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The increasing rate of competition among businesses in the global world has made it essential for any business organisation to engage in marketing activities to reach their potential customers for them to stay afloat in the market. Marketing is a tool that helps in locating potentially successful products within the market. This element of a business is important for both small and large businesses as it determines how effective an organisation is responding to the needs and desires of its customers in the market. This essay intends to critically analyse how marketing plays a role in creating various value for an organisation’s customers and evaluate how the stakeholder engagement in marketing activities affect an organisation. To achieve this, the key parts that will be covered will include; the marketing concept, trends in the market, the marketing mix and the stakeholders in the marketing activities.
[bookmark: _Toc44848920]The concept of marketing
Marketing is a social channel through which different individuals and various organisations acquire what they need and want through creation and the exchanging of value with other parties (Kotler and Armstrong, 2010). The marketing concept tells us that the way to achieving the set goals and objectives of an organisation is by becoming more effective than the counter parts in terms of building, delivering and communication of the value to the company customers (Homburg, 2017). The concept has four pillars. They include; the target market, customer needs, integrated marketing and the profitability.
Target market- This pillar involves an organisation choosing its target market carefully and preparing a well-tailored marketing program (Kuehnl, 2017).
Customer needs- here, an organisation aims at understanding the needs and desires of the customers. It has to define its target market based on the needs of the customers.
Integrated marketing- This is where an organisation’s marketing and sales bodies function together to meet the customer’s interests.
Profitability- here, the main aim of this concept is to enable the company meet its objectives and targets. For private firms, they aim at maximising on the firm’s profits while for non-profit and public organisations, their purpose is to survive and attract adequate funds to conduct useful work.  According to Homburg and Kuehnl 2017, the private companies should target maximum profits resulting from the provision of superior customer value through the satisfaction of their customer needs as compared to their competitors. For example, an organisation in the service industry would need to put the customers at the centre of the organisation. All the activities that are carried out in the organisation should aim at meeting the needs and the desires of the customers.
Marketing plays key roles in creating value for the customers through the following ways; understanding of the marketing and the marketing goals- here, an organisation has to determine what the customer wants. It has to figure out how the product would suit the needs of the customers to achieve the business goals and objectives (Aurum, 2007). The second role involves helping an organisation to understand how its product will fit in the marketplace and what the customer needs in the product. The third role is enabling organisation to implement a marketing strategy that focuses on the customer. This can be done by the marketing team gathering as much information about potential customers through market research. They can do focus groups, which are a group of random people, and ask them about their tastes and preferences, and whether they are interested in the product. This will help them learn about their buying preferences, as well as their desires and financial status (Kotler, 2018). The fourth role of marketing in creating value for customers is helping the organisation build a strong bond with its customers. This can be achieved through the organisation training its employees basic skills in customer service so that they are well versed and experienced in serving and retaining the customers in the business. Also, establishing new connections with the customers and valuing every single customer creates value (Charter, 2017).
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Marketing trends are the changes that are gradually taking place in the market to reach both the current and the potential customers of an organisation. This involves how marketing was done in the past, how it is done in the present and the coming future.
Marketing trends in the past- these were the marketing strategies that traces back as early as the 1400s. This marketing was a moveable type and took place during the pre-digital age. The marketing was conducted mostly through print works such as magazines and newspapers to reach the customers.
Current marketing trends- in the current days the marketing involves a combination of the various past trends which have been modified and improved on. This current trends are; the digital internet marketing, the new media marketing and the content marketing (Mago, 2017).
Internet marketing: This is whereby a company markets its services and products by applying the digital technology available on the internet such as display advertising, phone applications and different digital modes. This increases the organisation’s customer reach.
New media marketing: This enables an organisation to advance its presence on the various search engines which helps it engage a big number of target customers on the internet to meet their various needs and desires.
Content marketing: Content marketing is focused on creating relevant customer attention which in turn drives profitable customer actions to the organisation through consistent content provision (Aguilar, 2019).
Future trends in marketing- these are the future marketing changes that an organisation is likely to adequately apply in its marketing strategy in order to meet the marketing needs for creating value for the customers. This trends includes; the relationship marketing, societal marketing and ethical marketing (Roy, Datta and Bassu, 2017).
Relationship marketing: the major focus here will be on maximising the levels of customer satisfaction and the retention rather than the quantity of sales that an organisation makes.
Societal marketing: this focus on analysing the different customer social responsibilities for improving the overall welfare of the general public. Under this trend, an organisation’s success will include; high quality product design that is aimed at providing short and long term benefits to the consumers (Kotler, 2017).
