customers worldwide. This strategy allows the company to increase its brand value more in the global market. Louis Vuitton unique identity differentiates it from other brands properly. This company also prefer surveys to understand the needs of the customers and the market. Marketing environment strategy helps this company to know about its competitors and allows them to compete better with their products and services. Marketing strategy promotes the brand name in the market and allows the company to run its business all over the world. The external factor of the marketing environments states about the changing strategy in the market and the customer's need (Appel et al., 2020). 
Society culture decides the future of a specific product, so it is important for the company to develop the marketing strategy for their business. It could be difficult for the company to sell their products in rural and remote areas where people often purchase expensive things. So, knowledge of the culture of a community or a society is a must for the company. Usually, the customers ask for the limited edition of the company’s product so it could be easy for the company to make happy that specific customer and make them loyal customers of the brand as well. The Louis Vuitton brand is usually worn by celebrities and politicians, so the company doesn't need to promote their brand as people follow celebrities so that they will already check what brand their favourite celebrity does prefer. But the company can make an effective marketing environment by posing some celebrities as their users (Guo and Zhang, 2020).
[bookmark: _Toc58488237]Marketing research
This strategy assists to discover a preferable audience for the business. It is a customer-oriented process where the company mainly focuses on increasing a new market for their business. In other words, it allows a company to enter into a new market which they were not known about before. Market research allows for identifying relevant customers. It perhaps helps a brand to have acknowledged their marketing mistakes. It works for both qualitative and quantitative data that are made for research on customers. Louis Vuitton has the potential to grow in the market as their products cover high quality which attracts the public. This brand covers 42 billion dollars with its luxury products in the market. This company can earn more profit if they do start surveys on a local basis as well. It will increase their buyers’ range which helps their business to make its economy stronger (Guo and Zhang, 2020).
[bookmark: _Toc58488238]Marketing mix
The marketing mix is a method that comprises a set of actions and strategy to promote the brand and products of the company. The method of marketing mix carries 4ps to promote the products and goods of the business. The 4ps of the marketing mix are Product, price, promotion and place which are an important element of this method. Products are the result of the business which are produced for sales and gain their results in profits. Service can also be a product of the company. Any service in return for the revenue is defined as a product of the company (Deepak and Jeyakumar, 2019). The companies manufacture these products as per the expectation and demand of their target audience. In this process of manufacturing the products market research helps a lot. Louis Vuitton is a fashion brand that produces luxury goods for their target audience. There is no doubt that the company produces these fashion goods and products as per the demand and expectation of its target audience but it is the uniqueness of these products and goods that make it popular and trendy within the market place. The price of these products is defined on the cost of its availability and production (Othman et al., 2019). 
The company sales its goods and products on fixed price which is affordable for its customers to purchase. If the price of the products is lower than its competitors within the marketplace then it can increase the demand for the products and goods of the company. The products which have low-quality could influence the competitors of the company within the marketplace to keep the price of their goods and products low. The price of the goods and products should set according to the quality of these goods and products and not according to the price of its competitors within the marketplace. The big companies produce goods and products based on the economic scale scales which can reduce the cost on per product and offer lower prices with quality within the marketplace. The large-scale production is not possible for the small companies and it cannot meet the cost rate that is offered by the big companies in the same sector. To conquer these circumstances small companies should focus on the quality products and they should promote their products on behalf of the quality and durability of the goods and products. The promotion of the high-quality products can be much easier if the competition within the market place is less but if the same quality is offered by the big companies at the lower prices it would create problems for the small companies in the market. Through marketing process the promotion of the goods and products become possible and it also helps in the strategic planning of the businesses so that they can expand and enhance their products and goods by fulfilling the need and expectation of the customers (Eckhardt et al., 2019).  
The place is the most significant element that plays a major role in the operation of any business in the market. An organisation or a store should be in the middle of the city so that it can attract the attention of the people easily and should be decorated in a way that can influence the customers. The transportation system of the company must be located in a good location where all corporate facilities are available. The company must locate its production unit in the outer region of the city or state for the goof connectivity with other city or state. The luxury of the French society represents by the Louis Vuitton. The company is recognised by its high-quality products and brilliant designs. The manufacturing cost for every item is extremely high in the company. There are various items of the company such as Noe purse bag, Handle bag and Monogram canvas which are extremely expensive (Deepak and Jeyakumar, 2019).
[bookmark: _Toc58488239]2. Identify relevant stakeholders and assess their impact on the marketing activities of the organization.
[bookmark: _Toc58488240]Stakeholders

Stakeholders are persons with interest in the organizational activities and decision-making process. a person who is influenced or influencing the marketing process of an organization are known as marketing stakeholders (Sapapthai et al., 2020). They could be anyone, for example, employees, managers, suppliers, and creditors. All stakeholders have a crucial role in the marketing process. Employees are responsible for a promotional activity where they visit different places for promotional activities. Marketing process requires huge investment and financial support for the future. In that case, borrowing loan from financing company or inviting investors to invest for expansion are done by the directors of the company (Zingraff-Hamed et al., 2020).

Stakeholders can be classified into two major terms i.e., internal and external stakeholders. Internal stakeholders are the persona within the organization who contributes to the implementation of the marketing process, for example, employees and managers. External stakeholders are outside the organization responsible for the success of the marketing process. They are customers, suppliers, distributors and creditors. Mainly external stakeholders are influenced by the business environment and depend upon the company’s proposal offered to them to sustain in the external environment. Customers are very important stakeholders in the marketing process because the company takes a decision and develop a product within the context of customers taste and preference. Their acceptance for the product is the outcome of the marketing process (Gluvacevic, 2020).

