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The essential purpose of marketing is to establish a connection between the products/services and the potential customers. In this regard, marketers have noted, the ability to satisfy these customers by delivering the product/service accordingly generates a value of the product. The value can be generated by enhancing awareness among the potential customers about the products/services (Kotler and Armstrong, 2013). Now, as the customers are one of the external stakeholders of any company, the engagement of customers also shape the marketing activities in a certain way. This essay illustrates the role of marketing in creating values for the customers. Furthermore, this essay also aspires to identify the way stakeholder engagement affects marketing activities. To extract real-life examples for supporting the insights, this essay focuses on EasyJet plc. EasyJet is a British MNC headquartered in London (Luton Airport) and renowned as a low-cost airline services provider of England. 
[bookmark: _Toc70025350]Theories of marketing
Theories of marketing have focussed on understanding different ways through which firm can generate value and add value to the products or services. Marketing communication is the process of transferring necessary information and brand message to potential customers for creating awareness. Marketers struggle with exploring new ways of creating differentiation and adding value through marketing activities. While traditional marketing was highly product-centric, in recent decades the need for developing consumer-centric marketing strategies has gained significance. Marketing can help in value creation by appropriate segmentation, targeting the right audience and effectively positioning the brand in the market. The marketing activities of every organisation in a definite manner in terms of categorising the need of the concerned product/service in one of those clusters defined earlier (Caoet al. 2017). 
The Pareto principle
Owed to the name of Italian economist Pareto, this principle of marketing management suggests that 80% of sales come from 20% of customers, which is why this principle is also known as the 80/20 rule. In terms of strategic management, as Kimet al. (2017) have noted, the Pareto principle suggests the inequality and imbalance between inputs and outputs. Since it is a principle and not a law, its incorporation in several disciplines appropriate it as an axiom that the majority of results comes from a minority of outputs. From a marketing perspective, this principle suggests that to ensure the largest return on investment, instead of emphasising a large pool of customers, the organisations must focus on a concentrated yet profitable clientele. 
Expectancy Disconfirmation theory
As propounded by Richard Oliver (1977), this is a very popular theory, which is usually exercised the measure the proportion of satisfaction of the customers. To measure that, this theory chiefly refers to the product performance as the intermediate between the product and the satisfaction of the customers. This theory offers three scenarios of customer’s expectations, which is 1) confirmed, if the product performs according to the expectations, 2) negatively disconfirmed, if the performance is poor according to the expectations, and 3) positively disconfirmed if the product outperforms the expectations. This theory is highly applicable in the case of a customer's purchase from a brand without having any prior experience of using the products/services of the brand. The broader domain in which the theory is highly relevant is consumer psychology and behaviour. 
Integrated marketing
In the current landscape of marketing, which is fragmented with the presence of customers that are desensitised due to constant exposure to the advertisements, the direct-to-consumer (D2C) brands are facing trouble in terms of marketing activities. In this regard, integrated marketing is a way out, which refers to the presence in almost all channels of marketing communication. In other words, integrated marketing refers to a customer-centric experience through using a creative blend of media, channels, and tactics. Both British Airways and EasyJet plc use this approach to ensure brand loyalty and consumer turnover. It is different from Omni-channel marketing, as the latter is only about ensuring the presence in multiple channels and not about the tactics of asserting that presence.  
Marketing Mix
Usually attributed to Jerome McCarthy (1960), this framework evaluates an effective marketing strategy through four determinants (4Ps) and those are; 1) Product, 2) Price, 3) Place, and 4) Promotion. After identifying the inadequacy of this framework to evaluate the marketing strategy of a company properly, three more elements are added into the framework and those are as follows; 1) Physical evidence, 2) People, and 3) Processes. Apart from the common aspects, EasyJet is specifically recognisable from the perspective that they are quite candid in terms of highlighting their physical evidence, peoples, and processes in their marketing activities. 
