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Marketing is a philosophy, extremely comprehensive in nature with various facets associated to it (Chernev, 2018). This strategy helps the organisation in identifying their business objectives, the market in which they participate, the audiences they wish to target on as well as in the near future, the approach needed to attract them and make them choose the organisation’s products over the others.
Marketing strategies now days establishes definitive metrics in each area so that the measurement of its success is possible and if any deviations are caused, they can be tracked immediately. E.g. the visitors on their website, sales figures, organic searchers for their brand versus the inorganic searches etc. 
Hence, it has become vital to understand the marketing process and how the various stages of the process are vital to establish an effective marketing strategy for any organisation.
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[bookmark: _Toc40125741]Strategic Marketing Process 
Strategic marketing process is a method which helps organisations in identifying their main goals and devising a plan to reach the said goals (Burton, 2019). The major steps being:
[bookmark: _Toc39099870]Step 1: Mission
Mission statement of any organsiaotn is a plain simple explanation of why the organisaiton is in that particular business and what are the various benefits a customer can enjoy by utilising their offering. Example: the mission statement of Chanel is to “bring fashion history to life” (Chanel, 2017) and “To be the Ultimate House of Luxury, defining style and creating desire, now and forever” (Farfan, 2018). While the mission statement of Apple is “Apple designs Macs, the best personal computers in the world, along with OS X, iLife, iWork, and professional software. Apple leads the digital music revolution with its iPods and iTunes online store. Apple has reinvented the mobile phone with its revolutionary iPhone and App store, and is defining the future of mobile media and computing devices with iPad.﻿" (Investopedia, 2019). However, sticking to the mission statement might make the company miss out on newer opportunities as it doesn’t lie in the ambit of its vision for the company. So if Chanel would have stopped going into the accessories industry because its mission statement focused on clothes then it would have been a negative step.
[bookmark: _Toc39099871]Step 2: Sitation Analysis
Situation analysis entails identifying the environment that the organisation is operating in and what are the parties, stakeholder and circumstances that could influence its operations, either positively or negatively. Marketing strategists have come up with various tools that help organisations in identifying these catalysts of change e.g. the 5 C analysis which helps organisations in studying their own company, their customers, their competitors, their collaborators as well as the climate they operate in. Further to understand the climate, organisations can make use of the PESTEL model which helps in learning the Political, Economic, Social, Technological, Environmental as well as the Regulatory/Legal atmosphere that they operate in. Example, A company like Chanel banned the use of fur and exotic animal skins from all its collections (Independent, 2018). Also, organisations can understand their current surroundings and strategize by making use of the SWOT analysis tool which helps companies in understanding their internal strengths and weaknesses and also judging the opportunities and threats that could affect them from the external sources. Example, a change in the KYOTO protocol has led to countries reducing their carbon emissions. This has an implication on factories as they have to make their processes leaner and more environment efficient (United Nations, 2018). On the contrary, it is vital to understand that these models only help in bringing out a subjective analysis of the situation. The practical analysis of the same situation might result in a different analysis. For example, lack of economic activity of in a country might consider it okay to ignore the carbon emissions.
[bookmark: _Toc39099872]Step 3: Marketing Strategy
The organisation needs to ensure that it has clearly identified their target market based on their age, taste and preferences, lifestyle choices etc. to ensure that the marketing efforst do not go in vain and can reach the customers who have a need or an impending need for their offering. The organisation then should focus on setting measurable goals, e.g. achieving a certain number of sales by the end of the coming quarter. And finally, the compnay needs to devise its beugeting strategy formalising the budgetary allocations related to promotions, sales, operations etc. Example: target audience for Chanel is the independent youth of today  who values the brand for its value addion to their life as a whole. Chanel also spends millions each year to hire the best to promote their products inclusing celebrities like Kiera Knightley, Brad Pitt , Nicole Kidman etc (Chanel, 2017). Nevertheless, the company needs to make sure that the strategy is flexible enough to introduce new aspects when the market conditions change.
