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The Role of Marketing in Creating Value for Customers
Marketing is a set of activities that create, communicate, deliver, exchange offerings that have to others. The offerings include services and products, and in business, its function is to bring value to customers by identifying, satisfying, and retaining them. Marketing aim is to influence the behavior of the customer and facilitate exchange.  It is responsible for the environment in which the exchange of value takes place. It is responsible for customer identification, customers’ needs, and the value they are placing to get the values they need. Marketing influences the product designing to meet customers’ needs and ensure that its value is proportional to the cost of obtaining. Communication with customers concerning the product is done by marketing and explains who is offering and the purpose of the product's desirability. Marketing listens to customers and puts into consideration their concerns, and communicates back. They also communicate to the providers how well the products or services satisfy the customers' needs and the opportunities for improvement. It is essential to shape the location and transaction terms and seek the customer's experience after the product delivery. Marketing is the bridge connecting business and the customers that build the relationship between the two.
The primary aim of business is to identify customers and keep them in the business. Hence, marketing helps businesses to accomplish this purpose and facilitate advertisement, delivery, and collect money. Generation of revenue in business is by connecting customers and the companies or people with the business, which marketing does (Zhang et al, 2015). The main purpose of marketing is to identify, satisfy, and retain customers and provide a successful connection. For the product or service to be valuable, there must be a need to satisfy, and hence the first step to take in every business is to identify customers’ needs or wants. Marketing needs to identify who the business target and ways of reaching them. After identifying the needs, then one can provide a product or a service that meets the needs. Satisfying the customers means making them feel the product or the service they pay for is worth the cost, and this will make them happy. Marketing wins customers' satisfaction by providing the right product for a specific need at a specific time (Webster 1992). When the customers are happy with the services, it does not end there, but it is important to retain them by winning their loyalty and business through opportunities. Companies approach these activities of marketing in different ways to create value for their customers. Large companies such as Toyotas and Sony rely on effective marketing to reach their customers and ensure they run smoothly. They use different strategies to carry out marketing which requires organization, budgeting, and operations.
Marketing provides information on their services and products before release or when the product is ready for sale. To accomplish these, they engage in activities such as; education provision where they focus on explaining to the target group what their products and services are, their features, and how they are useful to the consumers. For example, Sony company marketing a new phone model will show the innovation, unique features that come with the phone and explain how it will benefit them. The purpose of educating the customers is to ensure that they know how the product satisfies their needs. It is also important to know that competitors do marketing (Ballantyne & Varey 2006). Sometimes, through the same strategies that a business uses, educating customers will enable them to realize what makes your product more important to satisfy their needs. Through the provision of education, the business will win the trust of the customers. They are creating awareness that a business supply is essential to allow customers to budget for them and create anxiety for the new product that will attract customers to purchase them. Therefore, customers will be eager for their needs to be satisfied and purchase the product. For this reason, marketers need to ensure that what they promise customers in their training is true to ensure that their needs are met to avoid destroying the brand of a business or a company (Brady, Davies & Gann 2005).  
Guy Kawasaki said, if a company provides enough value to its customers, it earns a right to promote its company to recruit new customers. Hence the key is providing value always. You will always hear customers talk about the value for money, meaning that customers will pay for the products and services, earning them value.  The product's value to the customer is determined by their total benefits, which involves the personnel benefits, product and service benefits, and the image benefits, considering the total customer’s cost. The total cost involves the monetary cost, time cost, energy cost, and psychic cost (Babin & Attaway 2000). Customer’s value is obtaining by doing a simple equation: benefits – cost = customers value. The value of one customer may not be the value of another customer; hence it essential to identify the right target when marketing a product or a service. However, a company can create a need for an individual by developing and improving their product or the process of provision. Customers purchase a product because they look good to them and not the company. They consider the product's quality, image, ownership advantages, how it solves their needs, the company’s brand, their experience with the product, and the success they obtain from the use of the products. This is done by making customers understand why they need a product or service by making them know its value and product ownership advantages.
Customers' value on a product can change with the course of the journey, and the company may lose the customers and hence the company needs to continually developed and improve their services or products to fit the customers’ desire. Hence, marketing plays a role in identifying the customer’s change in interest and letting the company know that the products meet the changing interests. The change of customers' interest in a product begins after interacting with the product, other customers, and people providing services. Therefore, marketing provides continuous communication of value and establishing customers' value by changing their perception of a product. Marketing never forces customers to value a product because they keep on comparing products and services. Still, they will only influence their perception and let them make decisions, but they build a strong relationship with customers who choose their products (Zerbini, Golfetto & Gibbert 2007). Most customers know their needs and their interest in the solutions that require to meet their needs. Their knowledge of the solutions to their problems drives them to decide on the value products a business offers. Hence, marketing strategy is always aware of those solutions that a customer is looking for to ensure that they trap the customer’s interest.  
To create value for customers marketers, refine value propositions. Because competitors know what the customers need and supply the same products, the company marketers ensure that they continually communicate their difference and increase their value proportion. They do so by identifying what they are best in, making their value propositions clear in all their communications, asking customers why they purchase from them and using that to boost their proportion (Loureiro 2015). They quantify their value with real data and communicate the best of their services so that customers can identify their values and purchase the product. Understanding the variation of value with location and season and hence marketers segment their customers and adjust their messages to suit their requirements will create value for the customers. Marketing builds a relationship between the company and customers that create value for the customer.
