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[bookmark: _Toc58706486]Introduction
Marketing is one of the key functions of an organisation which is responsible for informing the targeted customers of an organisation about the products or services of the organisation and influencing them to purchase the products or services of the organisation (Zait, 2019). The success of an organisation highly relies on the effectiveness of the marketing activities of the organisation since it enables the organisation to make effective organisational decisions by providing information about the marketplace and different aspects of the marketplace including market demands and supply, purchasing power and patten or the customers and so on (Hollensen, 2019). This particular paper has been initiated with regard to producing an essay on marketing. With regard to accomplishing this essay, there will be two major areas which will be discussed. In the first part of the paper, there will be discussions regarding the processes and stages of marketing including the role of the marketing mix. In the second part of the paper, the author will be discussion regarding the stakeholder’s engagement and how stakeholder’s engagement affects the marketing activities of an organisation. All the discussions in this paper will be made from the perspectives of ‘Tesla’, which is an automobile manufacturer in the US. The company is operating with the objective of producing pollution-free vehicles which will not harm the environment and consume minimum energy. The company has launched vehicles which runs fully on battery without any consumptions of fuel. 

[bookmark: _Toc58706487]Processes and stages of marketing including the role of the marketing mix.
A business organisation is comprised of several activities or functions the coordination of which accomplishes the operation of the organisation and hence enable the organisation to attain its ultimate business outcome (Baines, Fill, Rosengren and Antonetti, 2017). Such functions or activities within a business organisation includes production, marketing, human resource management (HRM), management, research and development (R&D) and so on. Among all these functions and activities, marketing is one of the core functions of a business organisation which works as a bridge between the organisation and its customers or clients through which both the parties establish communication. The term ‘Marketing’ has been outlined by Seturi and Urotadze (2017) as “Marketing denotes to the process of influencing people or the potential customers of an organisation to purchase the products and services offered by the organisation”. A wider view has been provided by Kotler, Armstrong and Opresnik (2018) where it has been outlined that “Marketing, as an organisational function, denotes to the process of transmitting information between the organisation and the customers; where the organisation gathers information about the customer regarding their demand, taste, purchasing capability and preferences and so on with regard to design and develop their products or services”. On the other hand, the organisation provides information about the products or services to the targeted customer base so that they have sufficient information which can trigger their decision regarding purchasing that products or services (Zait, 2019). One of the most accepted definitions of ‘Marketing’ has been provided by Baines, Fill, Rosengren and Antonetti (2017) that “Marketing is the process of creating value for the customers and establishing a strong customer relationship with regard to capturing value from the customers in return”.
Marketing, as a business function, has to go through a specific process or structure to accomplish the ultimate marketing objectives of the organisation. In this regard, Seturi and Urotadze (2017) have provided that organisational marketing can be accomplished effectively if it is conducted following a structured and systematic marketing process aligning with the objectives of the marketing. As per Twin and Drury (2020), the marketing process is constituted of five distinct stages or steps concerning accomplishing the marketing tasks. Unless the management of Tesla cannot follow the marketing process effectively, it will be difficult for them to attain the ultimate marketing objectives determined by the management of the organisation. At the first stage, the management of Tesla is required to understand the marketplace the company is currently marketing its products or services. In order to understand the market, the management of the organisation can undertake a situational analysis in which the management of Tesla will conduct different analysis including internal environmental analysis, external environmental analysis, competitor analysis and so on (Zait, 2019). This stage of marketing process is highly significant since it formulates a blueprint of the marketplace in which the organisation intends to market its products (Baines, Fill, Rosengren and Antonetti, 2017). The internal environmental analysis of the organisation will enable the management of Tesla to understand the internal strengths and weakness of the organisation. With such understanding of the organisation’s internal strengths and weaknesses, the management of the organisation will be able to assess the opportunities and threats to be faced by the organisation while operating in the market and to which extent the organisation will be able to use the opportunities by avoiding the potential market threats (Kotler, Armstrong and Opresnik, 2018).
