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Marketing plays a vital role in creating value for the customers by providing them with exclusive benefits with their products and services. It is about aspiring the customers so that they make the decisions to purchase again (Olimovich et al., 2020). On the other hand, the marketer gets to choose a selected price to get value in exchange for the products or the services. In addition to this, stakeholders also have a huge impact on the activities and objectives of an organisation as well. They are responsible to make efficient decisions within a Global Marketing Environment. These decisions have a great impact on the marketing activities of the organisation as well. In this assignment, an essay will be done in which both of these topics will be analysed and discussed. Efficient academic theories and industrial examples will be considered for discussion and analysis. Moreover, the topics will be critically analysed and will be evaluated according to facts based on the analysis that has been done. Lastly, a conclusion will be created and conclude the results of the analysis conducted. The organisation that is considered here to discuss the mentioned topics is M&S, headquartered in London, UK. There are around 65,000 employees working under the organisation. It generated a revenue of 10.9 billion British pounds as of 2022 (Statista, 2022).
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The Role of Marketing in Creating Value for Customers
Marketing is one of the most traditional methods upon which business entirely depends. It plays a huge role in creating value for the customers. Without marketing and the skills associated with it, a business is impossible. Marketing refers to the involvement of organisations and business bodies in activities to promote and advertise products and services (Fahy and Jobber, 2019). This helps the individuals and the market leaders to positively impact the customers and encourages them to buy or purchase them. Even some of the companies are built and depend upon the affiliation for marketing the products and the services to other organisations. The primary motive of marketing is to increase awareness, making sure of purchasing or repurchasing and consideration by the individuals with efficient strategies. This can be achieved in multiple ways, but one of the most impactful procedures is to provide value for the customers. 
In addition to this, marketing plays a huge role in providing value for their customers. Organisations can opt for different procedures by which they are able to engage individuals to take interest in the products and services offered. Moreover, marketing is the only way that the customers can get an idea of the items that are being offered to them. Different activities of marketing include promotions, advertisements and social media posts. This plays a huge part in customer engagement and helps them to add value by showing them the benefits that they are offering in terms of their services or products (Martin et al., 2020). In exchange for the provided value opted by the organisations, the customers give them money in exchange for the services or products, that help to add value for the organisation as well. Products and services have different meanings in marketing. One is considered to be the item that has a physical existence, and the services are intangible entities that have no physical existence. For instance – education, banking, transport and medical services. In addition to this, there are product service hybrid marketing that offers both to the customers. 
As said by Huparikar and Shinde (2022), the customer is the King. This is a fact for businesses and individuals need to create value for them. There is no business without the customers and thus organisations should make sure to put efficient efforts into engaging them by creating more values in the process. The role of marketing is to make that possible for business bodies with various activities. Different activities involved with marketing and creating value for the customers depend on a lot of factors. The activities involved in the role of marketing to create value for the customers prove to be extremely beneficial in encouraging more sales, growing the reputation of the brand and improving the loyalty of the customers as well (Yadav and Rahman, 2018). This is highly associated with the business processes of the organisation and helps to enhance their overall performance as well.
There are a lot of ways and strategies that can be used by individuals to enhance the value of the customers in an organisation. All the processes are done with the single motive, that is to improve or enhance the experience of their customers in the most efficient ways. One of the most common ways to make that possible is by improving the process of buying for the customer base. This has proved to be a lot beneficial for businesses to attract more and more customers for their businesses. In addition to this, providing services like customer incentives, free shipping facilities, easy returns and fast delivery for online products can be even more beneficial for organisations to provide value for the customers (Amin and Tarun, 2020). Asking for customer feedback and implementing adequate changes helps the individuals have a perception that the organisation cares for them. Every customer wants to have a positive experience and it can be enhanced with efficient communication and connectivity with the individuals. Even though the cost is one of the major factors to identify and adjust as per the customer demands, quality is the thing that organisations should focus more on.
