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Marketing is the concept that mainly involves buying and selling of product and services. It has been identified that marketing managers perform various responsibilities such as forecasting of budget, involved in negotiation activities, develop sales and advertising contracts etc. There are seven principles of doing marketing that includes product, price, promotion, place, positioning, people and packaging. It is considered as an important element that supports in determining future and current trends in the market. In addition to this, it comprises of seven Cs that emphasize on Consistency, Credibility, Competitiveness and Clarity. 
The current report reflects the Coca Cola Company. It is considered as a multinational corporation that serves beverages to the customers in the market. It was established in the year 1892 (Coca Cola Company, 2020). It carries out the business operation under manufacturing, retailing and contributes towards marketing of non-alcoholic syrups. The report includes an essay on a marketing role in creatingvalue for customers and the influence of stakeholder engagement on the business.
[bookmark: _Toc47800017]Analysis
According to Baines and et. al (2017) marketing is the simple term that emphasizes on satisfying needs and expectation of customers. In addition to this, marketers create value for customers by building a relationship with them that further supports in earning higher profits. It has been identified that there are various elements associated with marketing such as designing of marketing strategy, developing marketing program and determining needs and wants of customers. Further, it can be said that understanding regarding marketplace can be developed through effective market research. Development of customer-driven marketing strategy is considered as an important corporate objective for the firm. With the help of marketing strategies, companies differentiate their competitors so as to gain customer satisfaction.
On the other handMcKay, Hopkinson and Ng, (2018) argued that for gaining competitive advantage in the market companies identify external and internal factors that influence their business operation. In addition to this, for evaluating competitiveness porter five force models are applied by companies that support in determining competition in the marketplace. Moreover, market segmentation and targeting approach is taken into account for considering a particular group of people to whom services and products are provided by the company. Buying behavior is also considered an important aspect for marketer at the time of introducing product and service in the market. This is because it is necessary for the firm to determine needs before launching a new product in the marketplace.
As per viewDeepak and Jeyakumar, (2019)consumer decision-making process involves six stages such as problem recognition, searching information, evoked set, identifying alternatives, purchase decision and a post-purchase decision by the consumer. It has been observed that with the help of these stagesbuyer take a decision for purchasing a particular product and service. Through buying behavior involvement of consumer-level in purchasing product is determined. In addition to this, there are mainly four types of buying behavior that includes limited decision making, extensive decision making, impulse buying and routine response. In the case of routine response, the level of involvement of buyer is low further limited decision making constitute in purchasing product occasionally by a consumer.
Furthermore, extensive decision making involves expensive products and has a higher degree of economic performance. Impulse buying is considered as unplanned buying decision by the consumer and they are low priced products that can be easily purchased by the customer. On the other hand, customer value is defined as the term that involvesproviding benefits to a customer regarding the cost of the product. With respect to it, the customer value proposition is the settlement provided by the seller to customers at the time of payment made for purchasing product or services. It has been found that the creation of value proposition for customers plays a crucial role in the organization for the purpose to differentiate products from the competitors. 
It has been evaluated that for gaining a better understanding of customer needs and expectationdeveloping a good value proposition is necessary for the firm. In addition to this, the marketing manager executed this function in an effective manner so that it supports in achieving success in the market (Porral and Stanton, 2017). In addition to this, strategic planning is also an important aspect that is taken into account by marketers for setting up a strategy for the business. It has been identified that due to uncertainty and risk it is essential for companies to focus on competitive strategic plans. With the help of strategic planning, the company can be able to beat the competition in the market and this also supports in emphasize on accomplishing the mission of the company in the long run.
Marketing also supports in creating value for customers by developing a connection between people and products, companies and customers etc. It can be said that before creating value marketing taken into account three basic concepts as first is to identify wants and needs of customers after that it emphasizes on satisfying customers by delivering them effective product and services. Lastly, retaining customers for the longer term is the aspect by providing new opportunities for gaining customer loyalty and trust. It has been found that considering these aspects marketers can be able to achieve larger profits and it becomes easy for them to target market and segment customers on the basis of their needs.
As per viewTuten, (2019) there are different marketing concepts used by the company to carry out a business operation in an efficient manner. The concepts such as product, marketing, sales and production are considered an important concept for the marketer through which business activities can be enhanced. It is necessary to develop and gain an understanding of these aspects of marketing so that it further supports in meeting the objectives and goals of the firm. Value is another perspective that contributes to reaching towards customers by serving them effective product and service. With the help of these concepts, the company can be able to focus on business strategy that further emphasizes considering change and gain larger aspect that is important for the firm.
