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[bookmark: _Toc70723079]Introduction
The report discusses about the roles of the marketing and the customer’s values on the marketing role which help increase the sales and profit for an individual industry. It also discuss about the relevance of stakeholders in an organisation, which engage with internal and external stakeholders roles in the marketing environment. Stakeholders assess the marketing environment and activities in an organisation to identify the proper relation between industry gain and customers interest values.
[bookmark: _Toc70723080]LO1. Role of Marketing and the value of its customers
[bookmark: _Toc70723081]Marketing
Marketing meaning in terms of dictionary “is an action or a business of promoting and selling goods and services includes advertising and marketing research”. Marketing basically an action that a business undertakes to fulfill its customers’ needs with the business products and services and attract the customer with the high quality information. Marketing focuses on self value which delivers for any purposes to the customer or public with an intention to achieve a long term goal which explains the value of the product, brand loyalty and its strength and how much sales been increased to attain profit (Groucutt and Hopkins  2015).
Marketing is something which every company or business or organisation is applying in order to initiate a long term growth and applying based on growth strategy. Most companies use marketing techniques to attain its objective without having proper knowledge. Marketing is something which increases and promotes the organisational goals and increase the value of the organisation, which increases the quantity of sales of the product and services. Most people are not aware of about the marketing, as they understand only selling and advertising is marketing which is not correct. However, it cannot be denied that marketing also includes selling and advertising which is part of marketing and it includes others sources like product distribution, promotions, designing, creating materials like creating pages, content on the social media, sharing and informing about customer experience, doing research on market and identify the target market and area where the marketing can be more identified or noticed and so on (Malhotra et al., 2017).
[bookmark: _Toc70723082]There are different types of marketing 
Influencer Marketing
Influencer marketing aims on leveraging individual those who have impacted over potential buyers and marketing oriented activities across these customers or individuals to run a message of brand in the bigger market ground. A influencer marketing includes brands which reflect the market and focuses on the brand people or company or any person as a branding status which includes celebrities, content creators, customers lawyer and staffs who can deliver what they experienced with the product and services. This influential marketing focuses on the goal and directly help increase marketing (Martensen and Mouritsen, 2017).
Relationship Marketing
Relationship marketing help leverages the data base of marketing, advertising the behavioural activities and analysis the target market and customers and increases the loyalty ground from its customers and new customers. It basically implements the strategies and listing its targeted customers to build loyalty based on product and services providing (Bruhn 2015).
Viral Marketing
Viral marketing is a type of marketing which pass messages all along to its people and encourages its customers or people to facilitate the activities. Viral basically mean exposure of something. Here viral is exposure of a message all around the area in order to create awareness about product and services and it can be done through normal message, advertising, mimic or gossip from one person to another.
Green Marketing
Green marketing is something related to the environment. It basically denoted the meaning related to environment friendly and safe marketing which is helpful to our environment. This marketing is environment friendly and formulated to have an effect of a safe environment physically. This includes efforts to promote, produce, package and reclaiming a product which has a good ecological responses (Moravcikova et al., 2017).
Guerilla Marketing
Guerilla marketing basically is an unconventional marketing and creative strategy of marketing which collect the maximum score out of the minimum resources (Milak and Dobrinić 2017).
Keyword Marketing
Keyword marketing involves message to the market which helps people to understand and collect the exact news from that keyword. This marketing uses specific key message and phase to attract the public or targeted customers. The main point of this marketing is it attracts the right person at the right message and at the right time resulted to something correct in the business.
[bookmark: _Toc70723083]4Ps of Marketing
The marketing has 4 Ps which can identify the role of the important items in the marketing strategy are (Nuseir, and Madanat, 2015).
Product
Product in the market will vary from on market to another as it differs based on the quality. A quality product will increase the marketing as it is a vital part where customer’s needs may vary based on the quality product or a product.  In order to supply a product marketer has to understand its targeted customer about the likes of the product and what basically it needed which increase the sales of the industry or market. Based on the product marketer has to understand whether the product has to increase or the quality.
Price
Marketing in respect of price is an important strategy. A business must check price in respect to its competitor’s products prices which attracts a group of customers and based on the survey by identifying it can understand how much customers are interested in paying the price for a particular product it providing. If the price is too high that the possibility of losing high demand customers may count whereas if the price is too low then the reason behind losing customers will not matter as the price has reduced below its standard then automatically the company or business will attain loss for the costing of the product, because the sale price will be lesser then the cost price. Thus the market understands the true value of the product and price by understanding the industry and the customers’ interest on paying the price.