In the next stage of the marketing process, an organisation is required to design a customer-driven marketing strategy which is most suitable in order to conduct the marketing activities in the existing market condition demonstrated by the situational analysis (Seturi and Urotadze, 2017). With regard to formulating an effective marketing strategy, the management of Tesla is required to determine effective marketing objectives aligning with the ultimate corporate objectives of the organisation. Unless the marketing objectives of the organisation does not align with the core corporate objectives, the outcome of the marketing strategy will not contribute sufficiently in attaining the key objectives of the organisation (Baines, Fill, Rosengren and Antonetti, 2017). While designing the marketing strategy, the management of Tesla must consider that the strategy formulated by the company will generate the expected value for the customers. With regard to designing the marketing strategy, the management of the organisation is required to consider the market segment it wants to serve and also the targeted customer base (Seturi and Urotadze, 2017). This will specify the segment of customer whom the organisation wants to serve and hence produce a more effective marketing strategy for the organisation. Moreover, the management of Tesla is to determine a specific value proposition which the company is to offer to the targeted customer base. In accordance with Kotler, Armstrong and Opresnik (2018) the term ‘Value proposition’ denotes to the set of values and benefits that the customers of an organisation will receive upon using the products or services of that organisation. In the course of designing the marketing strategy of an organisation, the management of Tesla can choose from the five alternative concepts of marketing namely production concept, product concept, selling concept marketing concept and societal concept.
Once the marketing strategy of the organisation is formulated, the organisation will have a roadmap regarding where the organisation wants to go and what the organisation wants to achieve as per the determined marketing objectives of the organisation (Zait, 2019). In this stage, the management of an organisation is required to come up with an integrated marketing plan following which the marketing activities will be conducted. In this stage of the marketing process, the management of the organisation will plan the Marketing Mix of the organisation. The term ‘Marketing mix’ has been defined by Kotler, Armstrong and Opresnik (2018) as “Marketing mix is regarded as a marketing tool which is comprised of different factors associated with the marketing of any product or service including price, place, product, promotion etc. in order to influence the existing and potential customers of the company to purchase the products or services of the company”. With regard to converting the marketing strategy into action with regard to attaining the marketing objectives of the organisation, the management of the organisation is required to blend all the components of marketing so that the marketing operation of the company can reach the predetermined destination and attained the specific objectives as determined by the management of the organisation (Twin and Drury, 2020).
In the fourth stage of marketing, the management of an organisation is required to establish a profitable relationship with the customers. In this regard, the management of Tesla has to manage the relationship of the organisation with the customers effectively. As per Baines, Fill, Rosengren and Antonetti (2017) “The relationship of the customers of an organisation with the organisation relies on the value and satisfaction that the customers of the organisation are getting from the products and services of the organisation”. The more value and satisfaction the customers will get, the more frequently they will purchase from the organisation and inspire and motivate others to be the customers of the organisation (Twin and Drury, 2020). Thus, the customer of Tesla will have a long-term relationship with the organisation and such a long-term relationship with the customers will be more profitable for the company.
In the last and final stage of the marketing process, the management of an organisation captures value from the customer it is serving in the marketplace. In accordance with Lamb et al. (2015) “The value that an organisation will be able to capture from the customers will rely on the value or satisfaction that the company is providing to the customers through its products and services”. Therefore, the value capture or profitability of the organisation relies on the quality of the offerings offered by the organisation in the marketplace (Malhotra, 2017). The effectiveness of marketing strategy or activities of an organisation highly relies on the successful integration of all the stages of the marketing process. The whole process of creating value for the customers and building a strong relationship with the customers and hence capturing value from the customers highly relies on the effective integration of all the stages of marketing processes said Twin and Drury (2020).
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In accordance with Thabit and Raewf (2018) “Marketing mix denotes to a marketing tool which is comprised of different components of marketing in the course of delivering the perceived value to the customers through the products or services of the company”. The marketing mix is a significant marketing tool in terms of formulating an integrating marketing plan so that the ultimate marketing objectives can be attained by the organisation (Samani and Hashemi, 2017). The marketing mix can be formulated using the 4P model of marketing mix which is constituted by four major elements of marketing including products, price, place and promotion. Under the 4p model of the marketing mix, an organisation is required to determine the value of these four components to produce the marketing plan of the company effectively (Lamb et al., 2015). The first element of the 4P’s of marketing is ‘product’ which denotes to the products or services through which an organisation delivers the value proposition to the targeted customers of the organisation (Malhotra, 2017). Designing and developing the products of the organisation is highly crucial since the effectiveness of providing value and satisfaction to the customers highly relies on the quality of the products and services offered by the organisation. The second element of the marketing mix is ‘place’ which signifies the platform, either physical or virtual, in which the customers can avail the products or services offered by the organisation (Thabit and Raewf, 2018). Determining an appropriate and convenient platform for the customers where they can avail the products or services of the organisation is crucial since it also contributes to adding value to the customers. The third component of the marketing mix is the price of the products or services which are being offered by the organisation to the customers (Samani and Hashemi, 2017). Under this element of the marketing mix, the management of Tesla is required to determine an appropriate price as per the demands, supply, purchasing power of the customers, different risk factors and several other factors so that the organisation can establish a profitable relationship with the customers in the long run (Malhotra, 2017). The last element of the marketing mix is a promotion which denotes to the process of informing the customers about the products or services of the organisation and influencing them with regard to purchasing the products or services offered by the organisation (Lamb et al., 2015). To determine an effective promotional strategy using an appropriate marketing channel is highly significant since unless the management of the organisation cannot inform the targeted customer base regarding the products, its value and benefits the organisation will not be able to attain the marketing objectives effectively.
