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[bookmark: _Toc70786626]Executive Summary


This academic paper was written with to analyse and evaluate the development and role of marketing in creating value for customers and to identify both external and internal stakeholders that have significant impact on a firm’s marketing activities. To support the analysis Avon’s case study will be used. 


[bookmark: _Toc70786627]Introduction

Marketing is defined as organisations’ activities in order to create, build and deliver values for the customers in order to make profit. Marketing activities involve a set of actions that encourage consumers to build profitable relationships with the organisation by satisfying their needs and demands. (Kotler, 2014) 
According to Kotler (2014) marketing’s main role is to build profitable customer relationships by combining the marketing mix’s elements in an efficient manner by satisfying the consumers’ needs and wants. 
To identify and understand the market palace, desires of the consumers and the product/service and needs gap, marketers constantly conduct in-dept market researches. The macroenvironment factors are constantly changing, including the social environment, economic situation, political environment, technological environment and legal factors. The market trends, demography, attitudes of the individuals, the consumer behaviour, legislations, etc are ever changing, which need to be analysed and understood in order to create value for the customers and build profitable relationships with them.  (Morrison, 2017) 


The marketing process involves investigating and understanding the marketplace itself as well the needs of the consumers. According to Armstrong, Kotler, Harker and Brennan (2012) the marketing process has variety of elements that all aim to capture and deliver superior value to the consumers by ensuring their needs are satisfied. 
As below figure indicates, the marketing process has 5 steps, which are as follows:
1. Understanding the market place’s mechanism and the desire of the customers
2. Designing a strategy
3. Designing a marketing plan with the aim of delivering superior value 
4. Creating customer delight to build a profitable relationship
5. Capturing value from customers. 

Figure 1: The steps of the marketing process 
[image: Marketing Process: 5 Steps of Marketing Process]
Source: iEduNote.com (2021)

The global market place is highly competitive. To be better than the competition, it is essential to satisfy the consumers’ needs. Therefore, as above figure illustrates, the marketing process is focusing on customers in order to create more value for them.
[bookmark: _Toc70786628]What customers want

For customers, value may mean different things depending on their preferences and individual needs. Some customers associate value with price, some associate value with benefits. The perception of what a certain product of service is worth is varying and depends on the individual’s needs and wants. In a simplistic equation, customer value equals to the product or services benefits minus the costs. The costs of a product for a customer does not only mean the actual price they pay. The costs also include non-price elements, such as the efforts, inconvenience and time of the customers. While the benefits of a product or service can be defined as a set of advantages that a product or service offers to the individual, which include the experience, the satisfaction that the product or brand can provide to the customers, the features of the products, the satisfaction that can be achieved by using the products and many more. (Mahajan, 2016)

[bookmark: _Toc70786629]Customer Value 

According to Pluta-Olernik (2018) there are broad array of goods and services in the markets that aim to satisfy the needs of the consumers. Consumers have variety of choices to find the specific one which gives them the optimum value and satisfaction. Therefore, marketers of contemporary organisations consider creating value for customers is one of the most important tasks. 
Fontanella (2021) defined customer value as a measurement of how much a product or service worth for the customers in comparison the product’s possible alternatives. Customer value determines if the organisation’s product or service offers enough value for the price customers pay for the goods. With other words, if customers perceive that benefits of the product is outweighed by the  product’s costs they may feel that the purchase was not worth. Especially in those cases if the organisation’s rivals offer better price or features for the same target market for a similar product. According to Hollensen (2019) understanding the customers’ needs, wants and value is essential to design a marketing strategy in order to reduce friction within the experience of customers. 
Avon is one of the leaders of the cosmetics industry, offering wide range of products for women, men and children. The organisation has a radical business model. However, there are several well-known brands exist in the cosmetics and beauty market, for example L’Oreal, Nivea, Oriflame, Faberlic, Amway cosmetics, etc. (Avon, 2021) According to Hollensen (2019), there are variety of marketing strategies that firms may develop in order to crate value for customers and stay competitive in highly saturated and competitive markets. Depending on the macro and micro environment of the firms, organisations most commonly use low-price, cost-leadership, differentiation, transnational, market penetration, etc strategies which helps them in creating consumer value. 
To create value for the customers, marketers design customer value delivery systems including the organisation’s suppliers, distributors and value chains and most importantly, the customers itself in collaboration to deliver the value. (Best, 2013)

