



Student name:Aliona Echim
Student number:1912952
Lecturer’s name:Tushara Balendran



Marketing Fundamentals  
ASSIGNMENT 2


Nivea
Table of Contents
Introduction:	3
Body:	3
Role of marketing in creating value for customers:	3
Stakeholder engagement and marketing:	6
Stakeholder engagement:	6
Impact on the marketing of the NIVEA:	9
Conclusion:	10
References:	11

[bookmark: _Toc45197909]Introduction:
This essay is the purpose to investigate the development of marketing to create values regarding customers and explores relevant stakeholders in any business organization as well as their implications on the organization’s marketing activities. Concerning this, this essay will provide the evaluation of the development of marketing in relation to creating customer values in context to NIVEA. In addition to this, it will also provide the analysis and identification of relevant stakeholders to NIVEA as well as to measure their effects on the marketing activities of the company with giving the industry examples.  
[bookmark: _Toc45197910]Body:
[bookmark: _Toc45197911]Role of marketing in creating value for customers:
According to AMA, marketing refers to a set of procedures to create, deliver, and communicate the value to customers as well as for enhancing relationships with customers (Rao, 2011). In other words, marketing is not just selling and advertising while it considers all things which business firm requires to fulfill needs of customers as explore target market, introduce a new product, setting the price, make customers aware, manage  customer relationships, influence people to buy products and deliver products to people, and others.    
In the business enterprise, marketing functions bring or create value for customers through identifying, satisfying, and retaining the customers. At the same time, CIM defined marketing as a management procedure responsible to explore, anticipate, and fulfill the needs of customers profitably. This is both a way of function in the firm and thinking about in that firstly business thinks about the customers through taking customer-centric view which is good for knowing about the wants and needs (Lancaster and Massingham, 2010). It aids the business firms to provide the best or effective value products and services as well as create long term relations with potential and existing customers. In other words, marketing is a strategic function of the business which develops value through stimulate, facilitate, and satisfying the demand of customers. It is completed through nurturing innovation, creating brands, provide better customer service, create relationships, as well as communicating benefits. Concerning this, customer-centric view aids the marketing in bringing an effective return on investment, satisfies stakeholders and shareholders from community and business as well as contributes to sustainable business future and positive behavioral changes. 
Marketing Creates Value for Customers
According to Theodore Levitt (Professor at Harvard Business School and influential economist), all the business firms are purpose to identify and keep the customers. Marketing creates value through developing or building connections between companies and customers, products, and people (Armstrong et al, 2018). In the company, there is an important role of marketing is evaluating, fulfilling, and retaining customers. For creating value, firstly business firm requires exploring the needs and wants which company can address and prospective customers regarding identified needs and wants. After this, the business firm requires to work for customer’s satisfaction through providing goods and services which may address their needs and wants when customers want it. The main key to satisfaction of customers is ensuring each people feels benefited from the exchange (Lancaster and Massingham, 2010). In addition to this, effective marketing is also requires to focus on retaining customers through developing new opportunities for winning business and customer loyalty. 
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Source: (Lumen, 2019)
The marketing is focused on different activities that emphasize on identify customers, satisfy customers, and retain customers. The marketing activities and approach of business to conduct day to day operations or practices varies widely. 
Concerning this, NEVIA is focused on evaluating the needs and wants of the customers in the targeted market that aids to know about the customer’s wants and needs as well as plan to target market and how the company can reach them effectively. After evaluating the needs and wants of customers regarding personal care products, it introduces better products and services for targeted people that aid the company in making the customers satisfied with fulfilling their desires. For example, the continuing market research programme of Beiersdorf shows a variation in the market which leads to launch NIVEA VISAGE considering the range of products which aimed to young women. This provides the strength of the company to brand image to girls aged 13-19 to the target market (Bartlett and Beamish, 2018). In this way, NIVEA VISAGE Young supports the girls for creating a better skincare route for support them with their skin looking beautiful and healthy. Apart from this, offering products and services according to the needs and wants of customers also support the company in retaining existing customers as well as attracting more potential customers. The company is also continuously focused on identifying new market opportunities for retaining its customers and wins their business.    
