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[bookmark: _Toc57403296]Introduction 
This essay aims to learn about the concept of marketing fundamental with its aspects in the different sectors. The complete essay has been developed with fundamental analysis along with the validation which involves the evidence analysis. The essay includes the various segments such as – definition of the marketing, the definition of the marketing process along with the diagram, main stages of the marketing process, the mission statement of company, objectives, situational analysis, implementation, strategy and control, PESTLE Analysis, porter five force model along with the advantages and disadvantages, STP, marketing mix, stakeholders and recommendation for delivering the awareness regarding the project and attracting or encouraging the audience for questions, comments, and high-profit rate. Concerning, Michelin is a French multinational company that deals in tire manufacturing. It has been observed that it deals in massive inventions such as – removable tire, radial and pneurail tire with peculiar services.


[bookmark: _Toc57403297]ESSAY 
Being learning about the resources and online platform it has been identified that marketing fundamental is the concept which involves the basic things which are used for promoting the products with the use of certain activities for high-profit rates. Therefore, marketing plays a major contributor role for better performance (Appel, et. al., 2020). Thus, marketing is defined as a process or an activity that deals in the creation, communication, exchanging the offers, and delivering the services to the customers, users, and consumers which are rich in value and enhance the societal value at a high scale. In simple words, the marketing concept is based on the process which involves the sections where identification of the potential and new customers along with their needs and wants as well as delivering them the products or services which assist to satisfy them and enhance the profit rates at high scale. It includes all the aspects such as – business operations, production, product development, sales, advertisements, and distribution method. Both the concepts are different i.e. marketing and marketing process. Furthermore, the marketing process is defined as a series/collections of steps which assist and allow the company in order to analyze the potential customers, their problems, detailed analysis of the marketing opportunities, and creation of the marketing material which is considered for satisfying the desired customers and meeting profit rates (Deepak and Jeyakumar, 2019).
[image: Marketing Process Definition & Steps | Study Lecture Notes]
Figure 1 marketing process
(Source: Cruceru, 2020)
In simple words, it is a process which highly focuses on the business objectives by developing the marketing strategies which is used for settling the business objectives along with this implementation and monitoring of the strategy is done in order to execute the process successfully and lastly, it is used for evaluation in order to eliminate the issues and future risks. Thus, this is done in order to enhance the profit and productivity rate along with the shared value (Hollensen, 2019).
Being working with Michelin, it has been identified that various crucial stages within the marketing process showcase accurate information in order to carry out the marketing in an effective manner. Therefore, the various crucial stages within the marketing process are as per the following – Mission statement of the Michelin – It has been identified that Michelin is a tire manufacturer company which is highly dedicated to the enhancement in the client's mobility and sustainability (Moorman, et. al., 2019). Therefore, it has specified that designing and distribution of the tires along with the services and solutions in order to enhance the client’s need and wants. This aims for delivering the digital services, guidelines regarding the trips, and travels for delivering the unique experience to the customers. Moreover, it is focusing on the advanced technology used for serving the mobility industry and also aims for enhancing the production rate in more than 17 countries with a high customer rate till 2021. Situational analysis – it has been observed that Michelin uses the internal and external factors for the situational analysis in order to enhance the services and production rate with high productivity. It has also specified that market research has been done in order to evaluate the projection of the Michelin growth along with the competitors and stating the business. Objectives – it has been observed that the Michelin objectives are to create the optimal condition within the organization premises in order to enhance the health and safety measures for the staffing and facilitating the gradual return to the work by minimizing the covid-19 attack. Apart from this, using the advanced and optimal strategy for enhancing the audience's interest and trusts. Strategy – It has been observed that Michelin uses the two types of strategies at a high scale i.e. corporate level and operational level for delivering the peculiar services (Cruceru, 2020). It has been identified that both these strategy is opted by the Michelin in order to follow the organization policies and procedures as well as following the operational activities such as – executing the business functions, etc. with high accuracy rate. Implementation and control – this indicates the planning procedures along with the controlling section i.e. auditing and quality controlling for enhancing the audience's trust and gaining it for long terms intervals. 