The marketing mix is a highly useful marketing tool for an organisation which enables the organisation to implement the marketing strategy of the organisation in the course of attaining the marketing objectives determined by the top management of the organisation (Thabit and Raewf, 2018). In this regard, marketing mix works as a planning tool to plan the elements of marketing which contribute in the value proposition of the organisation as per the market situation and the predetermined objectives of the organisation (Samani and Hashemi, 2017). Under the marketing mix, the management of Tesla plans all the elements including designing and developing the products or services to be offered by the organisation to the customers, determining the place where the products or services will be offered, the price at which the products and services can be availed and the process through which the potential customer base of the organisation can know about the products or services and their benefits (Thabit and Raewf, 2018). Apart from this, marketing mix also works as an integrating tool since marketing mix is the combination of all the marketing elements and hence using marketing mix, the management of an organisation can integrate all the marketing elements as per the market condition, organisational capacity and the organisational objectives. Moreover, the marketing mix has been considered as an effective marketing tool in the course of creating maximum value for the customers of the organisation since this marketing tool integrates all the marketing elements which contribute in the value proposition of the organisation (Samani and Hashemi, 2017). Hence, the organisation by using marketing mix can determine all the marketing elements in such a manner which creates the maximum value for the majority of the targeted customers of the organisation.
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The term ‘Stakeholder’ has been defined by Lamb et al. (2015) as “Stakeholders denotes to an individual or group of individuals who has an interest in the organisation and are affected by the decisions made in the organisation”. An organisation has both internal and external stakeholders who have an interest in the achievement of the organisation. The internal stakeholders reside within the organisation and include the employees, managers and owners of the organisation (Taysom, 2020). On the other hand, the external stakeholders reside outside the organisation and such stakeholders include suppliers, shareholders, creditors, society, government and so on. The term ‘Stakeholder’s engagement’ has been defined by Taylor, Bancilhon, Oger and Morris (2020) as “Stakeholder’s engagement is the process of involving the stakeholders who have interest in the organisation and are affected by the decision making of the organisation for the relevant purpose to attain the expected outcome of the organisation”.
Marketing is a communication process in which information about the products and services are transmitted to the customers and information about the customers and the market is transmitted to the organisation (Malhotra, 2017). In the course of conducting different marketing activities, the organisation is required to advance through different marketing communication channel. Following Taysom (2020) “From any other organisational functions, marketing is the one where the engagement of organisational stakeholders is highly required”. For the purpose of marketing, the management of an organisation can utilise different stakeholders of the company (Winer and Dhar, 2014). Apart from this, the engagement of stakeholders in the marketing activities of an organisation has certain impacts on the organisation and the outcome of the organisation.
In accordance with Taylor, Bancilhon, Oger and Morris (2020) “The major advantage of stakeholder’s engagement in the operation of an organisation is learning”. There are several stakeholders of an organisation including the customers, employees, owners, managers, suppliers, general people and so on who belong to different platforms and perceived knowledge about different subject matters (Sheehan, 2018). When the stakeholders are engaged in marketing activities, the organisation can gather a wide range of information about the market, wants and demands of the customers, purchasing capacity and preference of the customers and so on. This information is highly valuable for the learning of the organisation. With such wide learning about the market and different substances of the market, the management of an organisation can come up with effective decisions regarding different market issues (Taysom, 2020). Apart from this, one of the most effective marketing strategies in the modern business world is integrated marketing communication which provides that an organisation uses different communication channel in terms of conducting the marketing function of the organisation. Moreover, Malhotra (2017) has considered the customers to be the most effective communication channel for the marketing of an organisation. Therefore, if the organisation can ensure the engagement of customers in the marketing process of the organisation, the organisation can accomplish its marketing more effectively and comprehensively (Taysom, 2020). Such engagement of customers in the marketing process enables the organisation to have more loyal customers and have a long-term relationship with the customers (Taylor, Bancilhon, Oger and Morris, 2020). Therefore, the customer’s lifetime and customer’s equity of the organisation will be increased and the organisation will be able to attract more profit from its operation. 