[bookmark: _Toc70786630]Customer value strategy

According to Kotler (2014), the second step of the marketing process is designing a customer driven marketing strategy. Lancaster et al (2002) suggested, that to meet the business objectives, marketers are encouraged to conduct a situational analysis to support their decisions upon strategic planning, which includes the customer value strategy.  To transfer different values to the customers and doing things differently than the rivals can be defined as customer value strategy as well strategic positioning. Zhang, Dixit & Friedmann (2010) explained that the strategic positioning has 6 principles which are as follows:
1. Right objectives should be set 
2. Organisations should distinguish their value of positioning form the rivals. 
3. The unique value chain should be taken into consideration upon strategic thinking. 
4. It is necessary to demolish and give up on the products’ certain characteristics in order to pursue in certain areas uniqueness. 
5. The strategy should be designed in a way to support the effective integration of the diverse activities. 
6. It is essential to design the strategy to have a continuous and sustained direction. 
Best (2013) observed that selecting the target customers for value positioning significantly impact on business’s success. The customers’ have different types. Based on dividing the customers into different types, diverse value positioning model should be used. One of the most common types of customers are seeing up-to-date and modern products. For example, Apple Inc has a large loyal customer-base, who are willing to queue for hours to be the first ones to purchase a new product which has been recently launched. (bbc.co.uk, 2021) Those firms who are targeting and aim to meet the technology-savvy customers’ needs, often position the value on product leadership. For example Apple Inc, Samsung, etc. In case of Avon, there are customers who have high tendency to try out new innovative beauty products as soon as they get introduced. (Avon, 2021) Another major type of the consumers have tendency to prefer services and products which are cost-effective. This type of customers highly prefer high quality and convenience in terms of making purchases. Organizations who target this type of customers often orient the value on operational excellence. For example, Fed-ex, Avon, Amazon, etc. The third main category of the customers are those, who are willing to wait longer to get a certain product or service even on a higher price in order to get exactly what they want. Organisations who target and serve this type of customers focus on customer intimacy. For example: Emirates, Rolex, Louis Vitton, etc. 
Armstrong et al (2012) stressed the importance of getting all of the internal stakeholders of the organisation on board. Ensuring the commitment of every team-member to the objectives of the organisation and providing support to them in order to implement the customer value strategy is as important as the strategy itself. To implement the customer value strategy successfully, the management must be strengthened for core competency. It is a prerequisite for customer value achievement to develop strong management system. Moreover, the culture of the organisation should also be established in line with the customer value. According to Kotler (2014),  developing a culture based on the customer value is necessary in order to meet the company’s strategic objectives. Every team-member should be committed to delivering customer value. Furthermore, highly integrated value system is also essential to be established alongside with an effective performance measuring system. Organisations must measure the performance continuously and evaluate whether the it is in line with the objectives and goals or not. Lastly, to achieve customer value, Doyle (1998) explained that network marketing system should be established as it significantly contributes towards gaining understanding of the needs of the customers in a more efficient way which can be used to strengthen the customer value strategy and its implementation. 
According to Anderson and Narus (1998), consumers’ buying decision in case of products which is not well-known and non-conventional in the market is determined by the customers based on the acquired higher perceived value. Marketers and organisations can use marketing and communication tools effectively in order to enhance brand value for their products. The brand value of the product help enhance the customer value by downgrading and narrowing the gap between the attributed of the product and the perception of the consumers. Kotler (2014) believed that competitive advantage can be gained by combining the attractiveness of the product  with services e.g.: retailing and effective information sharing. 

[bookmark: _Toc70786631]Stakeholders

As it was above mentioned, in order to create effective strategies to create customer values, it is essential for organisations to get the stakeholders engaged. There are external and internal stakeholders who both can significantly influence on the way organisations operate. The key stakeholders include the customers themselves, team-members and employees, shareholders, the local communities, suppliers, rivals, business partners and authorities. (Hollensen, 2019) All key stakeholders groups are observed to impact on the decisions and activities of a company. Understanding the stakeholders’ negative and positive impacts on the operations of the firm are essential in order to create value. 
The society and Governments may impact both directly and indirectly on the marketing efforts and strategies of an organisation. They are powerful and can end the operations of an organisation. Therefore, risk management and legal compliance are essential. Corporate social responsibility are often used to work with the society in general. The CSR practices help the firms to balance the profitable relationships with the social and business activities. (Morrison, 2017) To preserve the environment is often chosen by organisations, hence they go green in order to reduce the environmental impact by the operational activities. E.g.: environmental friendly products, charitable activities, etc. Firms often adjust their strategies in line with the needs of the society. 
Customers are also powerful stakeholders of an organisation. Marketing process’s main aim is to satisfy the consumers needs by creating value for them in order to build profitable relationships. (Kotler, 2014) Building long-term relationships with the customers, with other words customer relationship management plays crucial role in order to achieve success. Data-driven marketing processes and customer relationship management are most commonly used by organisations to sustain profitability. The marketing strategies of firms are designed based on the data collected on consumers. The sales and marketing efforts’ efficiency based on targeting and segmenting which cannot be done without deep market analysis, including collecting data on consumers. (Best, 2013)
Employees are often viewed as the most important assets of any organisations. (Hollensen, 2019) The employees play crucial role in order to create value for customers and build profitable relationships. Therefore, upon selecting and implementing the most appropriate strategy to create value for the consumers, employees’ needs, desires, beliefs and values must be balanced and taken into consideration. The employees who are valued assets must be involved actively in decision making.  
Firms need inputs to transform them into outputs that are creating value for consumers. The inputs are provided by vendors and suppliers. To operate efficiently, their needs and expectations must also be taken into considerations. The marketing strategies of the firm are significantly influenced by the suppliers and vendors as many operational activities as well creating value for the consumers are depending on the maintained relationship between the firm and suppliers. The delivery schedules, the quality and many more highly depend on vendors and suppliers. (Best, 2013)
Competitors often offer the same product features, quality and price for the targeted market. The techniques, tactics and attitudes of the rivals must be analysed and the strategies of the organisations should be adjusted to them. Depending on the rivalry and competition in the industry, the power of the buyers and suppliers are can be determined as high or low. If the buyers’ or suppliers’ power are high, the firm has less power, hence its strategy is significantly impacted. The effectiveness of a marketing strategy is highly depending on the rivalry, power of the buyers and suppliers.  If the rivalry is high, firms may decide to implement differentiation strategy. If the power of the buyers are relatively high, firms often implement cost-leadership or low-cost strategies. (Kotler, 2014)  
Organisations may happen to need financial resources to carry out their activities. To secure the essential financial resources, business often make partnerships or approach investors. Investors and partners have also large impact on the strategies of the firm as depending on the nature of partnership or agreements with investors, they have a right to withdraw their money if their requirements are not obliged with. Silent partners may have less demands and influence on the way firms operate, though to secure a partnership itself has huge impact on the chosen and implemented strategy. (Polonsky, 2005)
In summary, to design a marketing strategy that delivers superior value and contributes towards creating value for the consumers to build profitable relationships firms combine the marketing mix’s elements. It is often referred to 4Ps or 7Ps, that encompasses product, price, place and promotion. Depending on the impact of the stakeholders, on the industry and target consumers themselves, marketers adjust their approaches to each of the Ps from the marketing mix. (Armstrong et al, 2012)