   Stakeholder Engagement and Their Impact on The Marketing Activities
Stakeholders’ engagement is a process that enables companies communicate and understand their stakeholders to understand their wants, the time they want and how companies’ actions and plans affect their goals. The engagement influences their communications and makes the company rethink its strategies and operations, and it also creates the company’s long-term benefits such as brand best reputation. Stakeholders are part of the groups that move the business forward, and stakeholders mapping is a way of identifying the impacting stakeholders. They will be the target for engaging them in the business. A company learns the perspective of its stakeholders by communicating directly with them. As a result, they can provide new insight into the product that can gain a competitive advantage. They will also help the company what is required by the customers and create strategies that will be used to attract new customers (Benn, O'Leary & Abratt 2016). Stakeholders are the main consumers of the services and products that a company offers, and hence they boost the company’s reputation by sharing their experience. Stakeholders explore the market and report directly to the company. They easily realize the weaknesses in the company before they reach the marketplace. They control networks in the market. Engaging stakeholders in decision-making will make it effective for the business. They take part when planning every process and developing a market strategy. Stakeholders understand the problems and the needs of the customers. Because they make a decision, they make the team understand the problems and come up with effective decisions.
Stakeholders network within themselves, and their networking is continuously multiplying and constitutes foundation marketing, and they guide how to relate with customers. Stakeholders’ engagement involves stakeholders marketing which view stakeholders are networking as a continuous multiplicity which is different from the traditional marketing perspective that views stakeholders’ network as discrete multiplicity. Stakeholders have different interests in the company and as guided by their needs, but the interests are interrelated. The company realizes those differences and how they are interrelated by engaging the company's operation. Firms do not respond to the interest of each stakeholder but find where they are interrelated and address them (Hillebrand, Driessen & Koll 2015). For example, Amazon considered their stakeholders as their publishers and addressed the e-reader's interest by identifying the interest of their stakeholders, allowing the company to create more value. Their interests represent society's interests. Hence, they help the company know the needs of the society where they will use it to decide on the products and services the consumers want to deliver and what they should market to attract more customers. Their changing interest in seasons and geographic locations also helps the marketing know what is changing in the marketplace. The relationship between the company and the stakeholders makes stakeholders communicate the customers' response on a product or a service. Company’s doing their marketing through social media such as Instagram, Facebook, and Twitter receive positive reviews from their stakeholders, which boost their reputation and earn them new customers (Amaeshi & Crane 2006).
Some companies assume that the value of their products and services comes from the perception of their customers and distributors only, and they don’t consider their stakeholders. The marketing concept puts the customer at the center of the business, which considers the value perception of the customer rather than the value perception of the stakeholder. Such companies will generate less revenue than the company that values its stakeholders. The stakeholders are then the first market to a business. They greatly influence the new customers, which is why Amazon considered their publishers to be valuable just as their e-readers are. Stakeholders act as the gates to the market because they interact with both the company and the target customers. Hence, they understand the ability of the company to influence the customers, and they suggest ideas on what is to be done. They are also the first people to detect the value of the product before the others customers. Wherever there is a concern on the product quality, the stakeholders can raise and seeks improvement before their delivery to the market. As a result, they keep the company maintains its reputation. This means that the stakeholders participate in value creation. Some take part in educating the potential customers on the value of a product which creates value for them to purchase (Troise & Camilleri 2021).   
Engaging stakeholders in business reinforces their trust in the company. They can influence others through their networking to create loyalty in the market and enable the company to retain its customers. Their trust is also essential whenever anything unexpected arises. And in whatever the company will promise on what to deliver, they can use the information to make decisions and reach the potential customers. Stakeholders who trust a company will be willing to support the company with their resources or can fund the company to ensure that the marketing is successful. Stakeholders gain trust when there is transparency in communication where the company informs their processes to their stakeholders and letting them know what is going on. Such will enable them to communicate the external influence that may affect their projects and let them make decisions (Evers, Andersson, & Hannibal, 2012).  They will identify challenges that are in the market and will let the company know and liaise with them to address the challenge with an understanding. Relationship with the stakeholders determines how the marketing will be done because it determines whether a company can openly communicate its challenges to the stakeholders without them perceiving the worst. Instead, a good relationship will make the stakeholders take the challenges positively and develop the ideas that will enable them to brand their products and make more revenues.  Communication, understanding, and trust are the key factors that affect the company's marketing strategy, and they are gained by engaging the stakeholders in the business (Goodman, Korsunova, & Halme, 2017).
The purpose of engaging the stakeholders is to plan for the unexpected in marketing. Every business expects the unexpected to occur in the business at any time, and such may make the sponsors and the customers feel that the business is incompetent. But when they are always engaged and the company is transparent with its stakeholders, they will understand and protect the company from destroying its reputations with confidence. They will want to see the company succeeding in its business. As a result, they will fund the company whenever they lack resources to generate revenue, even at challenges continually. The stakeholders aim to ensure that the targeted projects are accomplished at the time they are required.  They focus on sales, profit, or market share to boost the firm's performance, and hence their impact on the firm marketing is long-term and indirect (Stubbs & Warnaby, 2015). By ensuring that the business continually generates revenue and delivers quality products, they make the company competitive and ease their products and services marketing. Their competitiveness will attract more customers to their company than when the business ids are not perfuming well and get to the market to market their products. Therefore, a company needs to engage its stakeholders to ensure its competency and satisfy customers. They will ensure that they satisfy their customers by providing quality products which the stakeholders determine their value. 
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