There are a lot of theories and frameworks aligning with marketing that can be used to analyse and discuss the role of marketing in creating value for the customers. These theories and frameworks are derived in such a way so that businesses can understand the ways to turn them to their own advantage. One of the most essential frameworks of marketing to align the activities and the performances of business to produce value for the customers is with the 7Ps of marketing. The 7Ps of marketing involve certain factors in the process starting with the Product, Place, People, Price, Promotion, Physical evidence and People. These factors are used to evaluate different factors associated with the business processes needed to be performed by the organisation (Mallik and Farhan, 2018). This helps the business body to discover certain elements of the organisation that proves beneficial for them to figure out the ways to implement efficient methods and recover the issues associated with enhancing the experience of the customers. 
In addition to this, the SWOT analysis framework can be also implemented by the business bodies to ensure that all the strengths, weaknesses, opportunities and threats can be identified efficiently. This is very much essential for organisations to identify the strengths that can be implemented to meet the increasing demands of the customers. The weaknesses that are identified in them can be mitigated efficiently as well so that there are no gaps in providing value for the customers. Furthermore, an additional area to recognize the opportunities where efficient measures can be implemented aligning with the objectives and the goal of the organisation can be recognised (Benzaghta et al., 2021). Lastly, the threats that are recognised can be noted, allowing the individuals and leaders to make efficient measures so that the threats can be ignored. The SWOT analysis does not only help the organisations to apply efficient measures to get over the upcoming issues in the future and enhance the experience of the customers. Effective measures of SWOT analysis also help organisations to gain a competitive advantage over other companies and recognize additional methods to target the potential customers in the market appropriately. Many retail industries in the sector use SWOT analysis, one of the most potent examples is the giant organisation M&S in the UK.
Another efficient and essential framework aligning with the marketing goals of serving the customers is Porter’s 5 forces. This framework provides the organisations to compare the other organisations belonging to similar industries with a comparison with their competitors. The elements of Porter’s five forces help organisations and leaders to find out the essential ways to align with the major activities of business management (Bruijl and Gerard, 2018). The competitive analysis structure helps the leaders to figure out what other similar organisations are implementing the ways to gain positional advantages over their customers. The competitive analysis is one of the most vital factors that is needed to be considered by organisations to get an idea of the strategies that are being implemented by the competitors. The different elements of Porter’s five forces like the bargaining power of the customers, and the suppliers, threats from the new entrants, substitutions products and the competitive rivalry among the existing organisations are extremely beneficial pieces of information. It has been implemented by M&S to make sure that they can analyse the competitive factors in the industry efficiently. 
One of the most popular theories is Maslow’s hierarchy of needs is a mandatory theory to apply in businesses. The theory states efficient methods and strategies by which the employees of an organisation can be motivated, so they can meet the requirements of the establishment. Motivated employees will be more beneficial for M&S and will be able to implement out-of-the-box measures to meet the developing and evolving demands of the customers as well (Hopper, 2020). The theory is based on five stages that are represented in a pyramid format. The first and the foremost stage consists of the essentials called the biological and psychological needs Following this, there is the safety stage, loves or belongings, esteem and the last and the final stage is self-actualization. According to the theory, individuals are motivated to a certain level, and they can only go on to the next stage only after completing the previous ones. M&S can ensure that their employees are motivated so they can fulfil the demands of their customers. This way they can ensure high business performance aligning to their online marketing in the retail sector and generating more ROI in the process.
Customer Satisfaction Theory or CSAT is another valuable theory that helps individuals to implement efficient strategies to provide value to the customers. One of the primary factors that should be considered by organisations is to ensure that their customers are satisfied, and their requirements and demands are being met. The CSAT theory is used by organisations to measure the factors by which the happiness level of the customers on using their services or products (Davras and Caber, 2019). Often the satisfaction level of the customers for an organisation is measured with the efficient use of CSAT as a barometer. M&S can ensure to opt for a survey by which they can measure the satisfaction level of their customers. This will help them to opt for efficient measures to fill in the gaps in customer service as well. The survey will also be sufficient for M&S to make efficient changes in their decision-making abilities and other business policies as well. 


