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[bookmark: _Toc59933255]Introduction
Marketing is the set of activities of a company that are done to promote sales of the products or services of a business. It includes the activities of the company such as advertising, selling, and delivering products to the consumers and other businesses. The marketing can be done by the company itself or it can appoint some specialist individuals such as celebrities who do marketing on behalf of the company. The marketing professional who plays the roles of marketing and promotion for a corporation seeks the attention of the potential audiences. The actions to have the attention of the audiences are done by the corporation or the specialist individuals by advertising and campaign. Once again the promotions of the business and products of the business are done through celebrity endorsement, catchy phrases and slogans, memorable packaging and graphic designs, and overall the perfect media exposure of that time. A corporation knows the importance of marketing and thus there lots of strategies are used by the corporations to attain the attention of the consumers. There are so many catchy advertisements, messages found in the Medias which perfectly gain the attention of the consumer, and thus the business got a promotion (Smith, 2017). One of the biggest marketing strategies for the business is to make the consumer aware of the products and the business by making more and more advertisements. The thing is that if the business can make a proper design of the advertisement where the beauty of the product is shown and show the advertisement more and more, people must feel to have the product at one point. When the consumers will have the products they will get different tastes as the product is completely new in the market, and this is the way a company can get promotion and increase sales by penetrating the market. In this essay, the marketing processes and marketing stages of Nestle will be elaborated for its new product GoodNes chocolate oat milk, which will be launched very soon in the market. The marketing team of the company has suggested launching the product as they have found that people are seeking food with more protein and less sugar. The activities of the company to communicate with its stakeholder and the influence of the stakeholder on its marketing will also be elaborated. First, the marketing process will be discussed and then the stakeholder engagement will be discussed from the company perspective.
[bookmark: _Toc59933256]Processes and Stages of Marketing Including the roles of the marketing mix
Once again marketing includes the actions which are related to create value for customers and build strong customer relationships which ultimately capture value for the company in return. There are five stages of marketing processes that are to be followed by businesses. At the very beginning, the business has to understand the marketplace and the needs and wants of the customers. Secondly, it has to design a customer-driven marketing strategy (Pulido Polo, 2018). Thirdly, it has to construct an integrated marketing plan that drives superior value to the customer and makes the business a brand. Fourthly, the company has to build a profitable relationship with its stakeholders. Finally, the most important process for the corporation is to develop a strategy to capture value from the customers.
At the very beginning, the company has to understand the demands, wants, and needs of the customers. The understanding of these issues is significantly important as the business will have a proper mechanism to make a want-satisfying marketing offering and build a value-laden customer relationship. In other words, when the business will be able to understand the customer demand and need it will be able to develop proper products and service offerings to build a customer-value relationship by satisfying the demands and needs of the customers properly. The products and services offering based on demand also helps the business to make a long-term strong relationship with the customers by ensuring brand loyalty. When the company understands the demands and needs of the customer, then it has to decide who will serve customers with the product (Mageplaza. 2020). To make it easier company group the customers into different segments and appoints the required team and individual for every individual market. Here the business has to select a strong value proposition option for the customers, it can choose either production concept, product concept, selling a concept, or societal concept. In the third stage of the marketing process, the business has to plan where it will place the products and the way the product will create value. In this stage, businesses make an integrated marketing plan by following the marketing mix. In the fourth stage, the company thinks to maintain a profitable customer relationship. It has been done by the division of the business of customer relationship management by delivering superior customer value and satisfaction. In the final stage, the company plans to capture value from the customer. It means the company cares about customer equity; the company cares about the total combined lifetime values of all potential and current customers of the business. These stages are further discussed more precisely in the very next section.
Essential steps and stages for a successful marketing process
For the concerned product of Nestle which is chocolate oat milk, a deliberate series of steps are necessary to identify the target market and reach the target goal. These steps support what product is demanded in the market and also suggest developing the products and meeting those needs. There are several steps Nestle can follow to establish a successful and competitive marketing process. These steps include mission, situational analysis, marketing strategy or planning, marketing mix, and implementation and control (Ogawa, 2019).  In a bit detailed sense, the mission statement covers the objective of the business, situational analysis refers to the identification of the opportunities, SWOT, PEST, etc. analysis, marketing strategy refers defining the target market, setting the goal, developing the budget, etc. marketing mix refers product development, pricing, promotion, etc. final stage implementation and control refers putting the plan into action and monitoring result.
