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The role of marketing in creating value for customers
Most businesses aimto find and retain customers. Marketing is a crucial team that helps businesses achieve this feat as it offers more than just collecting money, selling products, and advertising. According to Kotler and Armstrong (2016), marketing helps create value for customers and improves the value customers offer to businesses in return. The current business environment requires marketers to have skills such as creating customer value, managing customer relationships, and engaging customers. High-performing companies understand customer and marketing needs, designing integrated marketing strategies that improve customer engagement, offer customer satisfaction, improve community brand, and strengthen the customer relationship. In return, marketers receive value in the form of customer equity, profits, and sales. Anderson and Narus (1998) reveal that customers concerned about the cost of the commodities they purchase focus on the value they would receive from the product. These customers may ask suppliers to lower product prices. However, suppliers can ensure that customers understand the total cost against the purchasing price. Therefore, a supplier needs to have accurate details aboutthe customers' value and wish to receive from the suppliers. Most customers understand what they require but do not know how to satisfy their needs specifically. Suppliers find this lack of understanding as an opportunity to show how they can showcase persuasively that they can provide value and assist customers in making informed purchasing decisions (Payne, Frow & Eggert, 2017). Understanding the specific needs of the customers enables smart suppliers to gain a competitive advantage over other suppliers. Therefore, these suppliers develop customer value models which involve using data to determine customer worth (Payne, Frow & Eggert, 2017). Customer value models are influenced by cost assessment and benefits that customers can obtain from a specific supplier. A supplier can design the value model of a single client or the entire market by assessing customer cooperation and data availability. 
Customer value and engagement also depend on the current social and digital media. Social and new digital media have crowded the current marketing scene, theatrically changing how brands and companies interact with their customers and how consumers influence and connect.Kotler and Armstrong (2016)reveal that such companies achieve this understanding by designing a customer-driven marketing plan. After understanding the marketplace and the customers, the supplier needs to formulate a customer-driven marketing plan. Through marketing management, the supplier chooses and builds a profitable relationship with the clients. Managers can keep, engage, and expand their target market by developing, distributing, and communicating utmost customer value. Marketing managers can design winning strategies by understanding their target markets and the value that customers attach to their products. Suppliers need to attract customers for their services or products (Lessmann, Haupt, Coussement & De Bock, 2019). Every company tries to convince its customers that it will satisfy their needs. Every supplier intends to create value for their customers. Suppliers can create value for their customers through market segmentation and targeting, strategically positioning the service or commodity, and developing a unique identity. Therefore, a supplier needs to target a specific market and customize their products to the clients' exact needs (Lessmann et al., 2019). Market targeting involves identifying specific customers, their specific needs, behavior, and traits, and developing the appropriate marketing mix for them.Kotler and Armstrong (2016) attest that suppliers should develop several marketing alternatives. Marketing managers need to design strategies that engage customers and develop profitable relationships. A marketing manager or supplier can use the five alternative concepts to design their marketing approaches: production, selling, societal, product, and marketing concepts.
Production concept- This approach is the most popular among businesses. This concept proposes that customers prefer commodities that are cheap and highly available. Managers using this strategy insist on high production efficiency, increased distribution, and low production expenses (Kamboj &Rahman, 2017). According to them, consumers' interest is based on low prices and product availability. This concept, however, is backward as customers do not receive value from the product. 
Product Concept- This alternative believes that consumers will show interest in products that offer the best performance, quality, or performance features. Suppliers and managers who focus on this approach insist on producing the best products and conduct frequent improvement (Kamboj &Rahman, 2017). They believe that buyers like well-designed products and can congratulate high performance or quality. However, some of these managers concentrate on the product forgetting what the market requires. 
The selling concept- This strategy is popular in the business world. It suggests that if business and customers exist in the same environment uninterrupted, the customers may not buy enough of what the company is selling. Therefore, the organization should take it as their duty to engage in aggressive promotion and selling activities (Kamboj &Rahman, 2017). This concept argues that consumers can develop resistance or buying inertia that influences them to buy a product. This concept also assumes that a company has competitive promotional and selling tools that encourage customers to buy. Most companies use this strategy when they experience overcapacity. Such companies intend to sell their products instead of focusing on what the markets need. 