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It is interesting to note that, as EasyJet delves into the low-cost European point-to-point airline, the scope of diversification for the company is less, which makes it reliant on the Pareto principle. As Alberto(2019) notes, the marketing strategy of EasyJet plc is based on three key aims and those are; 1) Attract new customers, 2) Improve conversation with customers, and 3) Exploiting the existing customer base. As compared to other competitors in the same industry including British Airways and international carriers such as Ryanair and Spirit Airlines, EasyJet’s marketing activities are not destination-focused. In other words, it projects itself as the friend of the consumers, which creates value in the mind of the customers while accomplishing the desired task of brand awareness. As de Oliveira Cabral(2016) has documented, the website of EasyJet suggests more than 200,000 bookings/day in the peak season. It is evident from their marketing activities that their endeavours to improve the user experience according to the geographical markets are plausible. According to Mayeret al. (2014), among the low-cost British airlines, EasyJet is the only company that makes effective use of the Sitecom platform where the experiences of the passengers are customised according to their previous searches. This shows that, through their marketing activities highlighted in the website or TV commercials, EasyJet pursues the task of value creation by keeping rigorous records of the taste and preferences of their visitors. Another important aspect of EasyJet's marketing activities is their exercise of Customer Relationship Management (CRM). While studying the segmentation strategy, the scholars like Tuckey(1998) have noted their cunning use of the Pareto principle where, as their segmentation strategy is not strict, they are always in search of profitable customers. In this context, despite creating the value of brand loyalty, the marketing strategy of EasyJet emphasises the increased turnover. In their use of CRM, they prioritise the customers who have used their services the previous year but not yet in the current year. In this regard, unlike any other regional carriers, EasyJet focuses on content marketing that encourages the customers to use their services again. This is synonymous with the use of marketing activities to extract the value related to turnover. For enhanced conversation, EasyJet has attempted mobile marketing through applications and other mobile technologies. Among these, as de Oliveira Cabral(2016) has shown, the use of email campaign is most popular that leads the customers towards the fastest processes of booking and availing their services. Moreover, the scholar also notes that the EasyJet app bears the proof of re-engineering the core processes, which is accompanied by other crucial information such as weather and available flights. 
It is evident from the marketing activities of Easy Jet that they use different channels with equal virtuosity to ensure effective reaching to the customers. Moreover, as their services are mostly inclined towards offering a personalised service, they have created several values including brand awareness, turnover, and brand loyalty. 
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Importance of stakeholder engagement 
The organisation's social and environmental impact proved to play important role in the construction of the positive image of the organisation. As one of the crucial roles of marketing is effective positioning of the organisation in the market and develop positive brand equity, brand image plays a vital role in attracting and engaging consumers. Stakeholder engagement is one of the key factors that enable organisations to ensure effective communication with the stakeholders and foster a transparent and positive image of the organisation. Rensburg and De Beer (2011) noted that the marketing activities enables the company to achieve its strategic mission and stakeholder engagement is vital for understanding the marketing activities that can attract the stakeholders. According to Polonsky(1995) while developing organisational strategy the firms need to understand that they are responsible to various internal and external stakeholders and every stakeholder group has a specific set of expectation from the firm. Stakeholder theory is used in relationship marketing which indicates relationships are long-term and within the long-term relationship mutual trust, benefits and shared responsibilities exist. Jeffery (2009) noted that industrial marketers implicitly use stakeholder theory for marketing and increased interest in environmental or green marketing has enhanced the need of considering stakeholder engagement while designing marketing strategies. Companies operating in the high transmission industries like Petro-chemical or transportation focus on green marketing to emphasise the sustainability of their business operation. In Green marketing and using CSR programmes as a part of marketing strategy require an effective understanding of the stakeholders' needs and engaging the stakeholders especially community, consumer groups, employees, media, and environmental groups for improved outcome. For example, EasyJet which mainly operates in the European short-haul industry uses CSR for its image benefits. Smithet al. (2010) noted that people are becoming increasingly aware of their consumption habits in terms of the impact of the consumption on the environment and thus, companies are increasingly trying to position themselves as sustainable brands. Stakeholder engagement is important for EasyJet because it enables EasyJet to understand the evolving needs of the stakeholder groups, and maintaining two-way communication with the stakeholders. Finney (2011) noted that effective stakeholder engagement helps an organisation to send the appropriate message to the right audience in a timely and effective way, fostering a communication feedback system and recognising the endangered trust. According to Smithet al. (2010) using a stakeholder approach to develop an environmental marketing strategy would be effective for marketers to achieve their marketing objectives. It means, by stakeholder engagement, marketers can integrate all stakeholders with different interests into the strategic marketing process. 