PESTLE factors  - it has been observed that the PESTLE factors is used under the macro-environmental analysis and is abbreviated as a political factor, economic factor, social factors, technology factor, legal and environmental factors for enhancing the production rate for an audience with a high accuracy rate (Christodoulou and Cullinane, 2019). Basically, it is a tool or a framework that is used within the macro-environmental in order to analyze and scanning the components for the achievement of the strategic management and meeting the Michelin desired goals. The PESTLE factors are as per the following - political factor – This phase indicates the degree of the government interventions within the Michelin premises. Therefore, it has been observed that this intervention includes – political stability or instability, tax policy, and trade restrictions. For example – Michelin deals in the tire manufacturing rate i.e. the changes in the trading aspects result in the restriction of trading from one country to another. Thus, it hampers the tire production rate along with the 34% increase in the tariff results in high production and purchasing cost which results in low demand. Thus, this force is unfavorable to Michelin as it hampers the profit and revenue rate due to the low demand and high trading tariff. Economic factor – This phase indicates the Michelin actual performance scale i.e. financial condition and balance sheet. It involves – economic growth, inflation, and low GDP, etc. It has been identified that the Government has used the high inflation rate due to which the GDP of the nation is decreased which has resulted in low supply and low demand. Thus, it has hampered the Michelin overall production rate along with low revenue generation. Thus, this force is unfavorable for Michelin due to the high inflation and low GDP which causes the economic crisis. Social factors – this phase indicates involving the shared value, beliefs, and attitude of the audience in order to meet their requirements. It includes – population growth, age factors along career attitude. Here, Michelin has analyzed the needs and wants of the loyal customers i.e. high-quality tire along with cost-effective. Therefore, meeting this will automatically enhance the profit rate by gaining the audience's trust. Hence, it is favorable for the Michelin organization as it helps in focusing on the customers with the customization services in order to gain their trust (Walsh, et. al., 2019). Technology factor – this phase indicates the implementation of advanced technology along with the automation techniques. It includes – research and development, advanced tools and techniques, etc. Therefore, it has been identified that Michelin uses advanced technology along with the advanced automation process in order to manufacture the tire. Thus, this is used within the organization's premises in order to gain the audience's interest and high-profit rate. Thus, this force is highly favorable for Michelin in the terms of low efforts and high production efficiency.  Legal factors – This phase indicates the laws and legislation that needs to be followed by the organization. It includes – health and safety measures, employee welfare, etc. Therefore, Michelin uses a positive working environment along with health and safety measures which helps in making the employee motivated. This is favorable for Michelin as it helps in implementing the government laws for meeting the desired goals. Environmental factors – this indicates that Michelin uses eco-friendly production methods that help in eliminating the carbon dioxide footprints in the environment in order to enhance the gain the audience interest. Thus, these factors are favorable for Michelin as it uses the eco-friendly and sustainable process for better outcomes. Advantages – The PESTLE method is used in order to learn about the external factor which helps in gaining a competitive edge in the market. Disadvantage – it does not include internal analysis
[bookmark: _Toc57388557]Porter’s five forces for Michelin - Porter's five forces consist of 5 marketing factors that affect every organization in different manners. Five forces are - Threat of new entrants, bargaining power of supplier, buyers, the threat of substitutes, and rivalry firms. These five forces in context to Michelin have been discussed below.
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[bookmark: _Toc57389004]Figure 2 Porter's Five Forces in Michelin
The threat of new entrants- in this threat organization tends to have threats with the new and upcoming organization in the market because new organizations tend to come with a new and effective strategy to give tough competition to the existing companies so that they can gain more number of consumers. New companies like Bridgestone can give tough competition to Michelin, so to overcome this company needs to more innovative in making their tires (Charro and Schaefer, 2018). Bargaining power of supplier- bargaining power of supplier is a factor which creates a little impact because suppliers are the one who also gets the benefits if a company grows in the market. Suppliers are the people and companies who deliver raw material to the organization. Michelin is a world-famous tire brand that offers a very large business to its suppliers so it can be concluded that the organization doesn't have a threat from its suppliers. 
