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Introduction
Marketing is any type of activity or form that an organisation undertakes to bring to attention the public on the products that they have brought to the market for them. It is also the promotion through advertisements, selling and delivery of products to the consumers. Marketing activities are numerous and they are not limited to any form but by the ability of the organisation to involve them in their activities (Mooradian, Matzler and Ring, 2014). Marketing serves the purpose of informing the public what an organisation’s products and services have that is unique and different from the rest of the products and the services in the market and why they should consider buying from them instead of the competition. Marketing is also not limited to customers as there are different entities with different business objectives that use marketing. It can also be used on donors, sponsors and other audiences where appropriate. Marketing activities take many forms. Some of these forms include telemarketing, social media, newsletters and participations in events and trade fairs (Meratian Esfahani and W. Johnson, 2018). The following essay will analyse the role that marketing plays when it is used in the creation of value for the customer. It will also have a section on the engagement of the stakeholders and what impacts they have on marketing activities of an organisation. Moreover, it will include some of the industry examples to further explain the points projected. 
The role of marketing in creating value for customers
Creating value for a product is the best way through which marketing can help boost the sales of the organisation. It also creates loyalty and increases the sales and profits of an organisation through increasing the use of the product by the public. Marketing therefore should be centralised on creating value by playing some of the roles that have been discussed here. This is the best path to follow if the organisation is to realise the objectives that they have set.
Creation of awareness is one of the roles played by the marketing in creating value for the customers. Once the products have been launched, it is the responsibility of the organisation to make known the product that they have introduced into the market. This is done through marketing. They also have to educate the public on the importance and the benefits of using their products over the others in the industry. This gives the customer an idea of what to expect when they use the products which is important when the company is planning to make sales and get profits while creating value for the consumer. Dove brand could be introducing a new kind of body wash for market which will target women who are between the ages of 21 and 30. The organisation could create campaigns that are to be aired on social media where this target group is mostly found in which will be used to sensitise them on the importance of using this body wash (Meratian and Johnson, 2018).
Reaching the target market is another role played by marketing in creating customer value. When products are being produced, the company usually has an outline of the market that they are targeting with the products. Marketing usually plays a role in getting the target market aware of the products that have been introduced into the market. Target marketing is the most efficient way to push the sales of products in a company. This is because it gets the message to the right audience which is more profitable rather than marketing the products to the whole market in the hope that it will attract the right audience.  There are different ways through which target marketing can be made possible. One of them is through email marketing. This is done through marketing the consumers who have either previously used the product and left their contacts or expressed an interest in using the products by that company (Meratian and Johnson, 2018).
Also, creating a need is another role played by the marketers when they are creating value for the customers. The marketing activities that are undertaken by the organisation are done with an aim of making sure that the customer sees and gets a need to get to use the product that they have introduced. This can be seen through the many types of activities that are undertaken by the organisation in marketing their products. An example can be seen where Marriott International creates an advertisement where they showcase people dining at their restaurant and how the ambience is welcoming. This advertisement can be in form of a video or images that are posted on their Instagram page. This makes it possible for them to create a need in the customers who like to dine and wine in restaurants that are luxurious and they would look forward to getting to try out the Marriott International hotels. In this way value is created for the consumer through marketing the products and services that the organisation has brought into the market (Pluta-Olearnik, 2018).
Stakeholder engagement and their impact on the marketing activities of an organisation
  Stakeholders are the people that have the best interests of the marketing activities of an organisation. They are internal and external to the organisation. When a marketer of an organisation wants to succeed in their marketing efforts, they have to partner with other stakeholders or learn a few things from them to be successful in their endeavours. These make the company grow by taking into effect the things that the stakeholders advice them and by considering what would be effective practice to make them reap the efforts that they have made in the marketing activities of the organisation.
