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Introduction
Marketing is a major aspect of every company because it brings in the clients; marketing is revered because it adds value to the customer, which enhances the performance of a company. Through marketing, companies add value to their clients through bringing out the qualities of the products. They allow the clients to understand the benefits of the products they desire or intend to buy. Marketing also creates an emotional link between the customer and the company as the approaches are often based on what a client needs or desires. Through the emotional connection, relationships are also created, thus offer quality services with their clients. Positive relationship creates valuable situations which enhance brand loyalty. Over time there is better differentiation of the company which allows for them to cut a niche and serve the actual needs of the company. According to the stakeholder theory, different stakeholders have a direct impact on the marketing process because businesses have to identify the most important aspects of every stakeholder and focus on them. Customers are the most revered stakeholders who influence the marketing process because most of the products are customer oriented. Besides the stakeholders such as the government have a role to protect and create a positive global environment for business. Employees also play a major role in ensuring that they deliver their best in the organizations to ensure that the desired link to the clients is achieved. the following content aims at exploring how marketing creates value in customer, the roles and impacts of the stakeholders in marketing an organization.
The role of marketing in creating value for customers.
There are different ways in which marketing adds and creates more value for the customers. Marketing touches different aspects of creating value in customers. The first one is the performance value which is majorly about the functional benefit that is achieved. The performance value is about what the product is able to do. This is majorly identified in areas such as the information technology sector, which is about how much a product can perform. This implies that through marketing the seller will indicate how well equipped his or her product is. It is therefore possible for these products to be liked as they have good qualities (Verhoef et al 2010).
Marketing is also adding emotional value for the customers as there are untouchable benefits which are based on the consumer perceptions. This gets to well connect with the clients’ actual and personal needs. This implies that through marketing, the emotional aspect of a person is served. Besides, it is hard to copy the emotional connection a brand has with its customers Blasco-Arcas, et al (2016). The price value is also a determinant in marketing because it affects how much the customers can buy. When clients identify a product to be worthy its price, they will be willing to spend the money for the quality of the product. This implies that the products have to give the same value that the clients could attain (Kumar and Reinartz, 2016).
Relationships also result from marketing which comes through offering customer services. For instance, there are companies that create time to offer quality customer service for their clients; through activities such as hairdressing. The offers and get away offered by different companies allow them to develop or strengthen a relationship with their client. This implies that when the company offers better customer service, they create more value for the services for the clients (Kumar and Reinartz, 2016).
Through marketing, there is the promotion of the benefits of the company. This allows for the customers to not only understand the product but also know how it can actually benefit them. the benefit that a client will get from purchasing a product is equated to the its value. This is similar to the services, if clients see the benefits of using a service, they will commit more to the latter. For example, if a company offers counselling services that are identified to be helpful to the clients, they are likely to get more clients. Another instance is the hospital; when a hospital offers quality beneficial services, it can attract more customers (Izogo et al. 2020).
Apart from the clients that exist, marketing is a way of drawing in new clients by adding value to their services or products. Through the constant growth of technology, there is also the growth of different marketing approaches, including social media. Some of the commonly used social media platforms include Facebook, Twitter, Instagram, through which the value of a company is increased through building the reputation. Through the social media it easy to win over more clients as they clearly see the value of the products through other customers (Zhang, et al 2017).
Feedback and word of mouth on the social media platform are a form of advertising that helps in building value for the customers. As people give positive feedback about a product, it becomes easy for other customers to trust and try out the brand. Word of mouth works through offering appropriate feedback to the products. The feedback comes in terms of rating a product, which allows clients to understand the quality and value of the product. Hence through word of mouth, a strong value is attributed to a product (Marbach et al. 2016).
As mentioned earlier, the benefits of a product are identified to link with the value that customers attribute to them directly. Hence whenever there is excellent customer service, it draws in many advantages for the business and marketers. Customer service appears as a way of solving the problem that a client possibly has. Through customer service, an emotional connection and relationship is created with the clients as they feel special. Hence the customer services serve as a way for a marketer to add more value for their products (Blasco-Arcas, et al 2016).
Clients desire a product that serves their actual need. This makes it easy for a company to add value by marketing services or products which are different from the rest in the market. Clear differentiation allows for the clients and customers to identify the different things about your products and choose to use or buy it. This works well when ten competing brands have the same products and benefits, hence when marketing it is easy to bring out what is different about your own products. For instance, in the food and beverages sector, it is easy for the products to sell if they have more natural ingredients than the rest. Marketing also serves the actual need in the market as it contributes to building of the solutions for the people within the market. Serving the actual needs opens an opportunity to add value and win over more customers (Voorveld, et al 2018). 
Internet marketing is becoming popular as there is a constant changing in the sector. There are new trends and products which serve the changing needs of the human nature. As a result, internet marketing will allow for the clients to remain updated. Therefore, through marketing products, the clients are able to identify the trendiest products that can aid in serving their needs. Through internet marketing clients access relevant information that will be useful in their daily lives. It also makes it possible to quickly identify the needs of the clients within a short period and service them. therefore, internet marketing adds value to the consumers by keeping them up-to-date (Roberts and Zahay, 2012). 