Marketing concept- This business approach reveals that accomplishing organizational goals requires the suppliers to know the markets' wants and needs and deliver the desired satisfaction well than their rivals (Kamboj &Rahman, 2017). Through this concept, achieving high profits and sales depends on customers and product value. This concept relies on the sense-and-respond philosophy. The aim is to find the right products for the customers and not the right customers for the products. 
The societal marketing concept- This concept opines that an organization's responsibilities are to determine customer interests, needs, and wants and deliver the expected satisfaction more efficiently and effectively than its competitors (Kamboj &Rahman, 2017). It continues that organizations can achieve these goals by enhancing and preserving societal or customer wellness. It focuses on the long-run effect of the organization's activities on the customers. Most organizations currently incorporate this strategy in their marketing mix in corporate social responsibility (CSR). Some of the areas targeted under societal marketing include the environment, social units, and sustainable marketing. 
Creating customer value also calls on suppliers and marketing managers to improve their customer engagement. The new digital media platform enables marketing managers and suppliers to develop continuous and direct customer involvement to improve brand experience, shape brand image and community branding. Branding goes beyond selling the product or services to the clients. Its goals are to ensure the brand becomes a significant part of the consumers' lives and conversations. Companies are using a variety of digital media options in their marketing mix to reach to improve customer engagement rather than interrupt them,such as YouTube, Facebook, Twitter, Instagram, Snapchat, and Vine, among others, to reach out to customers (Kotler & Armstrong, 2016). Companies can use different forms of customer engagement. One aspect of customer-engagement is consumer-generated marketing, where customers play a significant role in developing their brand experiences. This occurs through consumer-to-consumer interaction blogs, social media platforms, video-sharing sites, and other digital platforms. A practical example of consumer-generated marketing is Craiglist. In this online channel, consumers flock in millions to assess "classified" listings to buy tickets, apartments, jobs, sell and buy services and goods. Consumer-generated marketing enables consumers to access information, entertainment, games, and purchase services or products. Marketing managers and suppliers should understand that different factors influence the consumers' decision to adopt consumer-generated marketing (CGM) (Hollebeek & Macky, 2019). Among the factors is consumers' desire to find out about other customers' services or product experience, the presence of CGM sites, the chances that other consumers will publish their views about the products or services on the company website, and the ease of identifying an effective CGM site. CGM's effectiveness is that it encourages consumers to develop a sense of belonging and community. Therefore, CGM nurtures desired interaction among participants (Hollebeek & Macky, 2019). CGM sites are virtual spaces where participants gather to trust and know each other. CGM workswell in instances where the site promotes self-expression. CGMs exhibit fast growth as they enable consumers to access information that would be difficult or impossible if done by themselves. Through CGM's communication and interaction, consumers exchange significant information to help the suppliers and producers obtain the data and use it to inform their marketing and service delivery. Another strategy forengaging markets is through partner relationship management(PRM). PRM enables suppliers and marketing managers to work closely with other parties outside and inside the company to engage and ensure customers get value for their products. Alliances and partnerships result in better outcomes, especially if reinforced with free flow of information, the members trust each other, members enjoy mutual success and are loyal to one another (Agarwal, Singh & Agariya, 2017). Companies are increasingly investing in their internal business processes by integrating systems and cleaning up data, which helps them coordinate commercial activities, business planning activities and offer after-sales support. PRM enables the managers and shareholders to share information frequently that guides business operation. Marketing managers should form relationships with other partners like retailers and distributors, allof which occur through the supply chain. Therefore, creating successful customer value depends on the understanding of the supply chain. 
Question 2: Stakeholder engagement and their impact on the marketing activities of an organization
Stakeholder engagement represents an organization's ability to interact with the groups that are likely to be affected bythe organization's activities. Based on this understanding, organizations allow individuals who are likely to be affected by organizational processes to comment and offer insight into their development. Stakeholder engagement enables designing crisis management strategies and engaging in defensive conversations with stakeholders, creating a long-lasting and sustainable relationship(Kotler & Armstrong, 2016). Meaningful engagement is evident when organizations understand the changes in society and how they influence organizational performance and develop associations with stakeholders to manage changes in global commerce. Stakeholder insights and opinions are significantly valuable during the early stages of the conception and development stages. Vibrant consultation offers insight into the business environment, the status of the marketplace, customer/user trends, growth opportunities, trends and develops the organization's vision of its future(Blok, 2019). Stakeholders include customers, suppliers, government and regulatory agencies, business owners, boards of directors, employees, and customers. Every stakeholder has a different idea that the organization can use to succeed. A shared understanding is a key to the organization's future progress. Organizations achieve value by engaging in marketing and strategic planning processes by developing active engagement and consultation processes that offer an open platform for debate and discussions. This interchange helps to objectively and impartially align the organization's goals to achieve a common vision and develop recommendations for achieving future ambitions. 