The market research improved value for customers as marketing performs or done the market research for improving existing products and introducing new products as per the needs and wants of customers or the market. The offering of products and services based on customer's desires and wants at a reasonable price create value for customers as customers get value for money in terms of quality products (Nijssen and Frambach, 2013). In addition to this, developing a good value proposition regarding customers is also important for the business firm in relation to differentiating its products and offerings from the products offered by the competitors. Good knowledge and understanding about the needs and requirements of customers are also significant aspects to develop an effective value proportion. In this way, marketing management supports to execute this function in an effective manner as well as helps the business firm to accomplish sustainable competitiveness in the targeted market. For example, Bavarian Motor or BMW works their value proposition is the ultimate machine of driving. Concerning this, BMW produces luxury cars for those people who can effectively afford them while other companies are also started to produce luxury cars that’s why BMW recognizes the requirement of differentiating its products from others through adding a value proposition. BMW added a plan namely no cost maintenance for adding customer value proposition that gives car owners with no cost maintenance regarding the first four years or 50000 miles. This type of service is not provided by other car companies. 
On the other side, marketing is also a business function that communicates and makes aware to targeted customers aware about the company plans, products, benefits, features, and others that influence more people to get or buy them for satisfying their needs and wants. The customers get the information and develop an understanding about the products from the marketing practices of the company which develops value to customers through communicating them about offerings that they are offered as per needs their desires and wants (Lamb et al, 2012). The NIVEA aims to make the customers satisfied or happy with retaining them for the long term in the business through producing and delivering products and services depending on their needs and wants.
[bookmark: _Toc45197912]Stakeholder engagement and marketing: 
[bookmark: _Toc45197913]Stakeholder engagement: 
A person having an interest in the operation and performance of the businesses may be the stakeholders. A stakeholder may be generally of different types such as debtors or consumers, suppliers, investors, employees, government, owner, government, shareholders, manager and others. They may be categorized as external stakeholders and internal stakeholders. The stakeholder engagement may be described as the process companies generally communicate with them and get to know about each and every stakeholder (Camilleri, 2015). It aids NIVEA to better understand the expectation of stakeholders, the interest of the stakeholders, and so as to determine how they are engaged in the firm so that their goals can be influenced by its actions. The success of any enterprise may rely on stakeholder engagement because clear goals and vision of the firm and the communication of the goals and vision to stakeholders may improve the planning of firm and collective efforts (Crowe, 2017). It may enable the company to attain the goals. It may ensure good innovation in the firm and may aid to expand the businesses in the market easily to attain the firm's vision and mission. 
The engagement of stakeholders in businesses might be measured at five levels.
Ad Hoc Level: Individuals work independently at this level and all the tools are shared by them and they are free to adapt to the situations (Heravi et al., 2015). There is no uniformity between stakeholders at this level. 
Novice Level: Certain but lesser guidelines are there for the management of stakeholder engagement with substantial training. 
Repeatable Level: The policies and procedures of the stakeholder engagement are created with the allocated responsibilities and training available for them (Heravi et al., 2015).
Managed Level: A clear metric is created to assist stakeholders in the implementation of ideas and decision making. The proper procedure is followed in the process of managing stakeholder engagement. 
Embedded Level: It embedded in the culture of the company and processes as it is part of the day to day operation and culture of the entity (Heravi et al., 2015). 
There are different methods that can be used for managing and improving the engagement of the stakeholders. The role of methods can be understood by the given metric:
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Source: (YouMatter, 2019)
The communication with the stakeholder might be a great factor that can have an influence on the engagement of the stakeholders. Passive communication can cause a low degree of engagement as no frequent dialogue with stakeholders may cause a gap in relationship with the stakeholder and this may influence the engagement of the stakeholders. There are many strategies that can be used for improving engagement (YouMatter, 2019). Consideration of the needs of stakeholders, regular communication with them, the participation of employees, feedback from consumers, and others can be important for improving the engagement of the stakeholders. 
