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Role of marketing in creating value for customers
          
           Marketing is the process of forming a message related to the goods and services which is communicated to the customers in the market in an effective format. The marketing is done by the company in the different forms which include advertisements, communication with clients and advertisement. The companies perform the activity of the marketing so that they can grab the attention of the target audience and form thee interest in their offerings. The aim of the paper is to present the role of the marketing in forming the customer value within the market for TESCO Company. In addition to this, there is discussion about the engagement of the stakeholders and their likely impact on the marketing activities of the business. 
According to the research of Keegan, 2017, this has been determined that marketing is instrumental that is providing the help to businesses in attaining their own purpose that just advertising and selling their goods and gathering all the amount. The marketing of the company generates the connections among the people and products, customers and companies. Presently, the Tesco need to develop a marketing strategy; they can make the decisions related to the direction of the business with their market efforts (Grönroos, 2017). The businesses can majorly emphasis on the customer, product, sales or production. The business environment has changed with the time so that they has the way that the businesses emphasis on their marketing efforts. 
It has been observed that generally, the business adopts the marketing concept. Tesco company adopts the marketing concept when it takes the steps to aware about the clients as possible which are coupled with the decision to base product, marketing and even approach choices on their information. All these companies begin with the needs and work background of the customer which helps them to create the value rather than just starting with some different factors which include innovation intervention or production capacity (Rose, 2020). It is believed by most of the business that the success totally depends on performing better than their rivals at understanding, delivering, creating and communicating the value to their clients that are targeted. This can better be understood with the help of the example of Tesco. The company is working as the groceries and general merchandise retailer which allows them to keep the variety of the products within the market that is possible by understanding the needs of the customers (Tesco, 2020). 
It has been witnessed that marketing practice is applied by the Tesco and it offers the wide range of the benefits that are linked with marketing. These benefits include the development of the new product ideas, improved sales, brand recognition and cost saving. In the present technologically advanced global market, the clients shop for the products till the time they find something innovative (Stephen, 2017). The marketing of the business reflects the benefit of presenting the clients with the best products. For instance; Tesco Company is presenting that they provide all the products under the one-roof and also the new product range that they keep adding to their stores. 
Another benefit that has been witnessed is related to the increased sales of Tesco Company. The marketing contributes in improving the high rates of the client’s traffic which is generated through different ways which consists of email campaigns, traffic that directly comes from the blogs of business, social media forums and others (Haider, et al 2017). Marketing makes the brand to improve the awareness about the brand as all these marketing efforts leads to the cost saving as marketing expense that begin to decrease. 
In the marketing activity, the companies generally perform the activity of the branding which often takes the form of an identified symbol to which the clients can easily determine about the brand. The branding is known as the action of marking with the promotion of a particular product or company through the advertisement and distinctive design (Smithson, 2015). Presently, it has been determined that branding is absolutely vital for the business due to its overall effect on the working of the business (Chernev, 2018). The branding is vital for the Tesco as it can lead to the changes in the people perception towards the brand and the way it drive to the new business and also contribute in improving the awareness related to the brand. 
In the research, this has been witnessed that branding is vital as it contributes in improving the value for the Tesco business. The company is trying hard to generate the future business and strongly form the brand that can improve the value of business which is the business more leverage in the industry. Thus, this makes it a more appealing investment opportunity due to its firmly formed place in the marketplace. The successful branding can contribute in meeting the objectives of the company for the competitive win rate and market share (Entrepreneur, 2020). The successful branding Tesco can strengthen the clients demand. From the client’s viewpoint, the brand itself has their own value that adds on to the overall value of the product. The value of the products with the branding helps in enhancing the satisfaction level of the customers present within the market. Branding makes the brand valuable when the clients associate the high value as well as quality goods and services with the brand. 
Ansoff Matrix is a strategic planning tool that offers a framework to provide the help to the executives, senior managers, marketers and devise strategies for the future growth. Ansoff matrix consists of four strategies that are market penetration, product development, market development and diversification (Kotler, 2016). All these strategies help in creating value for the business within the market where they are performing their activities. This can be understood with the help of the example of the market penetration which offers the business with the enormous insight as to how their clients and the total market view their products. The market penetration strategy can help the Tesco in generating the awareness about the product and service within the present market which helps in adding the value for the customers as they will get to know more about the brand products that they are able to offer within the market (Kristensson, Parasuraman, McColl-Kennedy, Edvardsson and Colurcio, 2016). Tesco penetrate for the special offers on the different products that they offer to their clients which increase the value for customer in terms of additional benefit by brand. This also leads to the improvement in the sales of the business. 
The company has implemented different strategies of the Ansoff matrix but market development has been one of the successful strategies. Tesco Company has implemented the marketing development strategies like selling the present products to the new markets or regions. Tesco has expanded the business from UK to different countries. The company announced that they opened the sores from July 2019 to open 750 new stores in Thailand over the next 3 years. Thus, this is the way through which the company is offering the value to the customers by providing them things in an easier manner (Kotabe, and Helsen, 2020). Apart from this, the product development and diversification strategies are also implemented by the Tesco Company that helps in provide the ad-hoc services. Overall, this has been found that Ansoff matrix strategies could also create the value for the customers who are present. 
The businesses are trying to form the strong relationship with their customers for which they are focusing on the relationship marketing (Deepak and Jeyakumar, 2019). It focuses on long-term relationship with client instead of shorter-term objectives that are customer acquisition and sales. It has been determined that from last 35 years, Tesco has improved the business relationship with their clients that have provided the support in retaining the clients and driving the sales growth with the help of the customer relationship management strategy (Tesco, 2020). The company uses the relationship marketing consists of club card, their credit card and Tesco online. All these elements are used by the company to compile the information on customers, get personal information and also allow them to make their decisions. 