Coca Cola creates customer value by building a relationship with customers that further supports in driving loyalty and trust in the market. The main agenda of the company is to enhance growth by serving quality products to the customers and along with it investing a larger amount of money in advertising. It has been observed that the creation of value and customer’s engagement is the core lever for the selected brand. In addition to this, company in present focusing on intrinsic and amazing taste of cold coke and along with this it also emphasizes on the packaging of the product. It has been evaluated that Coca Cola has taken into account some insights that are based on trends in the market and supports consumer in creating a strong desire among customers (Jim Tierney, 2014). With the help of these practices, the selected brand creates a one-to-one relationship with consumers in the market. Moreover, the company organizes promotional campaign named "Share a Coke"that was considered as the most effective activity that delivered results to the company. 
Moreover, it has been found that Coca Cola for increasing effectiveness and increasing relevance in the market contradicts that traditional media is diminishing from the market at a faster pace. The selected brand formulatescontent-based marketing strategy so as to drive effective customer conversations, inspire purchases and further enhance the brand value of the company. It has been found that Coca Cola uses storytelling as a tool for a target audience in the marketplace(thegeniusworks, 2020). With respect to it also formulates in creating cultural change that supports in building new strategy and aligning stakeholders of the company. At the time of the creation of a new strategy by the company supports in gaining collective inputs so that it further ensure in building functional perspective that is considered as an incorporated change in the business activities. 
Marketing creates value for customers as can be further defined as an example that emphasizes on Coca Cola strategy for enhancing value in the market. It has been identified that the company creates value by providing excellence content to customers so that it supports in attract larger customer base towards the firm. The company also considered a game-changer aspect that is valuable and effective for future development in business operation. In addition to this, the selected organization maintains brand loyalty in a changing business environment by taking into account certain aspects that are essential for the firm.
The company by developing a loving relationship between brand and consumer creates loyalty towards the firm. It is considered as an important aspect that supports in creating value by marketers for their customers. It maintains flexibility within the business that is treated as its effective strategy for attracting larger customers towards the business (Anne Myers, 2019). It maintains flexibility by developing a new product and for serving old product it changes marketing strategy that supports in achieving success in the marketplace. Further, it changed the positioning of coke products through which premium quality is provided rather than bargain-priced or through building change in the packaging of the product.
The product life cycle is one of the most common theories of marketing that provides an insight into whether introducing a new product is successful in the market or not. This theory mainly comprises of four stages introduction, growth, maturity and declining of product in the market. This can be further explained as an example Coca Cola introduces a new product in the market is considered as the first stage of this theory so here company invest money for bringing awareness among people regarding a new product. After that in the second stage demand for Coke product increases that enhance the sale of the company. This results in decreasing production cost and profits get increased. Here, more competitors enter the market and provide their product to the customers. 
Furthermore, maturity stage comes where customers take interest in buying a product and there is intense competition in the market and here Coca Cola can do anything for remaining competitive in the market. After some time consumers decide to replace their product so then company’s product becomes saturated from the market as people did not buy the product as long. So, lastly, this is a situation of declining product from the market. Thus, this theory of marketing provides a cycle of a product in the market from its introduction to the decline in the market.
[image: ]
Figure 1: Product life cycle theory
(Source: Patty Mulder, 2020)
Stakeholder engagement is another concept within the organization that contributes towards taking decision for the future perspective. In simple terms, it is a procedure that the company adopts for gaining knowledge about stakeholders and also develops effective communication with them. In addition to this, for better understanding stakeholders companies engaged with them and carry out future plans that will affect their goals and objectives. There are various benefits involved along with this concept such as it enhances effective decision making, managing risk, accountability, building trust etc. These are considered as important benefits that can be catered by the business for achieving success.
As per viewGbadamosi, (2019) there are certain principles of stakeholder engagement that includes relationships are considered as a key, plan it, and communicate, managing risk etc. These are considered as essential principles through which this concept can be carried out and further supports in building transformation in the business activities. It has been identified that collaboration with stakeholders is important because it results in delivering projects on a given time and emphasize on meeting organizational goals and objectives. Further, it has been noticed that at the end of deliverables customer needs and wants can be fully meet by the organization. It is necessary to inculcate and consider stakeholders at the time of carrying out business operation so as to meet customer expectation. 
There are various stakeholders of Coca Cola such as employees, customers, suppliers, communities, investors, government etc. These are internal as well as external stakeholders of the company. It has been found that the selected brand engages stakeholders with them for gaining insights about issues that occurred under most of the communities and in the business. By partnering with people and organizations it supports in sharing interest that considers a sustainable future and has a greater stake in the company. It has been observed that while engaging with stakeholders helps in building an effective relationship and deliver commitments in the business. The selected brand work with customers, suppliers so through this value chain of the company is also enhanced and contributing towards accomplishing objectives. 
