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[bookmark: _Toc60241129]Introduction
For all the complexity and focus on its core marketing revolves around 4 different aspects namely the price, promotion, product and place. The tactics and channels change with time bit the concepts are similar from the times immemorial. These 4 aspects are sufficient to understand the fundamentals of marketing and focusing on the different stages of marketing using various industrial examples. Identifying the marketing strategy and developing the first marketing campaign can all be done with the four fundamental steps of marketing. This essay will focus on the 4 fundamentals and the need of these in every aspect of marketing. This essay consists of an individual essay which helps in providing critical analysis and evaluation of the various process of marketing in the business industry (Jonas, et al., 2018). The essay focuses on various processes of marketing along with the various stages of marketing and how it helps in creating value for the company as well as the customers. The essay also sheds light on the role of marketing mix with the support of various examples for its different processes. The essay focuses on the stakeholder engagement theory and its impact on the different marketing activities of an organization. The essay makes use of suitable academic theories and also examples from the industry for supporting the discussion and also making references to the chosen project. 
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Processes and different stages of marketing
Marketing refers to how companies help in creating value for the customers and also build strong customer relationships for capturing value from the customer in the return process. There are five different stages of marketing and its processes. Understanding marketplace along with the customer needs and wants, design of a customer driven marketing strategy, construction of marketing plan for delivering great value, building profitable relationships and capturing value from the customers are the five different stages of marketing which helps a company sell its products and services. 
Step 1: Understanding the market place along with customer needs and wants
It is very important for understanding the needs and demands of the customers. Satisfying the needs of the customer helps in building long term equity for the firm and the customer as well. The wants of customers are shaped by the society and it is described in terms of objects that will help in satisfying the needs of people. An American in Dhaka needs food but that person will want McDonalds instead. According to Bahadorestani, et al.,(2020) provided the wants and resources, people demand various products with benefits which add to the value and satisfaction of themselves. Each customer has a different need and it is the duty of the marketer to understand the needs and this can be done with the help of surveys, interviews and more. Often time’s companies make use of suggestions from public comments which help the company to decide what is better for the business and also increase in the sales prospects. 
Step 2: Designing a customer driven strategy for the market 
Companies must decide how to serve the customers in best possible manner by choosing a value proposition for the market place. The company first needs to decide whom it needs to serve and divides the market segment of the customer. The company can goes on attracting a specific section of the market or based on the target market. The companies target the customers based on their timing and also the nature of demand. After this a company decides how the product and the service will serve the customer. As said by Kose, &Sert(2017) with this it is able to differentiate and position itself in the marketplace. The value proposition of the brand contains set of values and also the benefits which it promises to deliver to the customer in the right time. Often time’s companies need to have strong value designs for giving the companies the greatest advantage in the target market. Apart from the customer driven marketing strategy, companies can make use of production concept namely used by bulk producers such as FMCG companies. The companies can also use a product concept used by Apple for constantly improving their products based on needs of the customers. Selling concept, marketing concept, and societal concept are some of the many new ways which can be used instead of a customer driven strategy. 
Step 3: integrated marketing plan for delivering superior value 
This step contains the firms marketing mix which it uses to attract the customer from different places. Marketing mix refers to the set of marketing tool which the firm uses for implementing its marketing strategy. As opined byCopulsky, et al., (2017)  marketing program helps in building customer relationships with the help of transforming marketing strategy into action. For this to become a reality, it is important for all the marketing tools to be integrated into a marketing program which helps in communicating and also deliver according to the customer’s expected value. 
Step 4: Building professional relationships 
The customer relationship management refers to the overall process of building and maintaining profitable customer relationships with the help of delivering superior customer value and the satisfaction in the relationship as well. The customer relationship management aims for having high equity for the customers and also have the combined lifetime value of the customers as well (Thabit, &Raewf, 2018). Companies in the present market scenario wants to have profitable relationships and also build relationships which will help in increasing the share of the portion of the customer. Every brand is trying to employ different tactics and provide the best possible quality in low prices. Apple has a brand value which helps it to keep its prices high and still become one of the most profitable companies in the world. 
Step 5: Capturing value from the customers 
It has been found that the more loyal the customers are the higher is the customer equity as well. According to Dal Santo(2019) the customer equity is one of the better way for measuring performance other than the market share or the current sales. The marketers are not able to create customer value and build the customer relationships by themselves. Companies need to work together so that they are able to understand the customer relationships with the company well. For the implementation of a marketing plan, a company needs to have a marketing organization so as to have an effective team for the same. Companies will gain value when their products or services start getting attention from the required persons. It takes time and effort for increasing the value from the customers and in a matter of time it shows, Apple, Google, Amazon have all grown and increased the value from the customers by many folds with their products and services. 
