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[bookmark: _Toc70164876]Introduction
The marketing activities of an organisation play an integral role in identifying, satisfying and retaining consumers. However, marketing also plays a crucial role in communicating the mission, and vision of an organisation with the stakeholders to create a positive impact on the stakeholders. Marketers have used various strategies for creating value for the people which includes customers, employees, shareholders, and business partners. In the past few decades, marketers have shifted from product-centric marketing towards consumer-centric marketing for enhancing the perceived value of products or services. This essay focuses on illustrating the role of marketing in terms of creating value and the impact of stakeholder engagement on the marketing activities of Unilever. By exploring the marketing activities and practices of Unilever, and the theoretical frameworks of stakeholder engagement, and marketing communication, the value created by marketing and the role of stakeholder engagement in designing the marketing activities have been discussed. 
[bookmark: _Toc70164877]Role of marketing in creating value
Theoretical frameworks of marketing 
Kotler and Armstrong (2010) defined marketing as a social and managerial process through which groups and individuals can obtain their needs and wants through exchanging product and value with each other. The central concept of marketing indicates that individuals have needs and wants which they can meet by purchasing specific services and goods.  Marketing can generate value for the organisation by creating profit. Kotler and Armstrong's (2010) definition of marketing recognises the significance of a long-term relationship with the customer for capturing value from the customers. 
One of the most effective models of marketing is the marketing mix which indicates certain actions, tactics, which are used by a company for promoting certain brands or product. The four fundamental elements of the marketing mix are price, product, promotion, and place (Sheth and Uslay, 2007). 
Product 
Organisations can use different product strategies within their marketing mix for creating value. For example, differentiation strategy and diversification strategies are used for enhancing the product profile. Unilever constantly diversifies and add new products to their product profile for attracting more customers.
Price 
Price is the value that consumers exchange for the product. Organisations determine the price of the products based on the cost of production, targeted segment, supply-demand and other factors. Pricing strategies include premium pricing, affordable pricing, bundle pricing and others (Išoraitė, 2016). Determining the pricing strategy depends on the perceived value of the product and the target customer segment. Products that are premium priced tend to communicate the high quality of the product while an affordable pricing strategy communicates the brand message of value for money.
Place 
Place or distribution channel is a crucial part of marketing as it communicates the brand's persona, attributes and characteristics to the consumers. The place is the point of sale and it makes the products or services accessible to the consumers (Išoraitė, 2016). Unilever uses supermarkets, hypermarkets, department stores, and online stores as the distribution channels and ensures that the products are readily available across the globe.
Promotion 
Promotion strategy includes the communication strategy used by the organisations for promoting their products. Promotion strategy includes digital and traditional marketing communication using television advertising, social media advertising, campaigning, press reports, billboards, magazines, and newspapers. Digital marketing tools are effectively used for promotion as well. Unilever uses both traditional and digital marketing tools and rather than targeting individual consumers they focus on indirect marketing which targets the mass market.
While traditional marketing aims to generate commercial profit, social marketing aims at promoting social good which creates value. Considering the motivational theory of Needs, it is identified that consumer needs are met by the products or services and the primary goal of marketing is to satisfy the consumer needs (Rahi, 2016). Considering the theory of value creation, Pluta-Olearnik (2018) noted that the first step of value creation is recognising specific groups of consumers which means segmenting the market. The next step is determining the groups whose need can be effectively met by the particular product or brand and this process is known as targeting. Finally, the company needs to consider the consumer perception of the product or service compared to the competitors which lead to the positioning of the brand in the market. Through Segmentation-Targeting-Positioning and application of the marketing mix, the marketing strategy is determined which aims at optimum value creation. 
