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                      Critical analysis of the marketing mix 
Introduction 
The purpose of this report is to highlights the process and the stage of the marketing in the organization and also explains the role of the marketing mix in the process and the organization. Further this report explains the role of the marketing in creating the value for the customer in the market. Further this report explains the impact of the stakeholder in influencing the marketing activity of the organization and in the end, report explains my self-reflection on the communication tool used by me in developing the interest in the project. Marketing is the function of the organization which looks at the promotion and the selling of the organization product and services. Marketing mix is the combination of the marketing variable related to the product, elements of the marketing mix is product, price, place, position, promotion, physical evidence and people. Toyota motor corporation is a Japanese multinational automotive manufacturer and ranks at sixth position in the world on the basis of the revenue.
TASK 1A

Q1 Explain the process and stages of the marketing and also highlights the role of the marketing mix 
Process and stage of the marketing

Marketing is the action of the organization which includes the promotion function and selling of the product and services in the market by the help of the marketing research and organizing different activity of the business, it also includes advertisement for the product at different platform. Marketing is the process-based function of the Toyota. The marketing process starts with analysis of the market and ends with the implementation of the strategy (Išoraitė, 2016).

Analysis of the opportunity in the Market, This is the first stage of the marketing process which includes the analysing or looking in the external and internal environment to find out any opportunity which is available over their so that they can build upon the opportunity, This is the stage which helps the organization in bringing the change in the existing product which is required and also helps in bringing the new product in the market. As Toyota works in a highly competitive market it is very important for the company to regularly evaluate the market as to get a knowledge of the opportunity which is not uncertain by any other competitor in the market before Toyota. Selection of the target market, it is the second stage of the marketing process in which the team used to find out the customer which need to be targeted so that the product which is designed is able to get a good attention. These are the people who are generally having the need of the product to satisfy their wants. Generally, Toyota used to select the STP for selecting the best targeted market to be targeted for their product as it helps the organization in going with each and every aspect of the consumer in the market (Todorova, 2015). Development of the Marketing Mix, it is the third stage and the most important stage in the marketing process as it is the stage where company uses the different variables of the marketing to attract and generate the desired result from the selected targeted market. The different variable of the marketing mix is the Product, what to offer. Price, at which price to offer. Place, where to offer. Promotion, how to convey customer about the product. People, whom to offer. Packaging, how to save the product and Positioning, how to position the product. This stage helps the Toyota in launching the product very successfully. Management of Marketing efforts, it is the fourth stage of the marketing process in which Toyota looks at implementing the marketing mix into the market. Generally, Toyota looks at some pints before implementing the marketing mix that are the current situation of the market in both aspect the economic condition and the product suitability and also looks at the competitor policy before introducing own policy in the market (Marketing process, 2016) (Kotler and et.al., 2015).
Role of the Marketing Mix


Marketing mix is the combination of the marketing variable and plays a very crucial role in the organization as it proves to be the basis for the different function of the organization and specifically proves as a basis for the product related strategy of the Toyota. As marketing mix is helps the organization from the first step of development of the product to the last step of selling the product, not only that marketing mix also plays a crucial role in developing the different strategy in the Toyota as by the help of the marketing mix the company used to change their policy in the organization. For example: Marketing mix fix the price of the product and on the basis of that procurement department of the Toyota used to procure the raw material in the organization and also helps the finance department to fix the budget for the different department (Steenkamp, 2017).

Q2 Explain role of marketing in creating value for customer

Marketing creates the value for the customer, it is the most commonly used phrase when talks about the marketing and its relation with the organization customer. as the main motive of all the organization is used to find and keep the customer for the organization for as long as possible. It is said that the marketing generally generates the value by developing the good relationship between consumer, product and the company (Haider and et.al., 2019). The big question is that how marketer makes this happen? The first step which the Marketing of the Toyota takes the identification of the need of the customer in the market, which is generally uncertain by the organization by the way of the market research and also by the help of the complaint which has been received by the company in the past about what difficulty in specific is faced by the consumer from the company product. Marketing used to regularly evaluate the external market of the organization and sees also evaluate the competitor company policy which helps the business in knowing what are the customer which are targeted by the competitor firm and what are the difficulty which are faced by them in the reality (kotler and Armstrong, 2015).


It is the second step in the marketing function toward the creation of the customer value this step looks at the building of the product which can satisfy the need of the customer in the market. Toyota marketing department generally used to be in touch with the producing department of the organization and pass on the valuable information about what is needed in the market and on the basis of that the marketing department used to make the product which can satisfy the need of the customer in the market (Hanssens and Pauwels, 2016). Information which are pass on by the marketing department is the overview of the marketing research which has been performed in the first step of the marketing. Toyota generally used to develop the product which can be available for the customer at every point as they always make the product which can satisfy the need of the customer. For example, In the past also Toyota has able to do the same when there was a trend of the Environment friendly car in the UK and by proper evaluation of the marker research Toyota also launch the Environment friendly car in the competitive market. Toyota Prius Plug-in was the product which was launched and as a result it is one of the most sold cars in the UK and able to satisfy the consumer need (Environment friendly car sales, 2018).