Role of marketing mix in different organizational context
A marketing mix refers to the combination of all the elements which helps in shaping the business along with delivering value to the customers on the way. The marketing mix contains of 2 types namely the 4ps and the 7ps. The additional elements in the marketing mix help in addressing the modern competitive landscapes which have been affected by the rise in technology and also the changes in how people communicate with each other and the company as well (Pandey, 2019). The importance of a marketing mix in achieving the business objectives cannot be understated and it is important to make sure that each of the marketing mix works with others for supporting the objectives as well. 
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Product- this refers to the goods and services which are being offered by the company to its customers for meeting their desires and needs. This also contains the packaging, warranty, features, the variety of products and services and more. The product led growth is the hottest topic in most of the companies in the present times. Girchenko, &Ovsiannikova(2016) said that it is the idea of the company to put user experience at the forefront of everything and create a certain product which helps in satisfying the users in more than any form. Slack is a company which has successfully used the platform for reaching 4 billion USD revenue in less than 4 years. Instead of relying on the marketing and sales of the company, the growth strategy focuses on the word of mouth for taking care of the promotional events of a product or the services. 
Price- price refers to how much the customers need to pay or are willing to pay for a certain product. This connects to various factors such as methods of payment, financing, discounts, matching of prices and more. For making the business viable the pricing of the product or the service must be able to lead the company to profits. As said by Jon(2017) even a 1% increase in price will be able to increase the profit by 11% for the company. However many companies are still not able to price their products in an optimal manner. Understanding about the approach of pricing, it helps in giving in the insightful look about how a company is growing and operating in a profitable manner. For example Starbucks knows that its customers are not price sensitive and this lets the company to increase the prices of its products in slight increments. This also means that the company is able to increase the pricing upwards and towards the highest amount a customer is able to pay without losing any customer. Companies of luxury status can make use of this strategy as they know that their customer base is made up of high rich ends customers who do not care about money, but only on quality and brand name. 
Promotion- promotion refers to the way in which it helps in communicating with the customers. Promotion includes what one says, to whom it is said and how it is said. The activities in the promotion often times fall under advertising, direct marketing, personal selling and it also encompasses search engine marketing, social media marketing and more. Promotion helps in playing an important part in the marketing mix as it helps in delivering the word to the potential customers. The best example of promotion can be looked with the company of Lego. The company has been facing decline for many years, until it changed its promotion tactics and created movies in collaboration with Disney and Warner Bros. The company also created a You Tube channel and it became one of the most popular channels with more than 5 million subscribers. According to Horyslavets, et al.,(2018) this helped Lego making a spectacular turnaround from the deficits and layoffs, and becoming the world’s most valuable brand of toy which is valued at more than 7.57 billion USD. Promotion with the help of users is a risky move for large brands, however it worked for Lego in the long run. 
Place- this refers to where and how the company will make its products and services available for the customers in a most easy and profitable manner. For this the companies may make use of shops, ecommerce websites, direct selling, personal networks and more. Place marketing mix also contains the need for logistics such as distribution centres, warehouses, inventory and more. Chick-fil-A is one of the best known brands of food in USA and its presence is very less as compared to its competitors. The company also operates 6 days a week however the company has become the third largest restaurant chain in America is very less time. According to Hosseini, et al.,(2016) the expertise of Chick-fil-A in choosing the location of its restaurants has played a big role in its success in such a short amount of time. The company has invested heavily in the location technology which has helped it to evaluate sites and also look at the psychographic and demographic data for determining the potential of its services of reaching to the customers. The company also provides its support to the local communities by taking great care in choosing its locations so that the individual store owners are not in any competition with each other. 
There are other parts of marketing mix as well, however it is important to focus only on the 4Ps which will help a company become successful in lesser amount of time. Each example of the 4Ps will help in understanding the importance and the need for marketing mix in a company. 
Importance of Stakeholder engagement in marketing
A stakeholder refers to an individual, or a group of people who are impacted by the outcome of the project. The stakeholders are interested in the success of the project, whether the concerned persons are within or outside the organization in any context. The stakeholders can be divided into two groups’ namely internal and external ones. 
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The stakeholder theory 
The theory focuses on the fact that an organization is only successful, when it is able to deliver value to its stakeholders, and the values do come in various forms apart from the financial benefits. 
The importance of the customers and the employees- one of the values in the stakeholder theory is increasing the production of the organization. Employee who are considered to be the stakeholder of the company, feel to be valued, they will increase their hard work for the company and help it to increase productivity of the company. According to Shackleton, et al.,(2019) this also means that the company will be able to have greater retention activities, and the product and service being delivered to the customers is also greatly improved. 
Increasing in investment- financiers are an important part of the organization and also the stakeholders of the company. With all the different stakeholders being valued and connected, this increases the value of the company and the investors are more likely to invest in production by taking advantage in the increased market share. 