Marketing in creating value for the customers 
Marketing understands the consumer needs and provides them solutions to certain problems or needs through products and services which is a value creation process. Considering customers as the vital external stakeholder of an organisation, it can be suggested that organisations need to create value for the stakeholders for fostering a long-term relationship with the stakeholders. Doyle (2000) noted that marketing is a value creation process for the customers for achieving a competitive position in the market. Three primary dimensions of marketing as a value creation process includes delivering value to the customers, management of customer value, and customer perception of the value (Pomering, 2017). The first stage of the value creation process is defining value through establishing the core values which are offered to the customers by determining the product characteristics based on the benefits delivered to the consumers in exchange for the price that the consumers pay for the product (Pluta-Olearnik, 2018). In the second stage, decision-making and coordination are involved in facilitating the physical processes of generating basic and additional values for the customer. In this stage, organisations focus on interacting with the customers and encourage them for contributing to the final value. In the third stage, the value of the product or services is communicated to the consumers, and it is vital to establish an image of the organisation and the product or service that they offer along with establishing long-term relationships with the customers. Philip (2017) noted that communicating the value to the customers is vital and organisations tend to utilise private, mass communication and group tools within the traditional or digital marketing platforms. The final step is providing value to the customers which indicates providing customer service in a specific form. 
According to Sheth (2019), marketing creates value by not only offering information and informing customers of the utility and the benefits of the products and services but also through the value of the function. It means consumers can adopt products that meet their individual needs and expectations. Customers also get value by the choice of products from a variety of options in terms of design, style, equipment, and convenience of use which is identified as the value of the form. Pluta-Olearnik (2018) argued that the customers are provided with different levels of value in terms of experience, communication, place, form, and function. 
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According to Mathuret al. (2008), stakeholder engagement refers to an organisational process where the involvement of those people in the organisational affairs is ensured that are susceptible to be affected by several organisational decisions. The primary form of stakeholder engagement is that they either oppose or support a particular organisational decision. In the case of a community in which a company operates, the chosen people can be influential and, thus, their engagement in the organisational procedures has been ensured. In the case of internal stakeholders, as the chosen people hold relevant official positions, it is also important to ensure their inclusion in the organisational processes since they can be affected in the long run by the organisational decisions. Among the common marketing activities, as Noland and Phillips(2010) have noted, stakeholders’ engagement has an immense influence on the corporate social responsibility (CSR) acts and, especially, in terms of accomplishing the triple bottom line. In other words, as an act to ensure stakeholder engagement, the respective companies involved in a dialogue with the stakeholders to identify the social and environmental issues in consequence to their business activities. 
The primary go through in stakeholder theory comes with the recognition of this theory as an instrumental one i.e. along with ethics and morality of the business (normative), it can also be an aspect that reflects on the effectiveness of business (Hillebrandet al. 2015). The existing literature is, however, is limited to the dyadic relationship between the stakeholders and the company, instead of attempting to fathom the intricate network of connections. In terms of traditional stakeholder marketing, the companies need to use the model of stakeholder matrix to identify the internal and external stakeholders properly. However, in the domain of the core stakeholder marketing theory, as Dentoniand Veldhuizen(2012) have noted, it is important to focus on the components of The Clarkson Principles of Stakeholder Management. The first principle deals with the dyadic relationship, where the organisations are requested to monitor the concerns of the stakeholders actively. The principles also suggest clear and open communication with the stakeholders, which, as Mirvis(2011) have also corroborated, is an effective tool to ensure stakeholder engagement. This framework, especially from Principle 6, appears to be a curious blend of normative and instrumental activities towards stakeholder engagement since, along with maintaining open communication; the company is also restricted to violate ‘inalienable’ human rights. 
As far as Unilever is concerned, it is evident that, instead of prioritising the customers and distributors only, which is a common trait of many companies, the company attempts to address the multiplicity of stakeholders including governments, scientists, trade association, NGOs, and regulators. From this step, it appears evident that, as Gambhiret al. (2017) have noted, the importance of stakeholder engagement lies in ensuring the awareness and consent of every stakeholder about the organisational affairs. In other words, if a company fails to address this multiplicity, it will be impossible for them to make their business practices compatible with the needs and expectations of society. Moreover, the aforementioned scholars have also noted that stakeholder engagement also ensures long-term shareholder value and sustainability. The scholars like Lenssenet al. (2008) have highlighted the concept of materiality in financial practices and its relation with stakeholder engagement in terms of the guidelines for preparing non-financial statements. In other words, for the materiality analysis of the company, the stakeholders occupy a central role in the processes. Stakeholder engagement also plays an important role in ensuring the competitive edge of the respective companies in the constantly changing business environment. 