Convenience is desired by every client, this is achieved through marketing, specifically internet marketing. This is seen in the way the information can quickly be sent or received; people can also conveniently buy or access products online. There is also a quick response for the clients as they can easily access the marketed products and get answers to their questions as soon as they would like. It is also easy to order products online; by even completing transactions online as quickly as possible. Therefore, marketing creates value by making the process convenient (Sajid, 2016).
As mentioned earlier, marketing allows for an emotional connection between the brand and the clients as it creates a personalized experience. There is more value created through personalizing the experience as the marketing can be customized for specific clients. Marketers get to know their particular clients. Through internet marketing, businesses can identify the demographics of different people within the target market, thus creating a personalized approach to getting to them. Therefore, customized marketing creates a better experience for the audience as they get information about the specific products that interest them (Blasco-Arcas et al., 2016).
Value is also created through the identification of the customers. It helps in understanding the customers' wants and needs. It also helps in identifying the appropriate target and how to reach out to them. There is also the ability to satisfy the customers because through advertising, the right product and service are made available within the right time. The satisfaction of the clients is achieved by ensuring that the services were worth the cost. It is also a way of retaining their customers as they get loyal to the company (Roberts and Zahay, 2012). 
Role of the stakeholders
Stakeholders are defined as the group of people or individuals that can affect or is affected by the company's presence. According to freeman, the most important thing was to manage the different interests of the stakeholders. Therefore, this theory stresses paying attention to the legal interests of the right stakeholders. This theory shows that paying attention to the various stakeholders affects and protects both the tangible and the intangible resources (Hult et al., 2011). Therefore, it shows how the other people within the list of the stakeholders matter or link to a company's success. Some of the ranked stakeholders include the employees, the community, the government, the customers, and the suppliers. They all work together to ensure that the success of the company is attained. They help create a positive global environment within which the organization can thrive (Hillebrand et al., 2015).
Stakeholders play vital roles in global marketing, such as decision making. Most of the stakeholders are identified to be part of the board of directors. This allows them to participate in most of the decision-making sections, which helps analyse and understand the external market. When analysing the external needs, factors such as the swot analysis are done. After the swot analysis is completed, the action plan is applied to aid in moving the company to a better position, which is made possible through the stakeholders. For instance, when dealing with the global markets, the companies relate to external suppliers who closely link to the needs. The suppliers are engaged in the decision-making process, which ensures that the choices taken are valuable and relevant to the organization (Hult et al., 2011).
Government is also a stakeholder in the global market, and it plays a significant role in how international businesses face the external environment. The government is responsible for the protection and imposition of the policies. It allows the investor to have the appropriate and clear guidelines on how to invest or sell out. It is also a source of licensing for global companies. Therefore, the governments create a conducive political environment that companies can operate in. at the industry level; the government is also expected to support the companies to compete internationally. To achieve this, the governments should create conducive environments under which international businesses can operate. The taxes and tariffs should also be affordable for the company to help in improving how well it can work globally. Therefore, the government is responsible for enhancing the global business environment by creating laws and policies that allow for better trade and export conditions (Quan et al., 2018).
Customers are also part of the stakeholders who affect the environmental marketing of the company. When marketing a company globally, the clients support the company through buying the products. As the clients purchase the products, they encourage and offer an opportunity to the corporation to invest further or better. As the clients increase and buy the products, they also allow the company to understand its direction. For instance, it is easy for a company to know whether it can thrive in a region if it makes a large sale after the first few trials. Besides, customers help create brand awareness by sharing their views with the products and the customer care service department. They also help in creating a competitive and profitable environment for the company if they practice loyalty. Hence, the customers can build brand loyalty and awareness (Hult et al., 2011). 
Employees also serve a significant role in the performance of a company globally. When a company employs new people, it focuses on getting the best talents, qualifications and experience. Therefore, when choosing the best people to work with, the company should focus more on thriving in global markets. The employees play the role of creating effective customer service which serves the needs of every client. They are also responsible for sales and marketing, which requires the employees to be self-motivated for the company to thrive globally Greenwood, (2008). Also, they are expected to generate ideas that can enhance a company's performance both locally and internationally. Employees are also closely linked to an organization as they are affected by the success of the company. Besides, the impact of the employees cannot be ignored because sometimes they are the owners, a member of the community, a manager or an active union member; this makes the individual very relevant to the marketing environment. They serve as a determinant of how well the company will do (Hult et al., 2011).
               Non-governmental bodies are also part of the stakeholder as they refine and enhance the environment within which the company operates. This is, for instance, the environmental organizations that are aimed at protecting the environment; they are highly likely to ensure that they set policies that protect the environment. They can also be a problem to the company; if it does not adhere to its policies and guidelines (Johansen and Nielsen, 2011).
The impact of the stakeholders on the Marketing Activities of an Organisation
Stakeholders play a significant role in marketing as they design, implement, and evaluate; therefore, they cause the following impacts on the marketing aspect of the business.