Identify the Role of Stakeholders within a Global Marketing Environment and their impact on the Marketing Activities of an Organisation
Stakeholders are the most important aspects who are involved within the global marketing environment which involves competitors, owners, customers, suppliers and also employees. They are the most important assets of the company as they develop, and progress plans every day and develops marketing strategy. On the contrary, the global business marketing environment are being varied within a different context based on the country's necessities. It can be termed to bring for an effective outcome for a business that associates to bring for an effective outcome. Stakeholders help organisations to identify their target market and help them to lose their risks by gaining potential sales, brand visibility and new clients. Stakeholders help organisations to know about the necessities that are much more required to be productive and manufactured within their operational activities in order to attract customers. Hence, while conducting for a business it is much more required to make a customer analysis to know about their needs and desires such that it can help them to acquire a developed growth. Strategic business objectives are being met which helps to gain working progression such that it can help business to grow accordingly. 
It can be taken as an example from Marks and Spencer, based on the AGM information, it can be assured that in 2022 a digitally enable meeting has been developed which created a high-level stakeholder’s collaboration. The participation level of stakeholders is much higher which provides a scope for the company to make the utmost decisions through which they can bring for a progression (Corporate.marksandspencer, 2022). Within a democratic region, engaging and accessible factors, Marks and Spencer are gaining their strength of stakeholders such that it can create a chance to be more workable. Television broadcasters and radio are leading a wide reach for the company to other stakeholders. Marketing activities of Marks and Spencer are being conveyed by gaining a strong heritage of brand values by developing a unique business model. It creates a long-term value for customers which results in effective relationships and resources. The model of the company includes a truthful, decent, fair and decent approach that is much more recognised to be productive and gain customer reach. Responsible Food Marketing principles are being developed based on the International Chamber of Commerce (ICC) which leads to truthful and honest factors such that it can bring growth based on their necessities (Corporate.marksandspencer, 2022). 
Communication is based on second scientific factors held within stakeholders such that it can create a chance for them to gain their effectiveness. Kotler’s marketing theory is being segmented based on a core level, actual level and augmented level. It can be determined that marketing strategies are based on wide marketing aspects which led to the development by gaining market research to know about customers’ necessities (Kotler, 2018). It determines the social marketing theory that gains selling and marketing style such that it can bring a change within their market essentials. It can be categorised that community follows different styles of buying patterns and purchasing style which are far different from each other. Hence, it is much more complex for organisations to manufacture products or services as per their necessities. Marketing designs are being emerged within a progressive development such that it can securely explore its business that gains working associations. Transparent and inclusive practices are gained within Marks and Spencer such that it can offer options to their customers to get attracted towards their products or services (Marketingsociety, 2022). 
Customers are never being misled when the company communicates with them such that it can provide a chance for them to overcome all the queries, they are required to bring for progression. The company advertises on media following unique content such that they do not get misled, and any controversial issues do not get arisen. There are several; policies that are being maintained within people and human rights such that it can create an option for the company to raise its working developments. Anti Bribery and Corruption policy, Inclusion, Diversity & Equality, Health & Safety policies and Mental wellbeing are the aspects that are being followed within organisational strategies such that they can securely target employees to work within an inclusive working environment (Corporate.marksandspencer, 2022). Business operations and success are being developed that creates for a change in their managerial aspects which develops working progression. Sustainable business growth is being performed that creates a change in managerial aspects such that it becomes environmentally and socially active. The employees conduct marketing activities directly and by gaining joint venture partnerships. Employees try to communicate with each other such that they can increase innovation and creativity resulting in marketing activities that are much more required to convey to gain growth in working desires. 