Place
Identifying a place for proper marketing is also an important part which each department in a business analysis it customers by understanding where and how to sell a product so that a company can raise its profit margin. The marketer has to locate somewhere the target customers demands the product. The best example can be the retail shop which is mostly demanded in the cities and huge gain profits based on the increasing demands and proper location (Festa et al., 2016) .
Promotion
The promotion is also a vital P’s of marketing without which a market cannot run successfully. Promotion needs communication to the market and proper information about the product, services, price and place of action through which a business are carried out the business in the market. It identifies and understands how to raise the sales, it can done through online or advertisements or events or special offers or discounts which increase awareness and increase the interest rate among the customers to purchase and thus increase the sales.
[bookmark: _Toc70723084]Role of marketing
1. Meets consumer needs and wants
Needs pre-exist in market. Marketers identify the needs of the consumer and adopt their marketing strategies accordingly. They influence wants, as these are shaped by cultural and individual personalities. Their needs are satisfied through the exchange process (Kozlenkova et al., 2015).
2. Ensures organization survival, growth and reputation
A business survives because of customer retention and increase in the market share. Marketing helps companies achieve their objectives because it is customer-centric. Marketing helps in satisfying customers beyond their expectations.
3. Utility 
Product utility creates through marketing. Utility help satisfying the customers’ needs and wants. It includes time, place , information and other necessary things.
4. Demand management
Marketers are skilled professionals who play a key role in influencing level, timing and composition of demand. A demand can be a negative demand, no demand, latent demand, declining demand, irregular demand, full demand or overfull demand. Marketing helps in dealing with these varied levels of demand.
5. Face competition
Competitive orientation is important in today’s global markets. Marketing helps in maintaining balance of consumers’ expectations and competitor’s offerings by monitoring the market closely. Superior services, premium products and efficient dealership are used by marketers to retain their market share( Sajid, 2016).
6. Discharge social responsibilities
Rising customer expectations, government pressure and environmental degradation have forced companies to practice higher levels of social responsibilities. Here, social marketing plays an important role. Cause-related marketing is widely used by big corporate houses. For example, through the promotion of low-priced Lifebuoy, Hindustan Unilever Limited spreads hygiene awareness in rural areas.
7. Economic growth
Marketing creates demand. Increased demand encourages production and distribution activities. As a result, industrial growth is boosted and income levels improve due to increased employment opportunities. This improves the standard of living by offering superior and improved products. Thus, the overall economic growth is boosted.
[bookmark: _Toc70723085]LO2. Stakeholder engagement and their impact on the marketing activities of an organisation. 
Within a business organisation there are different stakeholders can be found who can play a different role in different who can play a different role in areas of business. It is important to remember that the impact of the engagement of the stakeholders in the business organisation can be found directly in the performance of the business organisation. Among the different activities which are conducted with in a business organisation the marketing activities play a significant role as marketing is the basic element of the business which help the organisation in improving the overall performance (Dembek et al., 2018). As well as the marketing activities help the business organisation in improving the figures by increasing the revenue and sales of the business organisation alongside the reputation and awareness regarding the business. From the perspective of the management of the business organisation, it is important to engage the stakeholders of the business organisation in the different marketing activities of the business organisation as it will help in increasing the efficiency of the marketing activities. Also it is important to remember that there are different kind of stakeholders who can play different roles and impact on the business (Dembek et al., 2018). This is why, it is important for the management of the business organisation to identify the appropriate marketing activities for the suitable stakeholders in order to increase the effectiveness of the stakeholder engagement.
[bookmark: _Toc70723086]Stakeholders of the business 
By definition the stakeholders of the business organisation can be recognised as a party or entity who is directly or indirectly engaged with the business organisation and the activities of the business. It is important to remember that the connection of the stakeholders with the business organisation can be created in different forms. For example, it can be said that the creditors, the debtors, the employees, the advisory council, the board of directors, the customers et cetera all of them can be considered as the stakeholders of a business organisation (Khan and Majava, 2021). From the perspective of the business organisation the stakeholder can directly create an impact on the performance and reputation of the business organisation. At the same time, the business organisation also has the capability to affect the stakeholders of the business. It is also important to remember that the stakeholders of the business organisation can be an internal party as well as external party (Khan and Majava, 2021). Among the different stakeholders of the business organisation, the followings are the most common examples of different stakeholders of a business organisation who are generally found in majority of the organisations.
· The customers
· The employees and workers
· The shareholders and investors
· The board of directors
· The advisory committee
· The government
· The suppliers
· The society or community
· The trade associations et cetera (Khan and Majava, 2021).