Steps in the stakeholder engagement:
Engagement Strategy: The vision and goals for future engagement of the stakeholder are determined along with the definition and explanation of past engagement (BSR, 2019). 
Stakeholder Mapping: It is the visual process of laying out the stakeholders of the businesses on a map and provides the visual presentation of the power and influence of the stakeholder on the business. 
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Source: (Brown et al., 2016)
There are four categories of stakeholder based on power and interest. 
· Manage closely category defines that NIVEA should focus on involving the stakeholder in this category to improving their engagement.
· Keep informed category defines inclusion and consulting with stakeholders while making an important decision (Brown et al., 2016). 
· Keep satisfied category defines higher power but lesser interest in the NIVEA and they should be informed about the announcement and products of the business. 
· The minimum effort category defines efforts of NIVEA to monitor the interest and influence of stakeholders as they need proper monitoring in the business. 
Preparation: NIVEA should focus on the long term vision and goals for setting up the rules and logistics to improve the engagement of stakeholders. 
Engagement: NIVEA should ensure equitable contribution and can mitigate the tension and conflicts of the stakeholder for improving the engagement (BSR, 2019). 
Action Plan: Proper actions and tactics are designed at this stage for following up the engagement and planning future engagement. NIVEA may determine the actions according to expectations of stakeholders for growing their interest in the business and increasing the degree of their engagement to fulfill their purpose along with the goals of the entity.
[bookmark: _Toc45197914]Impact on the marketing of the NIVEA: 
Effective engagement may provide help to the NIVEA for determining the needs and expectations of the stakeholder and prioritizing the expectation to satisfy the expectations. For example, good engagement of the consumer may be helpful for NIVEA to determine their needs, their behavior, practices, and other factors can influence their behavior in the market. It might be useful for NIVEA to make decisions regarding the marketing mix strategies of the company for gaining the marketing objectives. This can provide a good basis for the development of effective strategies of the product, price, place, promotion and others to gain the objectives (Kull et al., 2016). NIVEA can involve the consumer in the decision making regarding products, promotion, place and price by conducting research in the market and survey of the consumers. NIVEA would be getting good information about the consumers and this would enable the firm to get success in the market. Hence, the engagement of consumers may improve marketing and can have a good influence on the marketing of entities (Hillebrand et al., 2015).
Similarly, employees are very important in marketing and their engagement may directly affect the effectiveness in the strategies adopted by the firm in the marketing. The strengths of businesses for marketing and fulfilling the needs of consumers might be affected by productivity, performance and engagement of workers. Effective engagement of workers in NIVEA may aid it to ensure effective services to consumers to help them resolving their issues and answering their queries (Bourne, 2016). The response of the worker and speed in the services may be the factors that can influence consumer satisfaction. NIVEA should focus on keeping its employees gratified and happy always to get happy consumers in the market. 
In addition to this, the supplier offers material to the firms that can be used for converting into items demanded by the consumers. Consideration and involvement of the suppliers in the manufacturing and production of the goods or services may lead to an improvement in ineffectiveness in the operation. It gives good benefits to NIVEA to generate a good return by satisfying the desires and by availing the products such as skin, personal, face, and other products to consumers on time. Engagement of suppliers would be assisting NIVEA to gain eh advantage in terms of continued supply of the material to the business on time for ensuring continuous production for gaining the benefits (Hillebrand et al., 2015). At the same time, the government influences the marketing of the NIVEA by putting some restrictions on the advertisement and promotion of skin care, personal care, face and other products for men and women. The government has certain regulations regarding what content NIVEA can only present in the advertisement and it should be breaching the laws by availing wrong information and degrading other brands. 
[bookmark: _Toc45197915]Conclusion:
From the analysis, it can be stated that marketing is very important for the creation of values to the consumer by meeting their needs at the cost affordable to them. Furthermore, it is found that stakeholder engagement is focused on the NIVEA for improving marketing in the market to get success. Government, consumers, employees, suppliers, managers and other stakeholders have an important role in influencing marketing. 
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