Buyers- buyers are the people who buy goods and services from companies by paying a certain amount of money. Buyers don't have much control over the prices of the goods and services offered by the companies because consumers focus on the quality rather than the pricing. And the quality Michelin offers to their customers is of the best quality that most of the customers consider this brand before buying tires for their vehicles. Michelin can take advantage of this factor by delivering some offers and by promoting their products to gain more customers (Menon, 2018). Threats of substitutes- there are several substitutes to this organization that offers the same products at less pricing to obtain a position in the market. This means these substitutes don't focus on profits in the beginning, so here it is an opportunity for Michelin to collaborate with this kind of organization to expand its business. Rivalry firms- there are some rivalry firms in the market some of which are greater than Michelin and some are lesser than Michelin in terms of capital in the market.  So it can be concluded that the organization has a slight risk with these forces (Cros and de VITTORIS, 2019). But the company can overcome these risks by applying unique and diverse strategies to run the business in a positive direction. Advantages – porter's five force model is used in order to enhance decision-making capabilities by analyzing the market. Disadvantage – it does not help in gaining the realistic approach.
STP of Michelin - Michelin is a brand which is specialized in making tires for the automobile industry and thus it can be concluded that the organization approached several strategies in making different kinds of tires.
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[bookmark: _Toc57389003]Figure 3 STP Model of Michelin
The STP strategy of Michelin follows Segmentation, Targeting, and Positioning in the market. Below is detailed information on the STP strategy of the organization. Segmentation- Michelin is a world-famous brand which is known for making auto and truck parts. Michelin is known for making tires for luxury cars like Porsche and Honda and most of the cars that used in formula racing use these tires in their cars because of its high durability and high friction which makes solid and perfect grips of tires with the road (Huang and Rust, 2020). Targeting- the company focuses on making tires for two-wheelers, light vehicles (care, van, etc), heavy vehicles (bus, truck, etc), passenger cars, luxury cars, and so on. Thus it can be stated that this organization is specialized in making tires for every kind of vehicle except planes and trains. The company has been delivering the perfect services in its segments since 1889 by targeting a specific number of vehicles (Reavey, 2020). And the chosen target of the organization has created a positive and profitable business for the organization. Positioning- as it has been mentioned that the organization is delivering services since 1889 it can be concluded that the organization has maintained a good position in the market. The company has several positions such as safety, strength, durability, technology, reliability, and innovation. With its continuous research and innovation, the company has developed a large range of tires for different kinds of vehicles such as mining vehicles, agricultural vehicles, bicycles, bikes & scooters, and so on by considering the safety of peoples (Sutanti, et. al., 2018). Advantages – STP helps in gaining the accurate and right knowledge about the market. Disadvantage – it does not include the previous or past records for market research.
[bookmark: _Toc57388558]7Ps of Michelin - 7Ps is a marketing strategy that Michelin has applied to its business to make the business profitable in the market. Below is a list of 7Ps strategy for Michelin.
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[bookmark: _Toc57389005]Figure 4 7Ps Marketing Mix of Michelin
Product- product strategy of Michelin includes a wide range of products that includes tires for bicycles, trucks, bus, cars, etc. apart from delivering such a wide range of products the company also delivers other services like after-sales services such as warranty (Do and Vu, 2020). Price- the company has fixed them according to the quality of the products. And the company also considers market competition before fixing the prices so that the company can attract more number of consumers. Place- the company chooses two strategies for its place. One is the company's website through which consumers can directly purchase the product online and the second one is the physical market in which Michelin sells its products to the wholesalers from which they can attract a large number of people.
Promotions- the company uses several methods to promote their products such as an online website, social media platforms, events, and so on. The company has its account on several social media platforms like Linkedin, Facebook, etc. from where the company promotes its products and organizes several events over the year for the promotion of its products (Kaur, 2016). People- several people or employees are working with the organization to promote their goods and services. There is a salesperson who helps the organization in selling its products and there are a customer services department people of which resolves the queries of their customers. Process- the company approaches several processes like online delivery of its products, regularly conduct researches that help people to get there needs to be satisfied 9 Chockalingam, and Isreal, 2016). Physical evidence- physical evidence of Michelin includes a wide range of tires that are available in the retail shops or Michelin, and the website of Michelin also behaves physical evidence that offers the user-friendly option to the buyers, so that they can easily purchase Michelin products. Advantage – marketing mix helps in delivering the right approach to the customers. Disadvantage – it does not include the small organization as it has a small budget.
Recommendations
For the Michelin, it is highly recommended to use these two recommendations for the improvement in marketing processes which are as per the following – Understanding the local market and developing a collaborative approach – it is highly recommended to do research for the local market for learning their new requirements and their choices and developing a collaborative approach for better outcomes (Kiselova, 2019). Tracking and adjusting in real-time – this is highly recommended using real-time tracking and adjusting for gaining the audience's trust.