The engagement of stakeholders can also facilitate the organisation with consulting in terms of producing more effective marketing plan and strategy (Taysom, 2020). For instance, the supplier of the organisation has information about the supply market of the organisational products and hence their engagement with the organisation in its marketing activities will facilitate the organisation to have them as consultants who can provide suggestions regarding formulating a better product or service plan since it is associated with the supply of the raw materials of the products. In accordance with Taylor, Bancilhon, Oger and Morris (2020) “One of the major benefits of engaging the stakeholders in the organisational operation is that the trust between the organisation and its stakeholders is increased”. Since the stakeholders are engaged in marketing activities, they will know different aspects of the products and services and hence they will have more trust in the products or services. Therefore, the sales of organisational products or services will increase among the stakeholders of the organisation (Winer and Dhar, 2014). Again, the engagement of organisational stakeholders in the marketing activities will increase the accountability of the stakeholders towards the organisation and vice versa.
The above-mentioned impacts are some of the positive impacts of stakeholder’s engagement in the marketing activities of an organisation. There remain some negative impacts of stakeholder’s engagement in the marketing activities of the organisation. While the organisation engages different stakeholders in the operation of the organisation, the organisation is required to manage those stakeholders (Sheehan, 2018). Stakeholders management requires certain costs which further contributes to the cost of the products and services of the organisation (Taysom, 2020). Therefore, the cost of the organisational products and services increases which further affects the value offered to the customers since the price of the products or services is the direct element of the product’s value. Such a reduction in the value offered to the customers through the products or services of the organisation will reduce the satisfaction level of the customers (Sheehan, 2018). Therefore, the reduced customer satisfaction will influence the purchasing decision of the customer in terms of re-purchase from the organisation which will further affect the loyalty of the customers to the organisation. Moreover, stakeholder’s engagement in the marketing activities of the organisation will provide the organisation with more opinion from which the management of the organisation has to choose for producing the marketing activities (Hollensen, 2019). Due to excessive opinion, it will make the decision-making process more complex and it will increase the possibility of undertaking ineffective decisions regarding the marketing activities of the organisation. Another view has been provided by Taysom (2020) that “Information gathered from different stakeholders through the engagement of different stakeholders of the organisation may lead to manipulated decisions in case the information provided by the stakeholders is incorrect”. Therefore, there will be more risk if stakeholders of an organisation are engaged in marketing activities. Again, in the course of engaging stakeholders, there remain chances of increased conflicts between the stakeholder and the organisation or among the stakeholders which will further have an adverse impact on the marketing activities of the organisation and also affect the outcome of the organisational marketing (Winer and Dhar, 2014).
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Based on the above discussion, it can be concluded that marketing is one of the most significant functions of an organisation which contributes highly in the success of an organisation by attaining the ultimate objectives of the organisation. There are several processes of marketing which must be followed step by step with regard to accomplish the marketing of an organisation effectively. In the course of planning and implementing the marketing activities of an organisation, the marketing mix, which is a marketing tool comprising different elements of marketing, plays a significant role. The successful attainment of attaining the marketing objectives relies on the effective formulation of the marketing mix. Again, stakeholder’s engagement can elevate the marketing activities and assist the management of the organisation to achieve the marketing objectives of the organisation more effectively if stakeholder’s engagement can be managed effectively.


[bookmark: _Toc58706491]References
Baines, P., Fill, C., Rosengren, S. and Antonetti, P., (2017). Fundamentals Of Marketing. Oxford University Press.
Hollensen, S., (2019). Marketing Management. Harlow, United Kingdom: Pearson Education Canada.
Kotler, P., Armstrong, G. and Opresnik, M., (2018). Principles Of Marketing. Toronto: Pearson Prentice Hall.
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