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[bookmark: _Toc70709696]The Role of Marketing in Creating Value for Customers
According to Deepak and Jeyakumar (2019), marketing is described as the continuous process of identifying the needs of the customers, creating goods and services that can fulfill those needs, and delivering the goods and services to the customers to gain their satisfaction. The ultimate objective of marketing is customer satisfaction. According to McCarthy and Perreault (2017), marketing is described as the set of activities that include institutions, processes of creating, delivering, and exchanging products/services that have value for customers. According to Kotler and Armstrong (1990), marketing is the process of exploring, creating, and delivering value for satisfying the needs of the customers to make a profit. All the definitions of marketing, developed by marketers and researchers have a common point “customer satisfaction”. There were five eras of marketing which are production, product, selling, marketing, and social marketing (Jones and Shaw, 2012). Each of the first three eras did not think about the customer and their satisfaction. The marketing concept brought customer satisfaction. In modern marketing, the customer is core to everything. In this way, every producer will try to satisfy customers and they will compete with each other for getting customers and offer products/services with more value that will benefit customers and improve products/services. 
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Figure 1: Customer Value Proposition (Anderson, Narus and Van Rossum, 2016)
Value is described as the perceived value of customers, which is the difference between a customer’s evaluation of benefits and costs of a product/service compared to others. Benefits include quality, image, brand, post-purchase service, experience, etc. Customer value is described as the benefit a customer gets after consumption by paying money for it. (Anderson, Narus and Van Rossum, 2016)
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Figure 2: Customer Perceived Value (Eggert and Ulaga, 2012) 
If the customer gets more benefits than money/expectation then he will be more satisfied and if gets fewer benefits then he will become dissatisfied. The benefits include both the sum of tangible and intangible benefits. Whereas, customer satisfaction is defined by the difference between actual performance and expected performance. (Eggert and Ulaga, 2012)
So, the main role of marketing can be said is to create values for customers and earn customer satisfaction. There are different ways through which marketing creates value for a product/service. Those are described below:
· Ensuring Education, Information, and Awareness: Marketing communications explain what features a new product has and how it will help to satisfy the needs of the customers. For example Apple promotes its iPhones creative and new features before launching in the market, Unilever always puts more effort into promotional activities so that each customer knows and reminds of their product. Not only that Unilever wants their customers to see their advertisement whenever they open their television. This way it has created a strong place in customer’s minds. The benefit of the consumer should be the main concern in advertisements/ promotions. (Mascarenhas, Kesavan and Bernacchi, 2014)
· Creating a Need: Facts are important but it is also important for the customers to understand that why they need a new product/service. For example, there are many phones available in the market and the consumers have many choices. The marketing team of iPhone has to make them believe that iPhone is best suited to them, it will increase their appeal, feeling, and offer unique features that no other options can do. (Mascarenhas, Kesavan and Bernacchi, 2014)
· Reaching the Target Market: Marketers have to understand their customers to whom they will sell their products and services. Customers have distinctive characteristics that make their choices different than others. Different groups have different preferences and want to buy according to those preferences. So, the marketers must find out those preferences and create value that meets their preferences. If a group of targeted customers wants to buy online then the company must make the product available online. Customers prefer to buy from the luxury house that is decorated well and match their status. That’s why Apple showrooms are decorated so well. (Mascarenhas, Kesavan and Bernacchi, 2014)
· Avoiding Pricing Competition: If a business organization sets a lower price it often can’t compete with others for a long time. Although cost is a major factor for a large segment of customers, another large segment wants to pay more for their desired quality and due to the increase in social awareness for quality products, the price has become a less significant factor. An unsatisfied customer who didn’t get his perceived value will move to another product even if you offer the lowest price possible. So price should be rational and justified based on the products or services quality. (Mascarenhas, Kesavan and Bernacchi, 2014)
· Focusing on Most Valuable Customers: Most companies can’t offer to every customer segment at a time. They often find it difficult due to lack of resources, investment, management gap, etc. Apart from that every segment possesses different preferences, and meeting those preferences is a challenge and most of the time satisfying everyones needs with a single product/service is almost impossible. That’s why customers who are most reliable and need the product most want to pay the right price should be targeted. (Vantrappen, 2012)