Stakeholders impact the marketing activities of an organization as they are perceived to create a network within which they operate. This implies that through the stakeholders, there is growth in a network and reliable people to thrive. Therefore, when addressing the needs of stakeholders, it creates a web of networks that enhances its reputation and allows for a more robust and more reliable network. For instance, when a company ensures that it serves its community effectively, it brings in the aspect of corporate social responsibility, which is key to a company's success. When an organization effectively does society, it creates a positive reputation and network (Hillebrand et al., 2015). 
One of the most important stakeholders is the customer. A majority of companies put the customer in the middle of their business. When the customer guides an organization, it creates room for the organization to do well as it serves the needs of the significant revenue-generating individual in the business. This allows for appropriate marketing strategies which win over and keep customers. Through identifying and serving the needs of a customer, companies become successful in selling out their brand. Customers also help in marketing the company through approaches such as word of mouth is they are offered valuable products by the company. Value allows for the creation of a higher network and more people trusting the brand hence enhance the marketing process (Guerrero-Villegas, 2019). 
Corporate social responsibilities are not only seen in how a company serves its communities but also how it serves its employees. There is a close link between the success of a company and how they treat their employees. When employees are satisfied and happy, they are also responsible for increasing their loyalty and satisfaction. Research indicates that the level to which clients link with the company is linked to how the customers connect with the company. Therefore, as the customers continually identify with the company, increases the chances of their willingness to pay. Therefore, when the employees receive appropriate care from the employer, they are able to identify the needs of different clients, thus serving their specific needs (Greenwood, 2008).
Suppliers also form the list of the stakeholders that affect the marketing process of a company. The positive relationship between an organization and its suppliers, enhances the performance and the competitive nature of the company. This approach enhances ways through which an organization can improve quality and increase the flexibility of the company. Suppliers ensure that they serve the actual needs of an organization which enhances its performance as it delivers and meet the needs of the clients in time. Supplier also help in ensuring that the clients get their products in the specified moment by offering quality and authentic items. Suppliers also enhance the marketing of the company by lowering the production prices, thus giving a company its competitive advantage as it can sell the products for lower prices, compared to other companies. Therefore, their pricing is enhanced and improved to attract more customers (Hillebrand et al., 2015).
Moreover, organizations take part in several mixed exchanges with different stakeholders. Through the various marketing activities, an organization could positively or negatively impact the stakeholders. On the other hand, the stakeholders affect the marketing activities. Marketing strategies that a social dimension affect both the community and the customers as it increases their support. Getting most of the exchanges is one of the approaches that allow the companies to serve the needs of the stakeholders. The company should commit more resources to the stakeholders that have a higher effect on them than the others. Hence while prioritizing different stakeholders, it becomes easy to know how the resources can be given. Therefore, stakeholders should ensure that the appropriate stakeholders receive the most as they enhance the marketing process. The company will focus more on the most influential aspect and offer the most out (Hult et al., 2011). 
Stakeholders help in positioning a company. As the company grows, it requires a proper position that can help in marketing and creating awareness of its products or services; hence keeping it competitive. In this case, the different stakeholders, who include the supporters, affect the company's success. It is also a way of differentiating a business, thus allowing it to reach a higher number of people. Differentiating comes with the need to identify the most relevant stakeholders, therefore ensure they are well served, thus marketing and increasing the turnover of the customers. During this process, the organization should focus on understanding how influential or affected a stakeholder is. The collaboration interests also need evaluation to ensure that the marketing success is attained (Hult et al., 2011).
As mentioned earlier, stakeholders impact the management of an organization; similarly, they affect the company's financial aspect. The financial state affects how well a company does; therefore, different stakeholders are concerned about a company's financial condition. When a company is in good condition, it links well with the stakeholders, such as the employees. Clients are also willing to invest more in companies that do well as they are assured of the returns and safety of their money. When employees are assured of the stability of their employer, they are influenced to perform better. The marketing strategies are also enhanced when companies have a better financial state (Hult et al., 2011).
Conclusion
Essentially marketing cannot be emitted from any organization as it plays a significant role in selling out the company. This paper shows that marketing helps create customer value as it creates a customized link with the clients. Companies also use Internet marketing to link with clients while getting their feedback directly. Marketing is a way of creating a convenient service to a client, which helps win their loyalty. Companies get more value for their products through marketing which enhances how it affects the clients. Stakeholders take part in creating a favourable external environment for a company. Governments have the role of ensuring that the business environment of the organizations is conducive. This works by making the laws, tariffs and policies business friendly. Customers also have a part in enhancing the performance by buying and promoting the products. Through customers, a network is built, which enhances the market of the organization. Stakeholders have impacts on the organization, which include strengthening the marketing process. Stakeholders make up a network through which an organization can expand and grow stronger. Employees also affect the success of the company as they influence how the customers are served. When the employees are satisfied, they project the same to the customers. Stakeholders also influence how well a business will operate; this implies that there are stakeholders who are more influential such as the government. As an organization expands, it continually evaluates the impact that stakeholders have on their marketing strategies, hence they slowly cut down the stakeholders.
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