[bookmark: _Toc57403298]Conclusion 
From the above essay, it can be concluded that marketing fundamental has played a contributory role in delivering awareness regarding the project and attracting or encouraging the audience for questions, comments, and high-profit rate. It has been noticed that various macro and micro environmental analysis model has been used in order to enhance the services of the Michelin and gain audience attention. With the assistance of Pestle, porter's five force models, segmentation, targeting, and positioning along with marketing mix along with the significant stakeholders has helped Michelin for delivering awareness and enhancing the audience attention. Lastly, 2 recommendations for each section have been involved which has helped the Michelin audience as well as an employee for delivering the awareness with high-profit rates. Furthermore, 7p's i.e. product, price, place, promotion, physical evidence, process, and peoples have helped in enhancing the overall productivity and earning the audience trust for a high-profit rate.
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[bookmark: _Toc57403300]Introduction 
This section aims to cover the concept of stakeholders and its engagement process with its phases in different areas. This section is based on the analysis of internal and external stakeholders for the Michelin organization. Thus, it has included the communication aspects for the stakeholders along with stakeholder's impact on marketing activities (Alaa and Pasławski, 2019).
[bookmark: _Toc57403301]Essay
Stakeholders - Stakeholder of a company can be defined as a party which carries the interest in the company and affect and also get affected by the performance of the company. Stakeholder can be an individual, group or organization and can have both the positive and negative impact on the company. The primary stakeholders of the company are investors, employees, customer and supplier which play the major role in running a company (Sanye-Mengual, et. al., 2018). 
Internal and external stakeholders: Internal stakeholders: internal stakeholders are the ones who work within the company. Internal stakeholder carries the direct relationship with the company.  Internal stakeholders of Michelin: Manager: managing and governing body i.e. manager is also an internal stakeholder of the company. First reason is that the manager is working in the Michelin and the second reason is manager can affect the company and the manager also get affected itself by the performance of the company. Employees and workforce: Michelin and its employees, both are interdependent on each other. If the workforce is not giving their 100% to the company then there can’t be efficient production and similarly if the company is not performing well, employees will have a direct impact of that. Owner: there seems no need to tell why the owner is internal stakeholder to Michelin. As the owner owns the whole company, owner depends largely on the company and vice versa (Nyagadza, et. al., 2020). External Stakeholder: external stakeholder are the one who don’t work within the company or contribute to the company but still are connected to the company. Some of the examples for external stakeholder are: Customers: the foremost need of Michelin or any company is customer and customers are the one who are considered as the most important stakeholder to any company or group. Supplier: supplier are the external stakeholder because they don’t work within the company but work for the company. Supplying the raw materials to the Michelin and supplying the products to the market is done only through suppliers. Investors: investors are the one who give their capital in the company. When the profits of the company increase the investors also gets the benefit of it (Cardwell, et. al., 2017).
Ways of communication with stakeholders - Meeting: this way is mainly used to interact with the internal stakeholders. Through meetings, governing body of Michelin and workforce of same can interact with each other in these meeting. Advertising and marketing: this way of communication is used mainly to communicate with the external stakeholders of the company. Feedbacks: it is a way of both the internal and external stakeholders to give their respective views to the company. 
Impacts on marketing activities- Manager: manager is managing all the departments of the company. The decisions of managers have a great impact on marketing activities. Investors: when the investors of the company are well known and famous, the brand value of the company increases. Customers: the marketing is always done for the marketing. So the feedback of employees plays a key role in making the marketing successful. 
Recommendations - Delineation of the stakeholder’s accountability – it is highly recommended to Michelin to use this as it helps in sharing the accountability, roles, and obligation at different areas for better performance (Dickey-Collas and Ballesteros, 2019). Orientation and training – it is highly recommended to use this as it will make stakeholders aware of the organization's culture and train them with their duties.
[bookmark: _Toc57403302]Conclusion 
From the above section, it can be concluded that stakeholders are the prime aspects within the Michelin in order to enhance the audience interest and gain more profit and productivity rate with high outcomes. Thus, this has helped Michelin for meeting the sustainable short term and long term goals.
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