[bookmark: _Toc39099873]Step 4: Marketing Mix
The next step is to figure out how an organisation can communicate the product, its feature and its value to the target audience. The 4 tools that help the organisation figure this out is using the 4Ps, namely: the Product, Price, Place and Promotion (Blokdyk, 2017).
Product: It’s vital for the organisation to have a clear product/service offering wherein it needs to clearly define its features, packaging, branding, quality, service support and any warranties alongside it. The organisation should also be clear as to what problem does their offering solve which will in turn motivate customers to purchase it.
Price: The organisation needs to make sure that it has priced its offering right. This means it should be able to communicate the value a customer can derive from the offering. The pricing strategy also entails information about the discounts along with it, the perceived value, terms of payments, any flexibility in the payment conditions, any commissions that can be earned etc. Example, Chanel is a luxury fashion house hence it follows a value-based prising method which makes the product highly priced indicating the value it adds to the customer’s life after purchasing it, while a Kellogg’s Cornflakes is low prices commodity because it belongs to the fast moving consumer goods (Kellog's, 2020)s.
Promotion:  Promotion entails devising the strategy to communicate with the target audience of regarding the value and benefit of the offering. It entails decisions regarding the advertising channels to be used, whether it should be using one medium or multiple, the public relations strategy, how to focus on sales, and the kind of publicity tactics needed to be used etc. Example, Chanel advertises its products on billboards, magazines, TV commercials, sponsorships, social media etc. (Chanel, 2017)
Place:  Whether the company is going to adopt the multi-channel strategy or the omni-channel strategy, what are the logistics involved in the transportation of the goods to the end user, would there be any storage needs etc. are decided here Example- Chanel has adopted an omni-channel strategy wherein the customer gets to experience the same environment be it online or offline. Additionally, the storage and transportation needs of Chanel are very different from a Weetabix which is of the perishable nature (Chanel, 2017).
[bookmark: _Toc39099874]Step 5: Implementation and Control
The final step is to implement all the decisions taken in the first 4 steps and monitoring them closely. The decisions were taken on the cisrcumstances prevent then, but as the environment is dynamic, the straegy should be robust enough to mould itself to the new circumstances. This will help the organsiaotn in sticking to the achievement of its ultimate goals with least deviations (Sahaf, 2019).

[bookmark: _Toc39099875][bookmark: _Toc40125742]The role of marketing in creating value for customers. 
Marketing is one the most important tools that can help in communicating the product knowledge to them and this creating a value for the same. Customers will buy a product only when they feel they can achieve any kind of value from the offering. 
There are various ways in which marketing techniques can be utilised to create customer value. Timely information lets the target customers know how this product is going to add value to their current lifestyle.  For a new Samsung phone it is vital that the company mentions the new features in the ads  it televises or prints in magazines or shares on social media.
Another aspect in creating consumer value is making the consumers aware of their need. Everyone has a phone nowadays, but the need to have a more advanced phone with features like handwriting to text, or slimming of a phone are features that might not think are  essential till the consumers haven’t used them. But making them aware of how it’s going to add to their ease of life is something the marketers need to focus on. Similarly, owning a Chanel perfume is important to raise one’s status in life and be a part of an elite group of users. This might not seem like a need and that’s where marketers need to use its tools like branding, promotion and publicity to advertise.
And finally, reaching the target audience is extremely vital. It’s vital to make a product offering suitable and convincing to the right market segment. The marketer needs to make sure that it has segmented its audiences according to their age, income levels, location, education and other such factors. On understanding these segments, it makes it easier to approach the said target audiences with the right tools which will get their attention. Example, Chanel will be showcasing its ads in a Cosmopolitan as compared to a business magazine like the Business Journal because the target audience of Chanel is most likely to be reading Cosmo as compared to Business Insider thus translation into higher sales (Rekettye, 2019).
However, it is also vital to look at the flip side. Just concentrating on the marketing effort of an offering would not guarantee creation of value for the customers. For example, Facebook Home was an android based app introduced by Facebook. With a lot of noise generated around it and a lot of marketing efforts initiated, it couldn’t prove to be valuable was a major flop in the market. Hence, it is vital to create genuine value for the customers and just marketing cannot be the answer, the offering needs to deliver what it has promised to the customers (Rodriguez, 2019).