Overall analysis shows that the Tesco Company is making use of the market through which they can generate the high value for their customers. Tesco Company adopt the marketing concept and practice the same through which they can manage the value for their customers. The benefits of the marketing have been provided to the customers by Tesco brand. The branding strategy of the Tesco Company provides the support in offering the value for the clients. It has been found that there are different strategies through which Tesco can generate the value for their customers which include Ansoff matrix and relationship marketing. 
Stakeholder engagement and their impact on the marketing activities of an organization
[bookmark: _GoBack]       In the corporation, stakeholder is a member of the groups without whose support the business that would create to exist as this is well-defined in the first usage of the word in 1963 internal memorandum at the Standford research institute. The engagement of the stakeholders is required in the business as they can provide the support to decisions taken by Tesco Company. The stakeholder engagement has impact on the marketing activities of the business. 
According to the Bellucci, Simoni, Acuti and Manetti, 2019 study, the stakeholder is a party that has an interest within the company and can either affect or be influenced by the business. The primary stakeholders in the typical corporation are investors, employees, customer and suppliers of the business. However, it has been found that in modern theory of the idea goes beyond this original notion to consist stakeholders which are like community, government or trade association. The stakeholder’s engagement is the process by which the business involves the people who might affect the decision that it makes or can influence the implementation of its decisions. Tesco main internal stakeholders of Tesco include employees, managers, board and executive committee and shareholders. On the other hand, the external stakeholders of the business include the customers, creditors, competitors, pressure groups, government and many other (Shams, Vrontis, Weber, Tsoukatos and Galati, 2019). As of the August 2019, the company has 450,000 colleagues worldwide and they respect and value all their employees. The board of directors and chief executive officers of the business are considered as powerful and extremely vital for the business. As of January 2019, the main shareholders of the business consist of BlackRock, Norges Bank, and Schroders Plc with the 6.64%, 3.99% and 4.99% holding respectively. The engagement of the stakeholders is there in the decision making of the business. 
The stakeholders of the company are considered as one of the most vital element for the TESCO Company. However, the stakeholders of the company are neither equally vital nor equally powerful than the others. These stakeholders get engage with Tesco and this engagement leads to the impact on the marketing activities of an organization. The communication of the stakeholders of the company is possible with the help of the annual or half-yearly general meetings which allows the Tesco Company to invite most of the internal stakeholders (Caputo, Evangelista, and Russo, 2016). The decision taken by the internal stakeholders is further discussed by the company with their external stakeholders who are present in the market. The meetings or personal interaction take place to communicate with the stakeholders. The competitors of the company have the major influence on the Tesco Company. For instance; Competitors like Aldi and Lidl put important pressure on the pricing policies of Tesco in the market of UK as the farmers of the company are widely recognized as the discounters. Thus, this pressure of the competitors on the business makes them to bring some innovative marketing campaign that helps in generating the awareness within the market. 
Most of the suppliers have the huge influence of Tesco. These suppliers make Tesco Company to promote the raw material or different products that they sell at their stores. The sourcing is done by the company in ethical manner and with the presence of the different quality standard which helps the brand in ensuring the quality of the products that they are offering within the market (Valentinov, Roth and Will, 2019). The suppliers want company to promote the raw material that is offered by them to grab the attention of the customers towards the best products. It is worth to note down that the small supplies cannot generally experience any kind of effect on the business. Thus, the small supplies don’t get notified in the advertisement in front of the big suppliers. 
The chairman and board of director of the company want effective marketing strategies of the business as they want company to attain the high revenue as this result in the improvement in earnings per share of the shareholders. The shareholders of the company motivate to take the required steps to bring the improvement in the marketing practices of the business. All these practices include promotion through the social media which include Facebook, Instagram, twitter and many others (Keegan, 2017). Apart from this, the company can also make use of the offline mode which includes promotion through advertisement on Television, print media and many others. The investors of the company get attracted when they get to know more about the business through different marketing activities. The revenue is one of the reason due to which the companies likes to make the investment within the business. 
Tesco company founds that the stakeholders of the business has the major influence on the working but also on the social responsibility requirements and make the community citizen as their priority that has made the employee interests a focus of their business operations. It has been found that company treats their employees as most valued assets and promoting a non-discriminatory work environment and actively consisting employees in the vital decision are among the ways through which business that have affected by emphasis on the employees as the stakeholder influence (Awadari and Kanwal, 2019). Tesco marketing activity includes the promotion and awareness about the workplace culture that they maintain which helps them to grab the attention of maximum employees in the market. It has been found that this marketing activity is possible with the help of the stakeholder’s engagement of the Tesco Company. 
Customer of the Tesco Company has the major influence on them which shows that they want to attain the high level of client satisfaction and long-term relationship. Tesco Company always listen to the needs of the customers due to which the decisions taken by the company are generally client satisfaction oriented instead of the revenue (Kokemuller, 2020). It has been found that Tesco Company make use of the relationship management and data driven business marketing process which makes the companies to collect the data on the customers for the more targeted and efficient marketing as well as sales efforts. 
From the analysis, this can be concluded that the stakeholders of the company have been done. It has been found that most of the Tesco stakeholder engagement leads to the decision for the business. The stakeholder’s engagement in the business affects the marketing activity of the company which helps them in attaining the high level of attention from the customers.
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