· Motivational Offers: Companies organize different promotional events and provide benefits to customers and create awareness among customers. Some of the motivational offers include discounts, special offers, free trials, subscription services, partnering with another brand, etc. Trial service is a very powerful tool in creating value for customers. In this way, customers can know better about the product and they can gain the experience by directly using the product. For example, Apple provides trial service in their showroom. Many tech service providers including Adobe provides a trial service of 7-30 days so that customers know about the features well that their needs can be fulfilled with the product. Companies provide special offers on occasions to increase sales. Many companies partner with other companies to create a bundle and provide offers on purchasing bundles together. Post purchase service is another offer that marketers offer to their customers so that customers feel safe about using the product. (Vantrappen, 2012)
· Asking for Review and Feedback: Companies ask customers review the product after purchase or usage that is a very important tool for creating value. A large portion of customers buys products from others recommendation. Customers can also provide feedback through the company’s questionnaire or comment box or other ways. From this feedback, marketers understand customer satisfaction level, their expectation, and their realization after use. Review and feedback through social media platforms have become a very powerful tool through which companies can reach customers easily and get their opinion about almost everything. For e-commerce business review is a major factor in customer purchases. Customers buy more if the review of a product is better than the alternatives. (Vantrappen, 2012)
· Personalization: Marketers create value by offering the personalized product. Many customers now demand customized services and products. They want something unique. The number of customers with this kind of preference is growing a lot. That’s why marketers create personalized/customized products for their customers. Generally, costly products are more personalized. For example Rolls Royce, BMW, Netflix, Nike provide customized products. Luxury resorts provide personalized services for their customers. (Vantrappen, 2012)
There are also other ways through which marketing creates value for customers. The value creation process starts from the understanding of the need of the customer and ends with retaining customers after earning satisfaction. The value creation process is continuous. Kolter and Armstrong’s value creation process is described below: 
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Figure 3: Marketing Process of Creating Value for Customers (Kotler and Armstrong, 2014)

· Understanding the Marketplace and Customer Needs: A market consists of actual and potential buyers of a product or service. Customer needs are a state of felt deprivation and wants are shaped by culture and individual differences. Marketers try to address those needs and want and accordingly they offer for exchange of products or services by obtaining something in return. The marketer must identify the companys strength and weakness and compare with the potential market in which it wants to sell the products/services. If the marketer selects a segment that is irrelevant and won’t buy the product then it will be a total failure. So the actual needs of the customers must be addressed by the marketer and it is the best value creation. The first value a marketer creates is by identifying the actual needs and preferences of the customers. For example Apple targets only the consumer who thinks themselves different than other who want to buy distinctive products at a higher price. BMW only sells its products at a higher price. They dont target everyone. 
· Designing a Customer-Driven Marketing Strategy: A customer-driven marketing strategy includes the management of marketing for segmented customers. Marketers try to find and attract new customers and grow the targeted segment. Customers are divided into different segments and they are served with different value propositions that a company promises to deliver. 
· Constructing an Integrated Marketing Plan: As marketing strategy defines which customers to serve, an integrated marketing plan is developed to serve those customers. It includes the implementation strategy of different marketing strategies by applying the marketing mix in action. The four P's such as product, place, promotion, and price are determined here to deliver customers with superior value.
· Building Profitable Relationships and Create Customer Delight: Marketers focus on building a good relationship with the customer so that the customer returns again and again. In this way, marketers satisfy the needs and also earn sustainable profit. The rule is simple, satisfy customers and earn profit. According to Forbes, Amazon, Wegmans, Glossier, Warby Parker, Sephora, Casper, BestBuy are among the companies that focus most on their customer satisfaction. Amazon wants to serve customers within 30 minutes to improve their purchase experience. 
· Capture Value from Customers to Create Profits and Customer Equity: It is the last step of Kotler’s value creation process. The profitable relationship helps in creating customer equity. If the customer gets the value he expects then he is expected to come again and the marketer earns desired profit. 
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Stakeholders are the parties that influence respective organizations and they are also influenced by the activities of those organizations (Unerman, 2017). So stakeholders are a part of an organizations environment. Organizations require the engagement of the stakeholders for the successful execution of their core activities (Greenwood, 2007).  Stakeholders for any organization, categorized as internal stakeholders and external stakeholders. Internal stakeholders are directly connected to the organizations and external stakeholders are directly or indirectly connected to the organizations on the other hand. Stakeholder engagement is required for the success of organizational endeavours (Noland and Phillips, 2010). The marketing activities of an organization are also influenced by the stakeholders of that specific organization. 
