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The role of Marketing in Creating value for customers
Societal Marketing- According to the societal marketing principle, a company should make effective marketing decisions by taking into account customers’ wishes, the company’s requirements, and society’s long-term interests when making marketing decisions. The societal marketing hypothesis holds that the organization’s mission is to assess the needs, desires, and preferences of target audience and to produce the desired satisfactions more effectively and efficiently than rivals in a way that maintain or improves the consumer’ and society’s well-being. Societal marketing boosts revenue by giving the brand a positive image. The concept ‘Societal marketing and ‘Social media marketing’ are not interchangeable.

Based in Spain ZARA company practises the concept of Societal Marketing by launching an augumenting reality experience in its stores, which is owned by INDITEX. When customers click on sensors in the store or on AR-enabled shop windows, they can see models wearing specific fashion on their phones. Such technology, which was first introduced in 120 stores around the world, is irresistible digital honey for millennials to come into the store and shop. Customer interest is highly effective pull marketing tactit. `every human being is born with the desire to fulfil it. Zara excels in bringing consumers into the company with the recent AR application and in so many other ways, unlike its closest rival H&M is still stuck on the old 4Ps marketing model- Product, Price, Promotion and Place in which the business and brand are in the centre of attention. ( Forbes, 2018)

Advantages and Disadvantages of Marketing to Consumer
First of al it keeps customers up to date. The world around us is always changing. Every day, new patterns, goods, problems, and needs emerge. Consumers need a way to remain on top of all that is evolving in a fast-changing world. The Internet is an excellent resource for keeping customers informed. They have the ability to search out and absorb knowledge quickly. It’s a fantastic way for customers to get meaningful and engaging content about topics that matter to them.
Also it provides comfort and prompt service. The world moves at a breakneck pace. People expect fast and easy access to knowledge. Time is valuable, and no one wants to waste it. The internet allows people to easily access information and make purchases. This is one of the consumer advantages of Internet marketing. When the audience requires assistance, they will get it quickly and conveniently.

Branding definition- A brand is a name, word, style, emblem, or other distinguishing feature that distinguishes one seller’s good or service from those of others sellers (American Marketing Association) A brand can be considered as the concept or picture that comes to mind when people think about a company’s particular goods, services and activities, both, practically (e.g the shoe is light weghit) and emotionally (e.g the shoe makes me feel powerful).As a result , a brand is formed not only by physical characteristics, but also by the feeling that customers develop about the company or its product.
Branding is the process of developing and forming a brand in the minds of customers to give a meaning to a particular entity, business, goods or services. It’s a tactic used by businesses to help customers easily recognise and experience their brand, as well as give a reason to select their products over the competition’s by defining what the brand is and ins’t. The goal is to attract and maintain loyal customer and other stakeholders by consistently delivering a product that meets the brand’s promises.

Branding advantages
Awareness-It is well-known in most cases, the more an organisation works on its branding and identity, the more visibility it generates. Coca-Cola, For example  is a globally recognised brand. When a customer sees it in a foreign country, with foreign language labelling, they know it’s a Coca- Cola product. Many people are immediately aware that the drink is Coca-Cola product due to the red colour and shape of the bottle. This is a peak of branding and identification.

Consistency As more your brand is seen in the market, more likely it is to be ready for purchase. If the brand and identity are consistent, the consumer will believe in the product and will become a loyal follower of the brand. This does, however, imply that the product must retain a level of quality that represents the picture.

Customer Loyalty- By evidencinf the purchase of product in the consumer’s view, well-executed branding helps to build customer loyalty. For sporting goods, a campaign that focuses on physical health rather than a specific product helps to define the brand as market leader for both current and potential consumers. When a product is linked to a lifestyle, customers who are following similar goals are more likely to return.

Stakeholder engagement and their impact on the marketing activities of an organisation


Stakeholder- A stakeholder is someone who has an interest in a corporation and may influence or be influenced by it. Investors, staff, consumers, and suppliers are the key stakeholders of a typical company. However, since corporate social responsablity has gained traction the term has been expanded to include societies, states and trade association. A stakeholder is someone who has a vested interest in a corporation and may influence or be influenced by its activities and results. Investors ,workers, consumers, vendors, societies, states and trade unions are all examples of stakeholders. (Fernando, 2021)

Internal Stakeholder- Internal stakeholder are certain individuals or groups that engage in the company’s management. Since they have a vested interest in the organisation, they may influence and be affected by its success or failure. Internal stakeholder are also known as Primary Stakeholder. Internal Stakeholder are committed to helping the business succeed. They are greatly influenced by the company’s decisions, success, profitability and other activities. The organisation would not be able to succeed in the long run without internal stakeholder. As a result, they have a significant effect on the business.
Furthermore, they are the only ones that are aware of the entity’s secrets and internal affairs.
The list of internal stakeholders is as follow:
Employees-Are those who work for a business in exchange for a salary. 
Owners- The person or group who owns the company. They may be associates, owners or other type of entities. 
The Board of Directors- is a body of people who are in charge of the incorporated company. They are chosen by the company’s members at the annual general meeting.
Managers- A manager is the person in charge of the whole department. For instance, sales Manager, General Manager and so on.