Managers can engage stakeholders by using consistent and clear communication methods. The success of most projects depends on the parties' ability to have a clear understanding of the objectives and processes. There is the need to share information consistently and purposefully in every stage of the project. External and internal stakeholders need to assess the vision and the part that individualsplay when executing their goals (Sigauke, 2019). Managers can also engage stakeholders by outlining the engagement their stakeholders require. Stakeholders should suggest the crucial milestones where stakeholder engagement is critically needed and its importance in the project. The marketer should develop a series of interactive engagements that allow stakeholders to participate in debates and discussions. Greater understanding results in significant ownership through sharing of common goals and ideas, and the ability to receive feedback throughout the project's life. Moreover, the managers should develop the project around engagement. Many projects do not live to their optimum due to the lack of stakeholder engagement from the start(Sigauke, 2019). This lack of involvement encourages the continuation of future operations. Building the stakeholder engagement plan should allow enough time to include all parties to evaluate and understand every step in the project development process. Companies should adopt effective marketing information systems that enable managers to extract the right information, the required quantity, and the required time and how to use it to address customer needs.  Aneffective marketing system should balance the information users have against the information they need to hear and its feasibility (Mandal, 2018). Developing an effective management information system could be costly due to the expenses incurred in obtaining, assessing, storing, and transmitting the information. Therefore, an organization should determine whether the value derived from the insights is more worthy than the cost of providing the marketing strategy. Mandal (2018) shows that marketers can access the required information from market intelligence, marketing research, and internal data. Many organizations have internal databases that include the vast information it collects from the markets and customers. The marketing department gathers data about in-store statistics, social media and web visits, online sales transactions, and customer traits. The customer service section gathers data on customer complaints and satisfaction. The accounting department offers a detailed assessment of the cash flows, costs, and sales. Operations give accounts about shipments, inventories, and production. Engaging stakeholders encourage them to understand the organization's value statement. An organization's value statement represents its principles, concepts, or beliefs.
Stakeholder management is crucial for organizations torealize profits. However, developing an effective stakeholder management strategy is difficult for most organizations since they have sophisticated relationships with the organizations due to their vested interests and expectations. Managers have to look out for desired and real interests of their stakeholders during the formulation of strategies. The stakeholders may influence organizations to achieve environmental compliance (Troise &Camilleri, 2021). The argument hers is that since stakeholders can influence CSR development, they take part in ensuring its successful implementation. Stakeholders further influence an organization's sustainability. Through stakeholder management, an organization enables different stakeholders to develop a competitive and progressive working environment. The decision by stakeholders varies according to the impact of the decision on the institution.
Project managers can use stakeholder mapping to determine the role of different stakeholders in the project life cycle. Stakeholder mapping represents the process by which a project manager picks out the most relevant stakeholders in a project based on their interest in the outcome(Smith, 2000). After the project manager identifies all the stakeholders with interest in the project, they categorize or map them out depending on the different levels of engagement. Stakeholder mapping occurs in two levels
a) The level of influence- this aspect represents the stakeholder's relative power within and over a project. Stakeholders with strong influence major organizational decisions and can determine project tasks' implementation and influence others to take action. Such decisions are determined by the individual's economic, social, political or hieratical position in most cases. Other aspects contributing to the level of influence include consensus and negotiation-building skills, expert knowledge, and strategic resources. 
b) The level of interest- this aspect evaluates the extent to which a project cannot qualify as successful if issues, expectations, and needs are not addressed. Arriving at this aspect considers the stakeholder's need for the project's purposes and goals. For example, the human resource department could help acquire new resources for the project at a crucial time, while the accounting department is expected to ensure the order in the project's funds. 
Therefore, the project manager should know how to balance the interest and influence of stakeholders when designing the project. Combining both aspects in stakeholder assessment offers insight into the stakeholders' interaction and reveals the assumptions and risks associated with different stakeholders (Smith, 2000). The assessment of key risks and assumptions can direct the success or failure of project progress. 