It is the last step of the marketing in creating the value for the customer, This is the step in which marketing taught or educate the customer about the product which has been launched by the Toyota in the market and it also helps the business in targeting the customer which was need to be targeted for the better result, not only marketer try to make the customer feel that the customer are benefited from the exchange which was done between the company and the customer and hence the region company is able to sustain the customer for the longer period as it makes the good mutual bond between the customer and the company (Payne, Frow and Eggert, 2017). That's not the point where all the responsibility has been finished marketing of the Toyota has to make sure that the customer which has been brought in the company is retained by regularly evaluating the suggestion and need of the customer ad further converting the opportunity if available into the good organization product.


Marketing creates the value for the customer in the way that they used to give the customer what they want and also what is beneficial to them hence it creates the value for the customer or creates the good mutual relationship between the customer, company and product.

Q3 What is the impact of the stakeholder on the marketing activity of the organization.

Stakeholder is the group of interested party who are having the interest in the activity of the organization as the performance of the organization is interlinked with the success of the party. Generally, they are the one who used to impact the working of the organization in such a way that they safeguard their position in the market (Wu and Li, 2018).


Stakeholder also has a good impact on the marketing activity of the organization as they used to always advice the marketing to take the decision which is having the low rate of risk associated with that so that they can safeguard their position as stakeholder are the one who are affected by the operation of the business, but it gets the difficult for the marketing to uncertain the proper risk associated with the action which marketing is going to take for the improvement of the organization. In such case marketing department used to take the action which are somehow already adopted by the market in some extent. For example: Tesco brought the environment friendly car but by seeing the success of Hyundai car which has already seen the good attention in the market (Andriof, and et.al., 2017). Financial stakeholder of the Business always influence the marketing strategy of the organization as they are the one who always forced the organization by demanding greater financial benefit which eventually affect the business in negative way as by that the project time and cost overrun, which eventually force the marketing team to change the decision as the cost of the product is the crucial variable item which need to be looked by the marketing department before developing or implementing the marketing mix in the Toyota. The cost is eventually risen by the stakeholder by delaying the fund in the process of bargaining and allocation of the fund for the organization. Political Stakeholder are another stake holder which generally impacts the marketing function of the business by ingratiate themselves as voting blocks and political donors (Kerin and Hartley, 2015).

Stakeholder does not only influence the marketing function of the organization in the negative way it also influences the marketing function in the positive way also as stakeholder are  the one who are having the different type of the knowledge which helps the marketing function in getting the guidelines what is going on in the market and what can be done to improve that situation in the market (Armstrong and et.al., 2018). For example, external stakeholder like investor or the shareholder are always having the information regarding the economic condition of the country, economy factor include the interest rate or the inflation or deflation rate which helps the marketing in knowing whether the action which marketing team is going to take is at the right path according to the financial market condition of the UK or not, not only this the stakeholder also helps the organization in facing the different marketing challenges very easily as there are many political or unseen challenges which are faced by the organization but the stakeholder are the or be specific political stakeholder are the one who dealt with the problem very easily which helps the marketing of the company to free flow in every situation of the business.

TASK 1B

Explain own view on the tactical communication tool used to generate the awareness and interest in the above project

I always believe that the communication tool are the best way to generate the interest in any reading or any material as it helps the individual in understanding and evaluating the information in the right way and also help them in relating the information in the real life which eventually creates the interest on the information you are going through. I have also used different communication tool to in the project to generate the awareness and also to build the interest in the project (Lidstone and MacLennan, 2017).


Writing communication is the tool which was used by me as the primary communication tool in the group to pass on my thought to the other by the way of making the notes as the writing communication helps me to have an evidence of my notes for the longer period of the time and missing a bit of Information about the project can harm my learning, so I chose the writing communication as a primary communication tool for myself. The main benefit I got was memorizing of the data for longer period, all the aspect is covered and the prof all what I have learned. Verbal communication is the another communication tool which was used by me when I was working in the team to evaluate the information about the project as it has helped me in transferring my view point very comfortably in the team and also it has helped me in getting the information also very quickly to me as it consumes very less time as compare to the other tool of the communication and it has also helped me in getting the larger amount of the information which has built a good interest of mine about the project.


These are not the only communication tool which are used by me there were the different communication tool also which was used by me such as visual communication in which I used to pass on my thoughts in the way of the images or the graph and the other party used to evaluate the graph or diagram to understand my point of view but all the other tool was used for very rare cases but the writing and verbal tool was used mainly as it has helped me in developing the interest as the Academic theory explains that the more you will read more you will feel that you are deep and that's the region this two tool has helped me in developing the interest toward the project (Andrews and Shimp, 2017).

Conclusion 
After going through above report, it has been summarized that the marketing mix plays a very crucial role in the organization as it is the basis for many functions of the organization and also there are four stages of function of the marketing. It has been also summarized that the marketing is the crucial function of the creation of the customer value. In the end it has summarized that the stakeholder impacts the marketing function in both positive and negative way.
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