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Figure 1
(Source: Smithet al. 2010)
The figure above illustrates different stakeholders of a firm and the way they are inter-connected. Managing and integrating all the stakeholders is a complex process and the process for stakeholder management involves four steps. These steps are identification of the relevant stakeholder groups, determination of the stake and the importance of each stakeholder group, determination of the needs and expectations of the stakeholder groups, and modifying the corporate policies and priorities based on the interest of the stakeholders.
Impact of stakeholder engagement on the marketing activities 
Marketing activities along with attracting and engaging the consumers plays a vital role in communicating with the stakeholders. The level of stakeholder engagement can have a significant impact on the marketing activities of the firm. EasyJet identified the need for increased stakeholder satisfaction for effective marketing and thus, they designed the marketing activities based on the diverse need of the stakeholders. According to Smithet al. (2010) marketing can have a negative impact on the consumers and society due to manipulation and thus, marketers in past decades have to incorporate ethical business practices as marketing activities. Increased consumer activism and the need for transparency requires the development of a stakeholder-based marketing approach that can help in engaging consumers, suppliers, shareholders, employees and other consumers of the organisation for improving value creation. 
For EasyJet, stakeholder engagement has been effective for identifying the marketing activities which can help in fostering improved communication. EasyJet and other low-cost carriers of the UK had been criticised for neglecting the customer relations and environmental impact of their business. EasyJet has focussed on developing improved CRM through its digital marketing activities. Engagement with the customers as the most important stakeholders has influenced EasyJet's decisions regarding marketing communication. Considering the shareholders' needs for sustainable growth and returns, EasyJet's marketing activities have focussed on the message of safety (Corporate.easyjet.com. 2021). Digital strategy is the centre of EasyJet's marketing activities and considering the increased need of customers for a high level of personalisation, the organisation has focussed on digital channels and customer relationship management programme for recognising and retaining the high-value and loyal customers. The CRM proves to be effective for the customers to be benefitted from the high level of personalisation across different channels. 
Increased awareness regarding the need for sustainable and ethical business operation across different stakeholder groups influenced EasyJet's positioning as EasyJet indicates, "we want to run our business with a true sense of purpose that both serves society and is based on a set of principles which helps us in achieving sustainable profitability (Corporate.easyjet.com. 2021).” 
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Figure 2
(Source: Corporate.easyjet.com. 2021)
The above figure indicates EasyJet's attempt at communicating itself as a responsible brand and having a positive impact on society. It indicates the organisation has considered the need of the customers, suppliers, employees and communities which influenced their marketing activities in terms of brand positioning.
For the low-cost carriers, cordial behaviour and friendly interaction with the passenger are some of the issues which affect customer satisfaction. Considering these issues, EasyJet's television advertising conveys the message that EasyJet is customers' friend. In 2006 significant shift could be seen in the marketing strategy of EasyJet as a campaign highlighted EasyJet's efficiency regarding reduction of Carbon emissions (Marketing Week, 2006). This change was influenced by the media which published a report regarding consumers' attitude towards the environment and suggested that the European short-haul airline market would face significant negative impact if the carriers do not reposition themselves as environment-friendly. It indicates that stakeholder engagement influences the marketing activities of the short-haul airlines and the competitors' attitude also influence the marketing activities of the airlines. While increased consumer awareness and special interest groups' concern regarding carbon emission affected EasyJet's marketing strategy, it led to the repositioning of the brand as an environment-friendly brand rather than only a cost-effective carrier. Competitors of EasyJet focussed on establishing themselves as a cost-effective and efficient brand which led to EasyJet's marketing activities to become digitally integrated and focus on communicating their efficiency while differentiating themselves from their competitors in terms of customer assistance. 
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From the above discussion, it is evident that marketing adds value by communicating about the services, benefits, and other information to the consumers. Apart from that, it promotes an identity of a brand and helps in the effective positioning of the brand in the market. Value creation is possible by developing a brand through messages and images of the organisation which effective marketing campaigns can achieve. Marketing activities can be influenced by the stakeholders and stakeholders' satisfaction is an integral part of business success. Using the example of EasyJet, it has been identified that stakeholder engagement and adequate stakeholder management enables the identification of the diverse needs and interests of the stakeholders which can be beneficial for developing marketing message for the organisation. the stakeholders' interest in terms of safety, sustainability, profit, and value influence the brand messages and positioning of an organisation within the market. Furthermore, effective stakeholder engagement can influence marketing activities in terms of communication channels, marketing content, brand equity, and identity. 
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