[bookmark: _Toc70786632]Findings - Evaluation 

Building and developing profitable customer relationships are crucial for a success of and organisation. To develop and manage customer relationships, customer value plays vital role. (Best, 2013) Customer value is thoroughly correlated to the expectations and satisfaction of the consumers. Strategic positioning has certain principles. These principles can be applied by organisations to do things differently that the rivals and provide and transfer diverse values to the consumers. (Mahajan, 2016) Kotler (2014) highlighted the importance of targeting customers for value positioning, which significantly impact on the success of an organisation. To achieve customer value, strong management system plays vital role. To achieve the organisations’ strategic objectives, it is necessary to develop the culture of the organisation based on the customer value. To implement the strategy of customer value, it is important to implement effective performance measuring system and highly integrated value systems. Mahajan (2016) and Best (2013) suggested firms to develop network marketing system as they provenly help in order to identify and understand the needs of the customers in a more efficient and better way. Upon assessing the customer value, important methods should be followed.   Hollensen (2019)  proved that apart from the prices of the products and services, there is a high correlation between retention of the customers and the received service from the firm’s professionals. Moreover, to retain customers, the professional services’ image of the firm plays also vital role.
In summary, Kotler (2014), Armstrong et al (2012) and Hollensen (2019) all believed that customers’ perceptions of the quality of a product or service has high impacts on the value. The value and quality perceived by the customers are impacting on the satisfaction of the customers. There are variety of methods that can be used to assess the customer value. Organisations often use benchmarks, surveys, focus groups, compositional approaches etc. 


[bookmark: _Toc70786633]Conclusion

The process of marketing involves creating values for customers and communicating it to them in an effective manner. Marketing’s main roles involve to get the attention of the targeted customers and get all of the stakeholders engaged by creating value for them. Creating value for a certain product or service can be done in variety of ways. For example, by providing information to the stakeholders prior to launching the product or by simply creating a market message. Organisations often accomplish this by providing education, such as explaining the benefits that can be gained by the product’s features. E.g.: Avon explains to its customers how a newly introduced beauty product can be useful in order to reduce wrinkles. (Avon, 2021) Showing and explaining the innovative and creative features that are coming with the product or services are the most common way to create value. Sharing information with the targeted audience can be defined as providing education. Another commonly used technique by marketers to create value for customers is to crate a need. The details of the products are important. However, helping consumers understanding whey the new product would be needed for them is also useful. For example, Avon market the products that are designed for children to the parents by explaining to them how the products would benefit the parents by ensuring high hygiene for the children. (Avon, 2021) The elements itself can create needs. Additionally, the target market and the needs and wants of the customers must be understood by the marketers. Upon reaching out the targeted audience, numerous factors need to be considered. These factors include the consumers’ age, education, desires, income levels, their geography and demography etc in order to identify and recognize who the potential consumers are. Effective messages that are appealing to the targeted customers can only be crated if there is a deep understanding is gathered of who the customers of the firm are likely to be. (Kotler, 2014)
A success of an organisation is highly depending on its marketing strategy’s effectiveness. To achieve strategic objectives, the marketing mix’s elements play vital role. Nowadays the market places are highly competitive and to stay competitive and profitable, adopting diverse strategies are crucial. (Hollensen, 2019)
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