Developing and strengthening stakeholder relationships could result in several advantages to the marketers. Stakeholder engagement improves an organization's decision-making. Education obtained from stakeholder management may encourage the organization's board to make informed decisions that inspire future success (Dal Maso, Liberatore & Mazzi, 2017). For instance, hearing from stakeholders could reinforce the decisions made by the project manager. Stakeholder management also reduces project costs and time. Companies that engage stakeholders have higher chances of finishingthe project on time and within the project's budget. The project can realize savings by eliminating roadblocks and using mitigation strategies to prevent surprises that may hamper the organization's processes. Stakeholder management further improves accountability. The manager should communicate the project's expected outcomes and the steps that the organization uses in its operationalprocesses. 
Engaging stakeholders can be challenging for most managers—one of the challenges affecting project managers when engaging stakeholders is the difference between project sponsors and researchers. The researcher spends most of the time evaluating customer responses and sales figures while the owner attends board meetings (Crockford, n.d.). The two may have different expectations and goals about the project, making it difficult for the project manager to decide the best decision for the organization. Another challenge that affects managers is the difference between specifics and details. In most cases, the managers have difficulty developing details for clients while ensuring that the top managers get specific information about their product. Switching between specifics and details is accompanied by different aspects, such as adding or removing descriptions, slides, quotes, and descriptions, which may affect the intended message by causing bias or confusion. Further, managers may face a difficult problem addressing its business culture(Crockford, n.d.). The company's communication strategy reflects an organization's business culture. The methods that a company uses to share and use information internally affect organizational activity at different levels. In projects where there is poor communication between teams and departments, communication problems affect the organization's goals and processes. For instance, most companies find it difficult to embed customer needs in most aspects of their internal communication, interfering with the project's insight and development. 




References
Agarwal, A., Singh, D., & Agariya, A. K. (2017). What Really Leads to Partner Relationship Management? A Review of Literature. Journal of Relationship Marketing, 16(4), 245-285. 
Anderson, J. C., & Narus, J. A. (1998). Business Marketing: Understand What Customers Value. Retrieved from https://hbr.org/1998/11/business-marketing-understand-what-customers-value
Blok, V. (2019). From participation to interruption: toward an ethics of stakeholder engagement, participation and partnership in corporate social responsibility and responsible innovation. In International Handbook on Responsible Innovation. Edward Elgar Publishing.
Crockford, D. (n.d.). How to Overcome Key Stakeholder Challenges in Market Research. Retrieved from How to Overcome Key Stakeholder Challenges in Market Research (flexmr.net)
Dal Maso, L., Liberatore, G., & Mazzi, F. (2017). Value relevance of stakeholder engagement: The influence of national culture. Corporate Social Responsibility and Environmental Management, 24(1), 44-56.
Hollebeek, L. D., & Macky, K. (2019). Digital content marketing's role in fostering consumer engagement, trust, and value: Framework, fundamental propositions, and implications. Journal of Interactive Marketing, 45, 27-41.
Kamboj, S., & Rahman, Z. (2017). Market orientation, marketing capabilities and sustainable innovation. Management Research Review.
Kotler, P., & Armstrong, G. M. (2016). Principles of marketing. (16 Ed). Boston, MA: Pearson Prentice Hall.
Lessmann, S., Haupt, J., Coussement, K., & De Bock, K. W. (2019). Targeting customers for profit: An ensemble learning framework to support marketing decision-making. Information Sciences.
Mandal, P. C. (2018). Marketing information and marketing intelligence: roles in generating customer insights. International Journal of Business Forecasting and Marketing Intelligence, 4(3), 311-321.
Payne, A., Frow, P., & Eggert, A. (2017). The customer value proposition: evolution, development, and application in marketing. Journal of the Academy of Marketing Science, 45(4), 467-489.
Sigauke, I. (2019, June). A conceptual framework on optimizing the use of marketing information. In International Forum (Vol. 22, No. 1).
Smith, L. W. (2000). Stakeholder analysis: a pivotal practice of successful projects. Paper presented at Project Management Institute Annual Seminars & Symposium, Houston, TX. Newtown Square, PA: Project Management Institute.
Troise, C., & Camilleri, M. A. (2021). The use of digital media for marketing, CSR communication and stakeholder engagement. In Strategic corporate communication in the digital age. Emerald Publishing Limited.