[bookmark: _Toc39099876][bookmark: _Toc40125743]Stakeholder engagement and their impact on the marketing activities 
Stakeholder engagement is really important for companies as it helps in getting a social license to operate in the environment. It helps them maintain cordial relation with the community and gives them a positive public image. It also helps in avoiding a lot of regulatory issues. These stakeholders are the customers, the employees, the distribution partners, the media and others. 
Keeping the stakeholders happy is a task that all companies focus on and they accordingly changing their marketing tactics to please them. So to keep the customers happy, the company makes sure that they spread relevant information about how the product would directly impact them, so a company like Voss Artesian Water will ensure the customers know about its benefits. Similarly, to keep the distribution partners happy, the company will ensure that there are weekly/monthly offers that help in raising the sales thus keeping them happy. Along with this the media partners can have a field day when the company decides to have an annual general meeting and inviting them to overs the proceeding thus giving the company the right publicity and giving the media a lot of news worthy content. Also with this co-hosting events and sponsoring ecology based events helps the company in gaining social recognition as well e.g. Pepsico’s $1 billion green bond offering will fund PepsiCo's sustainability agenda (Bellucci & Manetti, 2018).
However, it is also vital to note that sometimes, it’s not vital to please all the stakeholders. Stakeholder management requires company resources, like time and money. So every company needs to understand which stakeholder is on top priority for them. It depends upon their level of the engagement. If they are highly involved, the company needs to give them high priority else they can be moved to the secondary list of priority. (You Matter, 2019) 
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In today’s times, integrated marketing has become the new buzz word. This entails using a mix of various communication tools to make sure that the right perception of the offering reaches the target audience (Suttle, 2019).
Social media marketing : This has become the most common tool which companies all across the world have adopted. Applications like Facebook and Instagram are filled with advertisements of brands of all genres. Companies like Chanel, post their ads on social media platform after seeing the user profile.
Email marketing : Companies send e-mails directly to the user’s inbox thus missing the chance of it being overlooked. So companies send this e-mail to ensure greater visibility of their offering. Example, PotteryBarn send e-mails to its customers and also people referred by its existing customers (Bialecki, 2018).
Search engine optimization, or SEO, is the latest trend which is followed across companies. This tool makes use of keywords that are associated with an offering and the keywords used by customers to make the match 100% exact when the customer searches for the offering online via organic   search. Example, if you search luxury brand perfume in Google, we get a search consisting of companies like YSL, Gucci, and Chanel.
Pay-Per-click (PPC) : is another tool used by marketers. It is a paid search option wherein advertisers pay a fee each time one of their ads is clicked. This kind of marketing is used to get more traffic on the website or a particular article so that there are greater views. Stores that are in high competition with each other generally make use of this tool (Noorani, 2019).
Blogs: Blogs helps in integrating the opinion of the brand along with that of the users of the brand to create a more rational and reasonable perception of the brand which is considered genuine in the eyes of the customers. Various companies have adopted the strategy to reach to the customers. The blog written specifically for Chanel helped in focussing on the various promotion aspects of the company. Specifically mentioning the price mix for the product offerings helped in understanding its pricing strategies across the world and how it makes sure that its value is maintained as a brand in the midst of currency fluctuations and other factors. Therefore, when a customer visits its store, they will end up having the same experience on its website, in-store as well as the blogs written for it.
Website: The websites today are dynamic, content-rich and extremely robust to adapt to the changing needs of the customers using them. The websites build today have a great user interface wherein it’s really interactive an optimised to be used on various platforms like smartphones, laptop, desktop or even a tablet. Examples of some great websites that help in fulfilling the omni-channel marketing strategy are Virgin Atlantic, Feed, ETQ, Mikiya Kobayashi, The History of Climate Change. These websites are rated the top websites on various platform due to their ability to interact with the end user.
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