Ethical marketing: It is the process whereby an organisation is compelled build high levels of customer interest in the products and services its offering for it to establish a good relationship with the consumers while considering the value social and environmental factors in the promotion activities of the (Wang and Hajli, 2016).
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The marketing mix makes use of the extended 7Ps of marketing. These components include; price, product, physical evidence, promotion, place, people and process.
Price: this refers to the value attached on the products and services offered by an organisation for purchase by customers. The organisation has to use pricing strategies that will attract and retain the customers in the business while creating value for them. The value extracted from the consumption of the products should be equivalent to the prices and it must meet the needs and desires of the customers (Kasabov, 2015).
Promotion: these are the tactics that are intended to inform customers about the availability of the product and how the product is distributed and sold. Promotion activities geared towards creating awareness, must inspire and attract customers for purchase.
Place: here, the component deals with the way of moving the product from the organisation to potential customers. To create value for the customers, there is need for right placement and use of correct method of distribution for the organisation to get the right targeted customers (Wang, 2015).
People: this component deals with the personnel that is closely in contact with the products. Such personnel includes; the company employees, the suppliers and product distributors. They possess customer service skills that aim at meeting the needs and the desires of the customers.
Process: these are the procedures which are involved in the delivering of the goods and the services to the consumers. This element of the marketing mix creates value for customers by ensuring the efficient and effective delivery of goods and services to the customers. The delivered products must meet the needs and desires of the customers.
Product: this refers to the good or service that an organisation is offering to its customers. To create value for the customers the product must meet the customer needs, tastes and preferences (Mann and Jha, 2015).
Physical evidence: basically this component requires the organisation to provide products and services of high quality and unique in nature for it to have a positive external reputation with customers and good image for the product in the market to attract more customers in the business.
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A stakeholder refers to an individual or a group of individuals who play key roles in the functioning of a company and can influence and be influenced by the different actions taken by the respective company. Stakeholder engagement involves the ability to listen; willingness to discuss issues, and the willingness of being prepared to put into consideration the varying aims and company operations. There are two types of stakeholders in marketing activities. That is internal stakeholders and external stakeholders. Internal stakeholders are those members of an organisation and are directly linked to the organisation. They include; investors, directors, managers and employees. On the other hand, external stakeholders are those parties that are not directly linked to the company. They include; governments interest and pressure groups, customers, competitors, media and news organisations and the local communities (Dawkins, 2015).
Employees: they are the major parties involved in the marketing process. These are people who work for the organisation. Employees impact marketing activities through the innovation of new ideas on how an organisation can adopt strategies of increasing its level of customer reach. They possess skills and knowledge of dealing with customer needs and wants (Chang, 2016).
Investors: this are the owners of the business who fund the operations of the organisation. They provide sufficient funds for the marketing activities within the organisation which are aimed at increasing the market size.
The management: They are responsible for setting organisational goals, strategic planning and decision making (Blythe, 2019). Successful marketing activities require proper and timely decision making and clear communication of direction and goals by the management. Purchases, sales and marketing managers are the key leaders in the marketing implementation process where they give directions to the marketing team on how the marketing activities are to be conducted.
Customers: customers are the heart of the running of business in an organisation. They are the consumers of the products and services being marketed. Organisations adopt marketing activities that are aimed at meeting the needs and desires of the customers.
Competitors: these are companies, organisations, firms or individuals who produce and sell similar goods and services in the same market space. The competition levels rely on the size of the market, level of influence and the scale of operations. An organisation’s marketing activities are targeted to beat the competitors in the market and retain the potential customers in its business.
Suppliers:  These are the people who provide the company with the necessary resources for production activities. Suppliers determine the level of product marketing depending on the number of resources they supply to the organisation. Where there are high production levels, then it will call for an increase in the marketing activities for the organisation (Chang, 2016).
Government: this refers to the political regime of a country. Governments sets rules and regulations within which firms must operate in their marketing activities. The marketing strategies have to be set in consideration with the set laws for conducting business. This includes; advertising and selling practices and consumer protection Acts.
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In summary, this essay has analysed how marketing creates value for customers. It is important to note that customers are the basic component of a business. For any business to achieve its goals and objectives it must meet the needs and the desires of the customers. From the analysis of the concept of market and the marketing mix it is clear to say that marketing creates value for the customers. Also, the essay has evaluated stakeholder engagement and how their actions affect the marketing activities of an organisation. Stakeholders play key roles in influencing how an organisation conducts its marketing activities to reach the target customer.
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