[bookmark: _Toc70723087]Stakeholder engagement
The communication between the business organisation and the stakeholders of the business organisation can also be considered as the stakeholder engagement. In case of stakeholder engagement, the management of the business organisation can take the health of the stakeholders to implement the decision. Also on the other hand, in case of conducting a communication between both of the parties due to the stakeholders of the business organisation has been affected by the decision made by the business organisation, can also be considered as the stakeholder engagement (Shams et al., 2019).
In order to improve the performance of the stakeholder engagement in the marketing activities of any business organisation, there are different areas which need to be considered by the management of the business organisation (Troise and Camilleri, 2021). The discussion on the implementation of the stakeholder engagement in marketing activities of a business organisation has been discussed below –
i. Choosing the appropriate stakeholders
Choosing the appropriate stakeholders is extremely important from the perspective of a business organisation in order to improve the stakeholder engagement and the efficiency of the same (Troise and Camilleri, 2021).
ii. The trust between the business organisation and stakeholder
It is important for the management of the business organisation to ensure that the trust and bond between the stakeholder in the business organisation has been established before engaging them in the marketing activities. This will help in avoiding the negative impact.
iii. Ensuring the distribution of knowledge and skills among the stakeholders regarding the marketing activities
The management of the business organisation must ensure that the stakeholders of the business organisation who are participating in the marketing activities knows the aims and objective of the same. Also the knowledge and skill level of the stakeholders to handle and manage the activities are needed to be checked by the management of the organisation (Troise and Camilleri, 2021).
[bookmark: _Toc70723088]Different marketing activities and the importance of the same 
There are different kind of marketing activities which can be conducted by the business organisation where the stakeholder engagement can be conducted by the business organisation. Marketing activities play a significant role for the business organisation as it can help the business organisation in the growth and development (Chang et al., 2018). The marketing activities which are conducted by the business organisation are the part of marketing strategy. The use of proper marketing activities in the proper area and region of the market can help in increasing the awareness regarding the product and services of the business organisations. The use of marketing activities can also help the business organisation in achieving the competitive advantage in the market (Taylor et al., 2020). The market share of the business can increase with the help of appropriate marketing activities. The opportunities of the business organisation can be grabbed more efficiently with the help of proper marketing activities and strategy. As, the customers and the other stakeholders of the business organisation play a vital role in the growth and development of the business, engaging them in the marketing activities will also help in improving the efficiency of the marketing activities conducted by the business organisation (Iankova et al., 2019). Among the different kinds of marketing activities some of the most common easily found marketing activities are as follows –
· The social media marketing
· The offline marketing
· The email marketing
· The leaflet distribution
· Direct selling method
· Paid media advertising
· Co-branding activities
· Search engine marketing
· Digital marketing et cetera (Chang et al., 2018).
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[bookmark: _Toc70723090]Customer engagement
Customer is considered as one of the most important stakeholders for the business organisation. The customer engagement is a part of marketing strategy for each health with organisation in increasing the brand value of the business organisation. In order to increase the customer engagement in the business personalised or customised messages are delivered and communication are conducted by using different channels of communication (Palmatier et al., 2017). Engagement can help the business organisation in increasing the brand value of the business along with the customer base. The reputation and reference provided by the customers to the other potential customers are considered as the first-hand experience of the customers who is are more authentic and can help the business organisation in growing their business more effectively. It can also help the business organisation in understanding the demand and expectation of the customers more actively which will help the business organisation in improving the product and services of the business organisation accordingly to earn more market share (Venkatesan, 2017).
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The employees and workers of the business organisations are also considered as the most powerful and important stakeholders of the business organisation. The implies and workers are the internal stakeholders of the business organisation who are involved in preparation of strategies for the business organisation. The involvement of employees in the marketing activities directly can help the business organisation in understanding the pulse of the market more easily (Osborne and Hammoud, 2017). Also from the perspective of the customers and the external stakeholders of the business organisation the involvement of the internal stakeholders in the marketing can bring more authenticity and transparency towards the product and services of the business. 
[bookmark: _Toc70723092]Conclusion 
From the above report it can be said that it is clearly understandable that the use of marketing can help a business organisation in creating value for the customers. For a business organisation, identifying the potential customers play a significant role. Also attracting the customers towards the product and services of the business organisation is important in order to improve the performance of the business organisation. Based on the above discussion it can be said that the marketing activities of a business organisation can help the management in this regard. One of the biggest advantage and responsibility of the marketing activities of the business organisation is to create the customer value for the business organisation to contribute in the growth and development of the business. Among the different stakeholders of the business organisation the customers can be considered as one of the biggest and most important stakeholder. Engaging the customers along with the other stakeholders of the business organisation in different activities of business will help the organisation in improving the efficiency level of the marketing activities and the performance of the business. Also, the Employee engagement can bring more authenticity and transparency in the marketing activities.
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