External Stakeholder-are interested parties that are not part of the management team but are impacted by the company’s work in some way. They are the external parties that are a part of the working environment. Secondary Stakeholders is another name for them. They are those who use the company financial data to learn about its success, profitability and liquidity.
External stakeholders do not engage in the entity’s day to day operations, but they are influenced by the4 company’s behaviour. They interact with the business from the outside. They have no knowledge of the company’s internal affairs. The list of external stakeholders is as follows:
Suppliers- They provide raw materials, supplies and other inputs to the organisation. 
Customers- Customers are regarded as the kings of business because they will be the ones to buy the commodity. 
Individuals, banks and financial Institutions that provide funding to the organisation are referred to as creditors. 
Clients: These are the people or businesses for which the organisation does business and offers services.
Intermediaries- These are marketing networks that connect a business to its customers, such as wholesalers, distributors and retailers.
Competitors- These are competitors that compete with the company for money and market share.
Society- because a business requires valuable capital , it has a social obligation.
State- A company is guided and governed by government rules and regulations such as the requirement to pay taxes and duties.

Zara’s Internal and External Stakeholders
Materiality analysis is one of Inditex’s most valuable resources for communication with stakeholders because it help company to recognise the most important oroblems for them as a starting-point for their long term strategy. At the same time, the quality of the Annual report is determined bu the materiality review. The materiality review was conducted with the participation of both internal and external stakeholders for the eight year in a row in 2018. Because of its structure and status as the Company’s sustainability advisory committee, Inditex’s social Advisory Board plays an active and central role in this phase.
Zara’s Internal Stakeholders are :
Employees- All persons that work for INDITEX GROUP, whether at stores, offices or logistics centres.
Managers- People choosed by the company in order to control business internal operations.

External Stakeholders are:

Customers- are those who purchases any product represented by Inditex Group.

Suppliers- are companies that a piece of Inditex’s supply chain.

Environment- are natural elements present in environment where the company develops it business model.

Shareholders- anyone who owns Inditex shares.( INDITEX,2021)


How Zara communicate with their Stakeholders
In this regard, Inditex collaborates with its stakeholders in a variety of areas to bring the SDG 17 mandate, which calls for stronger alliance to achieve the targets into effect. There are several SDGS where company contributions is more important as a consequence of their business model. Inditex defined the key SDGS relevant to each of their goals as a part of aligning their approach with the 2030 Agenda in order to optimise their contribution. INDITEX’s cumulative contribution to the 17 SDGS is equal to the number of all actions taken in each priority.
So Company implemented a code of conduct for their suppliers in order to maintain good relationships and this Code of Conduct develops legally binding guidelines that cover all facets of decent employment, from occupational health and safety to non-discrimination based on gender and was established through programmes whose central principle is to position’ jobs at the core’.Furthermore company formed relationships with various actors to ensure that the supply chain is socially sustainable.
 The clients that are also external stakeholders  are at the heart of their market and decision-making. Inditex has created an integrated model for both brik-and- mortat and online stores that aims to maintain a continuous dialogue with consumers, addressing their needs while also providing the knowledge they need to make informed buying  decisions.

Conclusion
A company must continue to innovate, try new things, create new ventures, and attract stakeholders, including customers, in order to expand. The first phase after getting an idea for a project - whether it's a new product, a new patent, or a new operating process - is deciding who the project's stakeholders are, recognising the position of various stakeholders in the project, such as internal versus external, and defining project-related goals and expectations.

Primary stakeholders in a project, in addition to shareholders, the company's chief executive and board of directors, are those who will be involved in the project before it is completed. The interests, inputs, and decision-making of these stakeholders will be based on bringing the project to an effective conclusion. As a consequence, before beginning a project, the project manager must have a clear understanding of what the project's outcome would be, how it will benefit, and why the outcomes are significant.
Stakeholders provide practical and financial assistance to your business. Stakeholders are people who care about your company, from employees to loyal customers and investors. They increase the number of people who care about the success of your company, making you feel less alone in your endeavours. A business's relationship with its stakeholders is symbiotic and balanced at its best. This relationship, at its worst, is based on competing demands and desires, making decision-making stressful and slow. The financial benefits of these partnerships can be realised by a company with an active group of stakeholders. Employees who are passionate about their jobs and see it as more than a job will give it their all and serve as brand ambassadors. Customers who trust in your organisation and its services will continue to do business with you in the long run. Vendors who see your company as more than a sales opportunity will go above and beyond to ensure you have the materials you need to make sales and generate revenue, and they will even offer you flexible terms if they know you're having financial difficulties. Stakeholder investors who are actively involved will assist you with working capital and funds for growth projects.
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