It helps the company to operate its business across working associations such that it can enable to develop a working development. Stakeholders are the ones who provide an idea and approach that are entitled to bring growth and progression within marketing activities. Analysing the growth of the business it can be termed that business results in short and long-term goals by gaining strategic thinking and creatively gaining its perfect execution. Lower prices are being developed such that customers can get attracted to their products or services. Hence, it helps the company to increase its working progression that gained an association through which survival of the planning is being gained. It relates to a strategic outcome when an organisation receives an effective means of gaining progression (Akbaret al., 2019). International opportunities provide a chance and scope for companies to gain working collaboration that relates to gain their working development. It can be settled that marketing activities help organisations to increase their selling proportion by gaining production of the customer's desires and needs. Based on these factors, it can be detected to bring for a development within working and marketing progression that creates much more changes that relate to conducting an operational progression. Likely, the company creates a competitive advantage to gain its business ethical conduct and operations.
As identified above, the stakeholders related to an organisation play a huge part in a Global Marketing Environment. They are the ones who contribute to a project and ensure that it can meet the requirements in the process. Stakeholders offer ideas, experience and point of view that helps the organisation to meet its goals (Tamayo-Torres et al., 2019). Moreover, they also provide organisations with enough resources and materials as well. The role of the stakeholders has a huge impact on the marketing activities of an organisation. They are the ones who can ensure that a particular project is being completed in time, and with limited cost. The stakeholders are the ones who influence organisations to work as a unit and maintain ethical and social responsibilities to integrate them into businesses. In addition to this, the stakeholders are the ones who are responsible for enhancing the performance and the decision-making abilities of the organisation.
There are a lot of factors that affect the processes of businesses and how they implement their business strategies. These factors aligned with the business activities directly depend on the stakeholders, and the relation between them and the organisations. The key stakeholders who are identified within the business body of M&S are owners, suppliers, customers and employees. They are considered the key stakeholders by the organisation as they have direct interaction with the organisation and influence the marketing and business decisions of M&S (M&S, 2022). In addition to this, their other stakeholders include investors, pressure groups, government and shareholders as well. The stakeholders of M&S have a huge impact on the business processes and strategies. They take part in each and every activity aligning with M&S and have a huge impact on their business performance.
Stakeholders depend on person to person as their roles changes according to their specifications in the organisation. That is why the government and other communities are believed to be totally different from that the other key stakeholders like customers, shareholders and employees. They can even shut down businesses if they want to. Additionally, customers are one of the most vital stakeholders in any type of organisation and industry. They are the ones who are responsible for building long-term processes of making a business prosperous and successful for a long period of time (Pedrini and Ferri, 2018). One of the most successful theories that can be implemented within the business operation and the relationship with the customer is the modern CRM theory.
The modern CRM theory can be utilised by M&S to ensure that they have the best strategies aligned with the business processes. It refers to the idea of integrating new ways to interact with the customers. The modern CRM theory is helpful to apply the best strategies for aligning the business processes of the organisation as per their requirements and the increasing demand of the customers (Zajačko et al., 2019). There are several CRM tools too that can be implemented by businesses to make efficient changes and support all the stakeholders on the other hand. Moreover, different processes to attract and retain customers, investors, suppliers and partners are also an integral part of M&S. A successful business is built upon the concrete of the stakeholders, that is the people of the organisation and those who are associated with it.


[bookmark: _Toc109915134]Conclusion
From the above discussion and analysis in the essay, it can be concluded how efficiently businesses can implement changes in their processes. Creating value for the customers is a great approach for organisations to ensure high productivity and profitability as well. In addition to this, it has proved to be more than efficient for M&S to create a positive brand value and image in the environment. There are numeral theories, tools and frameworks that are often used by businesses to support their processes of boosting the performance of the organisations. Certain tools like SWOT analysis, Porter’s five forces, and 7ps of marketing are very beneficial for organisations to ensure they have the best strategies aligning with their business performances. Moreover, it has been analysed that the stakeholders associated with an organisation play a huge role in the business body. It has been also analysed that their contributions to an organisation have major impacts on the business, like amplifying its performance along the way.
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