Mission: Every business has its mission; it might be written down and promoted throughout the organization. This mission is just the feelings of the stakeholder of the business, simply the products and services which are expected by the stakeholders from the business (Onkvisit & Shaw, 2012). Nestle has mission is to provide quality and demanded products to the customers. It will launch chocolate oat milk from the expectation of the customers.
Situational analysis: In the situational analysis, the business has to care about the internal and external factors that affect the success and failure of the business as well as the market as a whole. The motivation of situational analysis is to illuminate the strengths and weaknesses of the business and that might come from both the internal and external factors of the market. However, from the situational analysis, the business can have a clear, objective view of the health of the business, current and prospective business performance and customers, industry trends, the position of the company in the market. There are several factors to be observed in the situational analysis such as strengths, weaknesses, threats, and opportunities of the business. There are other components of analysis also such as company, customers, competitors, collaborators, and climate to find out the market environment. In the case of Nestle, the most significant strength is its global distribution channel and brand reputation as providing quality foods. It has the weakness of some bad experience of the customers for providing some underrated products. The company has the opportunity of launching a new brand such as chocolate oat milk that is already in the distribution funnel. Many other brands are a significant threat to the business. From the other criteria such as company, customers, competitors, collaborator, and climate analysis the company can have a clear picture of the business. It will have a clear view of the product line and company image from the company analysis. By customer analysis the business will find out the info about market size, growth of the market and the motivating factors the motivate people to buy the products and connected with the business. From the competitor analysis Nestle produce idea about its competitors and their products. By analyzing collaborators business can trace its suppliers, distributors, partners, and its agencies related to eh business (Lehtinen, Aaltonen & Rajala, 2019). In climate analysis business has the idea about the governmental actions affecting business. There is another popular tool to make situational analysis proper, PEST analysis. This tool shows the political, economic, social, and technical aspects which affect business. In this pandemic, every business has faced difficulties in sales locally and internationally. People are going through an economically difficult time. In this covid19 pandemic, people have been suffering a lot from the economic crisis that affects the sales of Nestle and thus the net profit. Thus it can be said that the business is not having a noticeable sales at this moment. The political environment such as legislative changes, tax laws, legal issues, regulation, etc. are not the issues, these are overlapped by the economic downturn and unemployment. However, Nestle is very much up to date with the latest technology and also careful about avoiding ingredients that make the environment polluted at the production house. Thus situation analysis tells the demand of the people can be fulfilled at the current market.
Marketing plan: After the successful analysis and identification of opportunities for the business, in this stage business has to select one which business can pursue. At the planning stage business will prioritize one option based on the analysis to market the target products. In the case of Nestle product, chocolate oat milk, a specified marketing plan will help the business to attain the goal properly. The marketing plan must help Nestle to identify the customers and also the way to reach them; it will also show the anticipated results for the business. At this stage, the business must consider some issues such as the cost of the marketing plan, the way of responding by the customers, and the way of responding to the competitors. At the very first stage of the marketing plan, the business will have to determine the target audience of a particular product (Šalgovičová & Štefančiková, 2011). However, Nestle is planning for offering the product especially for the old and middle-aged people who want food for protein with less sugar. To find out the perfect market for the product, a business makes some segments based on geography, demography, and behavior, and psychographic. Especially, business segments market based on the nature of the market, demand, and lifestyle of the people, the economic condition of the people, etc. This segmentation helps the business to find out the perfect market that makes the best alignment with the market demand and the company strength. Besides market segmentation, a business has to set a measurable goal for all sections of its units. For example, it has to set relevant target sales for specific locations (Chi, 2020). The company in this regard has to set the milestone or benchmark so that it can compare the actual result with the set benchmark. For example, it can set a certain sales limit so that it can compare at the end whether the business going to achieve its target or it required more attention to the business. At the final stage of the marketing plan, the business has to take care of the budgeting of the whole marketing. It includes advertisements, campaigns, online marketing, branding, public relations, staffing costs, etc. After determining all of its marketing actions business has to allocate the required resources and tactics.