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The stakeholder engagement of Unilever is essentially related to the aspect of the triple bottom line. The company follows a Multi-Stakeholder model, as mentioned earlier where, instead of focusing their concentration only on the consumers and the distributors, they attempt to address a multiplicity of stakeholders including investors, NGOs, suppliers, governments, and regulators. In the course of charting the impact of stakeholder engagement on the marketing activities of Unilever, scholars like Lawrenceet al. (2019) hasshownthat how their engagement has influenced environmental marketing (mainly in terms of CSR activities) of the company. The central figure in this process is the NGOs where Unilever, through their Corporate Affairs network and Global Sustainability Team, has facilitated the environmental and social missions of the brand. Moreover, the impact of the stakeholder engagement in Unilever also encompasses the aspect of CSR activities of the company in terms of promoting sustainability on those activities. Apart from supporting the livelihood of several communities, the company has created a transparent taxpaying system for the reinvestment schemes of the government in infrastructure and the communities. In other words, these stakeholders have aided Unilever to promote sustainability in marketing communication as well.
Troiseet al. (2021) noted that marketing can have certain negative implications for the consumers and it increased the need for ethical marketing which aims at establishing a positive image of the organisation. Unilever faced significant pressure from specialised stakeholder groups like the consumer activists and environmental groups regarding their unethical sourcing of palm oil, and unethical labour practices through the supply chain. These issues led to Unilever's focus on its marketing and advertisement activities which aimed to position the brand as ethical, and sustainable. Unilever defined its principles of marketing and communication in response to the increased need for ethical marketing. Unilever's marketing and advertisement principles indicate commitment towards building trust by responsible practices and transparent communication to consumers and the other stakeholders. 
[image: ]
Figure 1: Stakeholder engagement of Unilever
Source: Dentoni, D. and Veldhuizen, 2012
Stakeholder engagement helps in understanding the needs and interests of the stakeholders (Caputo et al. 2016). Unilever by understanding the increased pressure of the consumer groups in terms of consumer rights regarding information of the information and the supply chain accepted their responsibility of ensuring the products are safe and all products have clear information regarding ingredients, uses and risks associated with use (Unilever.com. 2021). As a leading consumer good company, Unilever has adopted responsible marketing and advertising approach. For their leading brand Dove, Unilever aimed to create value for the stakeholders by promoting diversity and challenging the stereotypes about beauty (Unilever.com. 2021). As a global brand, it is an attempt of promoting equality and diversity which is a social responsibility of the company. Unilever has faced significant pressure from the shareholders, customers, and various institutions regarding its unethical business practices and the organisation focussed on developing a strong relationship with the stakeholders through effective communication. Engaging with the stakeholders proves to be vital for understanding the various needs and interests of the stakeholders which a firm must take into account for creating value. It affects the marketing practices in terms of positioning the brand in the market, designing the marketing content, and establishing the brand image before the stakeholders. 
Argandona (2011) noted that stakeholder theory has been effective for reducing the narrow view of generating economic value for the stakeholders. Marketing activities can generate social value and nonfinancial value for all the stakeholders with social marketing practices. Social marketing practices enable creating value for the stakeholders in terms of changing their behaviour towards responsible consumption and healthy habits. For Unilever, stakeholder engagement affected their marketing activities as they focussed on positioning the company globally as an ethical company with a positive impact on society. The organisation mainly uses its official website, annual report, and sustainability report for communicating with the stakeholders. The controversy regarding the environmental impact and deforestation caused by their palm oil sourcing affected the brand and it communicated the message of sustainability through the official website of the company which suggested the use of sustainable palm oil in their products and pledge of creating a deforestation-free supply chain by 2023 (Unilever.com. 2021). 
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In the course of identifying the role of customers in producing values for marketing activities and the impact of stakeholder engagement in marketing activities, this study has focused on Unilever to cite real-life examples on behalf of the arguments. Through the elaborate discussion on the role of the customers in marketing activities, this study shows that customers are an integral part of value creation since they facilitate brand awareness and influences the companies to outperform the expectations of the customers. This study, through several scholarly insights, confirms that stakeholder engagement is essential to stay competitive while aligning the business practices with immediate social and environmental needs. In this regard, this study notes that, instead of prioritising customers and distributors, which is a common practice for many companies, Unilever attempts to address a multiplicity of Stakeholders. While analysing the impact of stakeholder engagement on the marketing activities of Unilever, this study notes that the stakeholders are responsible for the sustainability of CSR activities and marketing communication of Unilever. 
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