[bookmark: _Toc58488241]Stakeholder’s mapping theory

Stakeholder’s mapping explores the persons who will influence or be influenced by the marketing process. Company identifies its main stakeholders in the marketing process. Mapping of stakeholders could be divided into internal and external stakeholders that make the exploring process easier (Waheed et al., 2020). The company must explore the best employee or managers to get suggestions. Employees as internal stakeholders might suggest the best idea for the marketing process. Managers would help in training promoters under marketing planning. Upper management is responsible for decision making and strategy planning. Stakeholders mapping could be differentiated into various forms like a local community, financial analysis, local government, central government, media and environmental groups. Putting light on each form of stakeholders, the company must start with the local community which are employees and management on which company has full access and control. Financial analysis on other side is related to expenses on marketing process which are analyzed by the financial department of the company. Media plays as external stakeholders that promote the company’s products at the vast level in which social media is the most successful and popular option of digital marketing (Vinerean, 2019). 

Environmental groups may include suppliers and distributors who work as per the business environment and the company has very control over them. Suppliers cost the company very high if they supply and promote only the company’s product in the market but still very useful at the initial stage of marketing. They are the persons who will approach the target market. Local government is always a threat to the corporate. Usually, rules and regulation passed by the local government are mostly in favor of corporate but any destructive decision or policy could fail the entire planning. The company must analyze government policy and design marketing process as per the government guidelines (Nursanti et al., 2020).

Louis Vuitton employees especially workers do production as per clients advise and suggestion in the product. They know what customers need and want to the company. Louis Vuitton must engage workers in decision making so that good planning would strategize. Louis Vuitton is master in the production of handmade products and goods that make it unique from others and the company must train promoters to emphasis the specification of the company only. Mapping of stakeholders are possible with the managerial team who will identify the real stakeholders of Louis Vuitton. Louis Vuitton has engagement with celebrities who are another important stakeholder in the marketing process. They are the persons who will help to make products and brand more popular among the people. The company must find the financial sources that’s why mapping investors in the marketing process is very essential to make the promotional goal successful (Ormrod, 2020). 



[bookmark: _Toc58488242]Engagement of stakeholders in the marketing process

Employees and management as stakeholders engaged in marketing process in terms of different roles. Employees have an important role in the marketing process, where they are responsible for providing customers need and wants. As Louis Vuitton produces handmade products they very well know what customers want and what they reject. Workers know what products and changes would attract the target segment. Managers on the other side have a different role to perform. The manager would arrange the training programmers for the employees to understand the marketing process. This is very important to keep employees updated and teach the proper etiquette to deal with the customers. Responsiveness to the client would retain them for long term therefore manager must train employees (Ndofirepi et al., 2020).  

Suppliers and distributors have a very important role in the marketing process. Suppliers approach all the company’s stores and ensure stock availability. Distributors have contacts with customers and small vendors who purchase and do referral promotion of the product. Distribution channel of the company eases the marketing process. Media is helpful to approach customers. Marketing process needs a large team of promoters and salespersons. Distributors provide salespersons and suppliers to the company at low wages. Customers are the most crucial part of the marketing process as they play the role of marketing process formation and final consumer of the product (Gluvacevic, 2020).

Louis Vuitton has limited stores that limit promotional activity. Employees and managers of Louis Vuitton make the marketing process successful. Training and producing good quality products is the responsibility of managers and workers respectively. The investors of the Louis Vuitton are keen to promote the brand as the company has a good image amid celebrities. Louis Vuitton participates in fashion shows and conducts promotional events with the help of top celebrities. Emma Stone is the present brand ambassador of Lois Vuitton (Eugenio-Vela et al., 2020).

[bookmark: _Toc58488243]Impact of Stakeholder’s in the marketing process

Stakeholder has a different impact as per their roles and engagement in the marketing process. Employees could make the marketing process successful if they work energetically. Manager’s leadership quality will help the implementation process easy for the company. Investors of the company are depending upon the financial position of the company. Investment on the marketing process reflects on the company’s brand value. Investors analyze the decision-making process of the company and study the success rate of the marketing process. Investors only fund money if they found the company progressive (Nursanti et al., 2020). 

Lois Vuitton worker has a huge impact on its marketing process. Handbags are mostly maid from handwork. The majority of buyers are the United Kingdom or European countries. Louis Vuitton stores are located in luxury departments and posh areas that help to reach customers. Saks, Bloomingdales and Nordstrom are some of the examples of popular location. The company sells at a low price in Italy and Paris as VAT tax is less. Louis Vuitton never sales its products because exclusively available only at the company’s store. Company does not deal with the third party that makes the products very less and limited. Fewer items have high value and demand in the market therefore Louis Vuitton limits its stocks to some popular stores and location. Media and websites are the most important stakeholders for the marketing process of Louis Vuitton products. Company has its Magazine to promote products. Magazines are only read by the elite class who could afford such expensive brands. All the stakeholders have positive impacts after being stakeholders’ mapping. Stakeholders have a negative impact if the implementation plan is not concerned about them (Eugenio-Vela et al., 2020). 


[bookmark: _Toc58488244]Conclusion
The finding of this report suggests that Louis Vuitton is a limited and small market segmented company. A marketing mix helps the company to implement an optimum solution for their marketing strategy and allows the company to enhance its market. This company also introduces new products to the market with limited stocks that attract marketers and consumers as well. This brand usually deals with high-profile people like celebrities, politicians, and sports persons because these categories are only eligible to match the company’s standard. The marketing process of this company is limited and much specified. This company also treats their employees as its family and earn profits on a large scale as its employees feel happy with the company’s environment so they do their best to make their brand more valuable in the market than others.
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