Marketing mix decision: This is the stage of “how” the marketing plan would be. At this stage marketing business has to make marketing more concise. The business will have to follow the concept of the marketing mix for product, price, place, and promotion to position its products. This marketing mix reveals how the business will share its value to the customer and achieve a competitive advantage. This is thus the positioning of the product to the market. Most importantly business will be guided by the market analysis. It has to follow the concept which is expected in the market. For example, the business can use the product concept and offer competitive products, if it finds there is a quality product expected in the market from the market analysis. So it can use any of the strategies based on customer expectation and market demand as a whole. Businesses can position their product in the market by using either of one strategy of the four such as product, price, place, and promotion (Zikmund & Babin, 2010). If the business wants to position the brand based on the product quality it must ensure some issues such as the nature of the products, the expectation of the customers from the product, the way the product will satisfy customer demand, the features for meeting demand, the reason for using the product, the competitor and the difference of the product with the similar products, etc. The second is pricing strategy which includes discounts, company costs, payment period, list price, and the customer’s intention to pay for it. The communication for sharing the knowledge of product value and benefits is the promotion of the business. The company makes promotions to make people and customers educate about the business and the products. The company makes people understand the benefits of the product to them and the way the product will satisfy their demand. The final marketing mix is the place by which businesses teach its customer where the product will be available for them. At this stage, the business will have to set the distribution point or plan how the business will make the product available to its customers. It includes distribution channels, outlets, transportation, etc. Nestle has focused on all the marketing mix components based on complete research and findings. The business will make sure the best quality product at a reasonable price with a convenient location and complete advertisements and promotional activities.
Implementation and control: This is the last stage of the marketing process of the marketing activities of a business. In this stage, the business must have a complete idea about all internal and external factors of the business and the business is ready to implement the plan into action. The business will have to decide when and how the plan will be executed at this stage. Precisely, Nestle at this stage will reach the customer and make them convinced them about the product and service of the business (Churchill, Brown & Suter, 2010).  At this stage, the business will get the resources such as cash and staff to market the products organizes people who will do the assigned job for marketing the product, creating a deadline by which all tasks will be finished, and monitoring all details to reach the goal. However, this is the outline of marketing of a product of the business, if the steps are followed by the business properly, there will be a high probability the product will be successful to lead the market and have a competitive position.






[bookmark: _Toc59933257]Stakeholder engagement and its impact on the marketing activities of the organization
Stakeholder engagement helps the company to maintain the appropriate mission of the business and address its objective through a systematic and ongoing process of communication, connection, engagement, and exchanging values with and between the stakeholders. However, stakeholder engagement refers to the position of the business of connecting with the people who are directly and indirectly influence the performance of the business. These stakeholders include customers, employees, government, employee commission, social leaders, etc. the business which can maintain good relations with all of those parties have a comfortable position in the market by both in profitability and legality (Boesso & Kumar, 2016). The engagement can be built by regular communication and getting the opinion of those parties. Simply, the business is highly influenced by this stakeholder, thus the marketing has also been influenced a lot by these stakeholders.
Surely, the complete stakeholder engagement will make the business able to make better marketing plans and strategies. To ensure such engagement businesses will have to communicate with the engagement, talk with them, and take comments from them. The comments and feedback will help the business to make an even more attractive and prosperous marketing plan (Churchill & Iacobucci, 2010). To maintain proper stakeholder engagement business will have to make a list of its stakeholders and then it has to offer priority based on the influence of each stakeholder. While listing the stakeholders, there will be several stakeholders such as the people inside the project team of the product these are the single most stakeholder of the project, the CEO for the chocolate oat milk of Nestle. After that, there will be internal stakeholders such as the board of managers, sales managers, project managers, sales team, IT team, customer service team, etc. There will be stakeholders from external sides such as customers, agencies, supplies, competitors, industry bodies, unions, etc.
Stakeholder mapping: After the identification of the stakeholders of the business, it has to map them out now for determining the priority to be given to each one. This map is prepared by using a two by two matrix where the impact of the stakeholders is shown in one axis and influence on the other axis. The values of the axis show the level of impacts and influences of the stakeholders to the business. So, from the map, the business can have the idea which stakeholders are very influential and have a serious impact on the business. The impact is determined based on how heavily impact the business. For example, if Nestle miss to analyze its target customer the product will not be successful in the market which is a serious impact on the business. At the same time, the influence can be determined by the power, the stakeholders have to change the plan and strategy. They are also considered based on the necessity of that specific business project. In the case of Chocolate oat milk of Nestle, the marketing team is such a stakeholder unit that has a significant influence on the success of the product in the market. They can make the best marketing of the product by using the marketing mix properly at the same time they might be responsible for making the product failed in the market for their careless attitudes and activities. Based on stakeholder mapping business can segment its stakeholder and thus put importance on them. According to the map, the key players such as the customers for the business are to be managed closely and are to be satisfied. The trusted experts are the stakeholders who have a major influence and less impact on the business such as employees of the business. The passive passengers for the business are various unions and agencies that have impacts but less influence on the business. Finally, the distant cousin of the stakeholder map is the government agencies which have less impact and less influence on the business. However, a successful business always has to try to keep all stakeholders satisfied to have a great operation of the business and also have a competitive market position. Nestle has the culture of making its significant stakeholders such as employees, customers, and various regulatory bodies satisfied to maintain target operation and target performance.