The internal stakeholders of an organization are owners or shareholders and employees of that organization. Employees include all the people working in the organization from the bottom to the top level. On the other hand, major external stakeholders of an organization include customers competitors, regulators, and society. All these partys engagement influences the marketing activities of an organization. The following discussion will help to understand stakeholder engagement and its impacts on the marketing activities of an organization:
Internal Stakeholders: Internal stakeholder engagement refers to the influence of internal parties that are required to be considered by the organization for the execution of the activities and decision-making. 
· Owners/Shareholders: Owners or shareholders directly controls the activities in the organization through their representatives to protect their interests. So, while making a marketing decision an organization must get authorized by the board of directors or higher management appointed by the owners or shareholders (Olmedo-Cifuentes, Martínez-León and Davies, 2014). Marketing activities must not violate the rights and the interest of the owners or shareholders. For example: If an organization wants to market a product that is not of rich quality it may harm the reputation of the organization resulting in a decrease in the value of the organization that is directly linked with owners or shareholders. 
· Employees: An organization cannot run its marketing activities without the engagement of the employees. For the execution of marketing activities a marketing team is required to dedicate their full potentials for marketing success. For example, an organization wants to enter a new market and promotional activities are needed to be carried out. If the marketing personnel does not engage their potentials, the objectives cannot be accomplished.
External Stakeholders: External stakeholders engagement to the organization includes requirements, opinions, acceptance, and attitudes of external parties towards organizational activities. (Harrison and St. John, 2016)
· Customers: Customers are the main external stakeholders. Customers are the source of revenue for an organization. An organization’s marketing activities are carried out to reach customers. Marketing activities are required to be designed based on customer`s preferences for organizational success.
· Competitors: If a competitors marketing activities are not considered for carrying out an organization’s marketing tasks, the organization will lose in competition. For example, a product is sold by a competitor at the price of $10, if the same quality product is offered by the respective organization at $12, the organization will fail.
· Regulators: The government and other regulatory bodies formulate laws that are mandatory to be followed by the organizations. For example alcohol product advertisement is prohibited in different countries, which must be followed by the marketing of an alcohol producer. 
· Society: Society, directly or indirectly, influence organizational activities. Society possesses a part of potential customers.  For example an organization must carry out marketing activity that is accepted by society.  Pepsi Co designs marketing campaigns differently for different communities.
From the above discussion, it can be said that stakeholder engagement is crucial for organizational success and they greatly influence the marketing activities of any organization. There are some models for stakeholders’ engagement. One of them is proposed by Sinclair (2011) is described below:
1. Discover: In the first step for stakeholder`s engagement stakeholder`s role is analysed from a strategic point of view. Their role, influence, education, current engagement level, potential impact in an organization, relationship with other groups, preferences of communication, etc. are analysed. Through this interactive process the stakeholder groups with the most influence, engagement, and affected by the decisions are identified. They are considered to be an early participant in change. The stakeholder analysis also helps in the identification of communication media and necessary tools for communication so that key messages are sent properly and the resistance level is reduced. 
2. Plan: A stakeholder engagement plan is done to identify the engagement approach. Generally, it provides details of stakeholders and different groups, a list of actions to engage stakeholders across every level, a schedule of actions, and milestones. Under the engagement plan, a change network development is necessary to get sponsorship and a team that will recruit candidates for the change network. 
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Figure 4: Stakeholder Engagement Model (Sinclair, 2011)

3. Delivering Stakeholder Engagement: The four steps of delivering engagement are informed, consult, involve, and collaborate. Every step has a goal to accomplish the ultimate engagement. At first, properly inform stakeholders. There are many ways to inform; with fact sheets, newsletter leadership announcements, notice, message, etc. The second step is to collect feedback from stakeholders. It can be done through group conversation, feedback sessions, surveys, collecting individual replies, etc. The third step is to work directly with them to ensure that they also contribute and their opinions are valued. It can be done through focus group discussions, workshops, and interviews. The last step of delivering stakeholder engagement is to partner with them so that everything is done together. 
4. Review and Respond: The final part of the model is to review the whole process and find gaps so that it can be improved. The summary of execution and execution result is also analysed properly. Proactive and corrective measures are taken to ensure key stakeholder engagement. 
By applying this model stakeholders of an organization can be engaged successfully. There are other models also proposed by researchers which can be applied in different context. 
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