In addition to this, it also involvesinternational organizations and various business associations such as UN global compact and UNESDA for enhancing business operation (Coca Cola, 2019). It has been evaluated that Coca Cola stakeholders also have active membership in the Corporate Leadership Group that supports further shaping future within the market. With respect to this, leaders of the selected brand are also an active member of local business alliances that formulates in enhancing sustainability in the company. They also work with local communities for gaining solutions regarding sustainable development in the organization. 
According toPritchard, (2019) the stakeholder has a greater influence on the marketing activities of the company as due to their perception regardingcarrying out the business operation. It influences the promotional activity of the firm as stakeholders are both internal and external so they both have different perception regarding the adoption of promotional activities in the organization. It is important to consider the decision of stakeholders of the firm as they are an important part of the organization. There are various aspects related to stakeholders consider at the time of carrying out marketing activities. Customers are the main part of the organization that supports building higher profits and also helps in increasing sale. 
On the other hand,Smith, (2020) argued that employees influence the working environment of the company as due to an increase in conflict between them. This is not an effective approach that influences and caters to various needs and wants of customers in the marketplace. They are considered as important aspects that develop a change in a business perspective and further support in carrying out operational activity in an organization. Due to influence in working environment further affects marketing activities as a marketing manager cannot be able to provide effective informationfor further meeting organizational objectives. In addition to this, if employees are not working properly in the business then it affects marketing activities as a company cannot be able to gather the information that is needed to carry out market research.
Furthermore, government as an external stakeholder contributes to the development of business activities and also has an influence on marketing activities (Kotler and et. al 2018). It has been observed that government advice to adopt traditional tactics or promoting product and service in the market. This is considered as an effective change that is being catered and further supports in carrying out activities for future development. It is necessary to involve stakeholders but on the other side, it has a negative impact on the business operation due to not performing well by stakeholders in the company. 
Stakeholder theory is given by Edward Freeman that emphasizes on developing values and morals in the organization. With the help of this theory of stakeholder create values that further support in carrying out a business operation in an effective manner. It is necessary to consider and implement change in the activities of the business as it further evaluates in the development of morals that is essential in the organization (Perreault, 2018). It has been found that stakeholder theory contributes to the development of values and morals that are important for the business to achieve success in the company. There is a substantial rise in managing activities and considering other factors at the time of managing and developing values in the firm. 
There are certain changes that can be made at the time of implementing change in management and also contributes to gaining a competitive advantage in the marketplace. This supports the implementation of a stakeholder approach that is important to develop and further carry out change in the business by adopting values and morals. This theory brings value within Coca Cola that is considered as an important aspect and further supports in the development of people working in the company. Creation of value also emphasizes on attracting more customers towards the business and further influence business activities. It has been evaluated that here ethics are also developed at the time of implementing this theory. 
It is important to tackle moral and values as these are essential for developing business activities and considering other marketing activities. 
Recommendation 
It can be recommended that Coca Cola should adopt effective marketing strategies that supports in attracting larger customer towards the company that further supports in increasing brand value. In addition to this, selected company can be improve brand value through better knowing its target audience and provides best experience to customers so that it supports in increasing loyalty and trust among them. Coca Cola will implement certain tools through which competition can be tracked in the market so that further it provides an idea about carry out business operation. It has been analyzed that with the help of brand tracking tool the selected brand will be able to target audience in an effective manner. Designing smart logo for the firm will also helps in enhancing brand value by Coca Cola in the marketplace. 
It is suggested that for improving communication between stakeholders of the company it should adopt certain tactics that helps in carry out business operation in an effective manner. In this case, it will have to ensure that information regarding project will be delivered to stakeholders in a transparent way that helps them in carry out business operation. This will help in develop effective relationship with stakeholders of the firm. Providing feedback to stakeholders helps in providing them insight about business activities that will be carried out in the organization. Engagement activities will be organized by the selected business through which communication can be improved between internal as well as external stakeholder of the organization. 
[bookmark: _Toc47800018]Conclusion
It can be presented from the above essay that marketing supports in the creation of customer value with the help of maintaining a relationship with them that further supports in achieving higher profits. In addition to this, customer decision-making model constitutes six stages through which they make a buying decision for the particular product. It has found that product life cycle theory is taken into account that provides an insight about creating value of the product in the market. On the contrary, a stakeholder also plays a vital role in the decision-making process of the firm and further Freeman theory of stakeholder contributes to the development of moral and values within the organization.
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