In the marketing of products and services, stakeholder engagement is important for several reasons. It ensures the best marketing plan for the business, this is very common that when the marketing plan will be discussed with all available stakeholder, it will be better than prepared by any single individual or any group of individual (Aakhus & Bzdak, 2015). More precisely, when the business will go for a customer review, the customers will tell the business the current market condition, which brand they like most, what benefits they still need, what design and packaging of the products they choose, the level of price of the price, etc. These are very important factors to consider while making a marketing and production plan for any particular product. And this is also not possible for any business to have a clear and concise idea of product and market without proper stakeholder engagement.
[bookmark: _Toc59933258]Conclusion
Successful marketing eventually makes a product a leading brand in the market at the same time effective marketing cannot make a brand even the best quality product. The current market and future market are depended on both the quality products and also the standard marketing. The marketing team of the business needs to have complete engagement with all stakeholders of the business so that they can assign all issues related to business and market. The importance of marketing can easily be understood by the business when the peer business has blast in the market through an effective marketing theme (CaseReads. 2020). The business will have to feel for producing new products based on the market condition that means when it will find a gap in the market then it can feel rationally to fulfill the gap by producing that particular product and offering through the expected manner. To make the plan implemented business will have to use the marketing mix components perfectly. The appropriate application will suggest a business to produce an appropriate product and also standard delivery of the product. Nestle, however, has found the gap in the market that is it has found that there is no product in the market, so it takes it as a great opportunity and the business is very hopeful that the Chocolate oat milk will have great success in the local as well as global market.









[bookmark: _Toc59933259]References
Aakhus, M. and Bzdak, M., 2015. Stakeholder engagement as communication design practice. Journal of Public Affairs, 15(2), pp.188-200.
[bookmark: _GoBack]Boesso, G. and Kumar, K., 2016. Examining the association between stakeholder culture, stakeholder salience and stakeholder engagement activities. Management Decision, 54(4), pp.815-831.
CaseReads. 2020. 7Ps Of Marketing Mix: Explained Well With Examples. [online] Available at: <https://casereads.com/7ps-of-marketing-mix-explained-well-with-examples/> [Accessed 27 December 2020].
Chi, C., 2020. Everything You Need To Write A Marketing Plan [+ Examples]. [online] Blog.hubspot.com. Available at: <https://blog.hubspot.com/marketing/marketing-plan-examples> [Accessed 27 December 2020].
Churchill, G. and Iacobucci, D., 2010. Marketing Research. Australia: South-Western/Cengage Learning.
Churchill, G., Brown, T. and Suter, T., 2010. Basic Marketing Research. Mason, OH: South-Western Cengage Learning.
Freeman, R., Kujala, J. and Sachs, S., n.d. Stakeholder Engagement.
Lehtinen, J., Aaltonen, K. and Rajala, R., 2019. Stakeholder management in complex product systems: Practices and rationales for engagement and disengagement. Industrial Marketing Management, 79, pp.58-70.
Mageplaza. 2020. A Situational Analysis Of A Strategic Marketing Plan. [online] Available at: <https://www.mageplaza.com/blog/a-situational-analysis-of-a-strategic-marketing-plan.html> [Accessed 27 December 2020].
Ogawa, M., 2019. Design Effectiveness in the Early Stages of the Product Development Process:. Japan Marketing Journal, 38(4), pp.47-62.
Onkvisit, S. and Shaw, J., 2012. International Marketing. London: Routledge.
Pulido Polo, M., 2018. Acts or events? A perspective from the marketing mix. IROCAMM-International Review Of Communication And Marketing Mix, (1), pp.56-66.
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