Customers are part of the main stakeholders and their engagement in the marketing activities of the organisation goes a long way. Much of the marketing activities of the firm go towards engaging the customers to be attracted to the products and become partners with the organisation through buying the products that they are producing for consumption (Kotler, 2020). The organisation is supposed to go to the market and conduct market research on what the target group of the organisation wants to be included in the products and after manufacturing, they can engage them in marketing and educating them that the products that has been manufactured has what they needed from the previous discussions aimed at seeing the products that have been developed (Kotler, 2020). Customers as stakeholders engage in the marketing activities when they have already tested the products and got satisfied with them. When customers go to a hotel to seek services such as the Marriot International which serves them with rooms and top notch services in terms of food and drinks, they can be very crucial in advancing the marketing activities of the organisation. Many people believe that the word of mouth is better and that a product that a person they have a relationship with recommends t them is of good quality and will satisfy them. The organisation will be able to reap the benefits from additional business that is brought in by the customers through their personal advertising techniques. To ensure that this is the case to convince the public, organisations such as Marriot International can incorporate their trusted and public customers in their marketing efforts to convince other potential to come to their premises (Martín-de Castro, 2020). 
The organisational partners are another lot of stakeholders who might be engaged in the activities of the company when they are marketing products and services. This is because these are people who have a part of the business and they know that their involvement when they are promoting the brand or the product will go a long way to bring in the advantages that they will also reap from the sales and the profits (Academy, 2020). An organisation such as Unilever might be in partnership with Nivea in the production of the body wash. Both of these companies have different ways that they are best in and as such there is a need for the marketing departments to act as a team to promote and give the best marketing efforts for the products. Nivea would be promoting the product since they know they have something to gain by promoting the product. Unilever could concentrate on marketing the products through their social media pages where they are strong in whereas Nivea could promote the products through television and radio advertisements through which they have a strong audience. Their engagement in the marketing activities of the organisation will be a plus for the two as a result (Kotler, Sheth and Urban, 2012). 
The human resources department also has to engage in the marketing efforts of the company for it to be a success. They are internal to the organisation and the role they play with the employees help in pushing the marketing efforts towards success. The marketing department at Marriott International can engage their employees by promoting their talent and by making sure that they have the best interests of their employees at heart (Cravens and Piercy, 2013). When the employees find that they are operating in an environment that takes care of them and makes them feel a part of the family, they also make sure they are involved in the marketing activities of the company. Employees can stick to the company and generate ideas that would help in pushing the sales of the organisation through what they think will appeal to the customers. They are also at liberty to post and advertise the different products in the organisation though their social media pages such as Facebook which may enforce the marketing activities of the organisation for the better (Dickinson‐Delaporte, Beverland and Lindgreen, 2010). 
Salespeople are also considered to be part of the stakeholders in marketing for an organisation. Salespeople are usually in touch with the customers on the front. They are therefore supposed to be included and to be engaged in the marketing activities of the firm as this will yield good results (Aoki, 2020). Marriott International can employ salespeople who are going to market their products and bring in more sales to the organisation in general. The company on their part can help to support their activities through providing them with materials and the freedom to pick what they think will be very attractive to the masses. They can also help them in giving them the kind of re-numeration that boosts their morale while they are at work. When the salespeople are given a platform where they can showcase their prowess in marketing for the organisation, there is a good chance that they will be very influential through channels such as social media and YouTube videos. They are crucial in their engagement with the public and should therefore be handled with utmost care and given the right attention for them to carry out their activities (Meratian and Johnson, 2018). 
Conclusion
Marketing is fundamental to an organisation that wants to grow or even start conducting business. Without it, there is very little chance of the market getting to know of the existence of the product as here is no evidence to support it. The marketing department of any organisation should be carefully selected and be supported to carry out their activities as this is the first instance through which they are going to succeed. Through the roles that marketing plays such as educating and creating a need in the consumers about the products, the organisation is able to attract the consumers through the different marketing channels to their products. Marketing plays a wide role in the organisational objectives and as such there are strategies that are supposed to be planned for and put in place that align to the objectives of the company that will be very helpful to them when they are conducting their marketing activities. Structure is very important as it also shows the organisation the direction that they are headed to through the use of the marketing activities that they have put in place for their organisation. The stakeholder engagement should also be studied by the organisation as it has an impact on the marketing activities of the firm. Different stakeholders have different roles that they play and different activities that they bring to the firm that help in making the marketing activities of the firm a success. If the marketing department of the organisation closely consider the above points, they will be way ahead of their competitors in terms of advertising.
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