Different companies have different ideologies about marketing and the relation of stakeholder engagement. Volvo, creates value for its customers and indirectly creates value for the stakeholders in the company. As said by Viglia, et al.,(2018) L’Oreal knows the importance of building close relationships with the suppliers who are supplying everything from packaging to production equipment of the company. Products, market and segment are no longer enough for a company, a company must also take into account about customers, differentiation and other strategies as well. According to the stakeholder engagement, it is important to understand the importance of each of the stakeholder and manage and monitor the stakeholders for better returns. 
The customers must be kept engaged in a certain manner, so that the company is able to sell its products and services to a greater market share. The stakeholders effect the marketing in design, implementation and evaluation. This helps in maximizing the benefits for all the stakeholders of the company. Customers are one of the most important stakeholders of the company, it is therefore important to implement the best available designs for them so as to keep them engaged with a certain company. Companies try their best and invest in R&D so as to create innovative products which the customers like and buy. The interconnection between all the stakeholders helps the company to keep going in the particular industry. As said by Bellucci, et al.,(2019) Tesla is an innovative automaker and its cars are some of the best products in the world. With self driving, situational awareness, 5G connectivity and more, it completes the demands of most of the customers. Thus the customers get attracted to the company with better marketing engagement by the company. With increasing market share the employees and other shareholders are able to get the maximum output and profit from the sales. Similarly other companies to engage with customers in different manner and create demand and supply based on the stakeholder engagement with the market. 
Critical evaluation of stakeholder in different marketing activities 
Marketing needs the involvement of two or more than two social units which consists of more human actors. Marketing refers to the attempt for producing the desired response with the help of creating and offering values based on the market. Each stakeholder has different role in marketing activities. 
As said by Kaur & Lodhia (2018), such as adopting a customer focused sales campaign will help in significantly increasing the financial returns and it will also improve the relationships between customer and the firm. There are different marketing activities which are suitable for the stakeholders in each manner. It is important for a company to target the customers who have abandoned the shopping cart on the online forum so that they do not move to a competitor. 
The different stakeholders of a company focus on different activities. Such as the R&D department of a company will focus on new ventures as it will help in gaining the most from the product introductions. According to Leonidou, et al.,(2018), the work of the R&D is to focus on the needs of the customers and build a product which addresses all their needs. This will help the company to keep their market share and also increase in different countries. Bringing something new in the market will always get attention as to see the engagement from the market. As Tesla bought in the electric cars, the new innovative product turned the heads of many people and it helped the company come in the limelight from the very start. With variations from other automakers, this helped the company to understand the needs of the customers and turn their company accordingly. 
One of the important aspect of marketing activity is the need for capital for the formation of product and the available services. For this aspect, the need for investors come in. Companies need to have investors who will put money on the company and its products to sell them worldwide. The placement and promotion of a product is based on the invested money and how the company is able to handle it all. The investors are one of the most important aspects of a company and they are directly related to the profits and losses a company faces. 
The marketing team is another stakeholder of the company which focuses on the placement of the product in the market. Basic products such as cookies, clothes of certain brands such as Levi’s, Turtle are available in every large store, however premium consumer products are not available in every store and present in selected places. The placement of the products and services act as an important aspect for the marketing of a company. As opined by Sterling, et al.,(2017) products of Rolls Royce, BMW will not be available in every place, however products of Hyundai, Toyota will be available in most of the places. The availability of a product defines the importance of it and the work of the marketing team of a company. 
Nowadays companies focus on the triple bottom line theory which focuses on environment, social and financial aspects as well. All three are an important part of marketing activity as they help attract the different share of the customer base. New product introductions have always had a positive aftereffect on the returns of the shareholders. The effects become stronger when the company is a pioneering in its innovations along with having high levels of perceived quality and also backed by strong advertisements. All these are interrelated and are based on the company policies. 
From the above discussions it can be seen that the stakeholders of a company are an immovable part of a company and their presence has helped a company gain advantage over others. It is important to provide equal importance to all the internal and external stakeholders so as to have their support in various decisions of the company. All the stakeholders are interconnected and each know their work in the company ranging from investment to selling a product or service to a customer. Stakeholder engagement is what makes a company focus on its different marketing tactics. Now with the presence of baby boomers, Gen Z, Millennial’s, and more the customer segment has changed drastically. This has led to companies bringing out new products every now and then to attract the different sections of the society. Companies often have different plans for each of the sections and the stakeholders form an integral part of the system. By hiring from different sections, a company is able to understand the different viewpoints and work accordingly.   
[bookmark: _Toc60241131]Conclusion
This essay focuses on the marketing fundamentals and its evaluation based on general aspects. The essay helps in providing critical analysis of the different stages of marketing and the processes associated with it. Furthermore the essay also sheds light on the marketing mix and its role in different organizational contexts. The essay contains examples from different companies so as to assert the importance and understanding of different marketing mix and stages of marketing (Ансере, &Ухова, 2020). Furthermore the later part of the essay sheds light on the stakeholder engagement theory and its varied impact on the marketing activities of an organization. The essay presents the critically evaluated cases with the help of various examples from different industries so that it helps the reader get a clear image of the topic of the essay. 
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