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Introduction

Understanding the essence of marketing, marketing processes, marketing tools, as well as their role and importance for society, the economic systems and business entities in the basis of the specific system for each company or organization. In order to understand the functions and purposes are, we must look at the definitions of marketing. One iconic names in the field of marketing – Kotler, Armstrong and Harris (2016) gives the definition of marketing as process with which the marketer “engages consumers effectively” and be able to deliver to its costumers what they need and want, by creating, offering and exchanging goods for other things of consumer value. Kotler (2016) also stressed the importance of “satisfying customer needs” which differs the today’s understandings about marketing as a process from just selling and advertising. On other hand The American Association of Marketing gives the definition of marketing like and organizational function and a set of processes for creating, communicating and providing value to the customer, as well as for managing the relationships with them (Definition of Marketing, 2017).
The evolution in the definitions of marketing and marketing practice prove that the relationship between producer and consumer is crucial for the success of the producer and the modern marketing is increasingly becoming a marketing of the relationship’s producer-consumer.
Internet, technology and globalization together have created a new economy. The old economy was built on the logic of management of manufacturing industries, the new economy is built on the logic of management of information and information industry. Now the client gives information about his specific requirements, says how he wants to receive hig goods or services etc. Organizations and companies need to shift their focus from product to customer orientated portfolio. Today, marketing is seen as an art of making a market policy in companies and enterprises, on the basis of which to offer goods and services orientated to the needs, to the competitive situation on the market and the environment. In this approach it is essential that not only the market is seen as a flexible and dynamic entity, but companies are also seen as an element of the market that is under the same pressure and must adopt and become flexible. But at the same time the marketing strategy must be developed in the context of the corporate strategy as well.  In these modern conditions, marketing is considered to be more focused on meeting customers’ needs and expectations, by introducing the necessary marketing analysis and strategies. An organization, which can successfully fulfil its customers’ needs is more likely to become leader in the market which operates. and the aim of this essay is to evaluate the role of marketing in creating value for customers as well as understanding the stakeholder’s engagement and their impact on the marketing activities of an organization. 
The role of Marketing in creating value for customers.
Today’s relationships between traders and consumers have changed significantly and in order to survive in condition of strong market competition, organizations are forced to take into account the needs of their customers and to try to satisfy them as much as possible and most importantly to create value. On other hand, consumers no longer just go and buy something, their expectations from the companies have increased. In an addition to the appropriate product, they expect to receive detailed information on existing alternatives so they can be sure of their choice. All this from marketing perspective is to bring value for customers. Kotler and Armstrong in their book “Principles of Marketing” 2018 they stress that the first step of creating customer value is to define the consumer needs and wants and also demands and therefore to build a strong relationship with them. There is a high input of effort from organization studying and examine customers behaviour. In the study of consumer relations there is several basic concepts. Wants – it can be triggered by internal stimulations such as feeling of thirst or Needs – can be triggered by external such as watching an interesting and intriguing advertisement. Consumers are not interested how the market is segmented, they only want their needs to be satisfy. Customer behaviour is part of the human behaviour in general. There are varies factors influencing the consumer’s attitude such as culture, social influences, situational, psychological and personal factors. Customers are the most valuable thing for a company. What will a company be without its customers? Will it exist? Of course, not! It will not be able to operate, there will be no profit, therefore will be no sense in its existence. Customers are at the heart of an organization; therefore, the company will try to attract ne and retain already existing customers by using marketing strategies and approaches. 
Once the organization can fully understand and gain the necessary information for its customers, it can start bringing customer value by building a strong customer relationships.  What is value? The meaning of value in business fields is “the worth in monetary terms of the technical, economic, service, and social benefits a customer company receives in exchange for the price it pays for a market offering” (Business Marketing: Understand what customers value, Anderson J., Narus J.). But also, according to Kotler, 2013, can be as a “perceived value” in which the customer receives benefits and satisfaction from the products or service for the cost it pays compared with other company’s competitives.  
 As mention above, in order to achieve all its customers needs and wants, the organization now needs to establish the marketing strategy which will fit more on the expected company’s goals. The marketing strategy gives direction to the marketing activity of the company and allows it to better understand the structure of marketing research. The copmany’s market is a set of all potential customers with similar needs and requirements, in order to give more value to its customers the business must segment, in other word to differentiate these groups of customers with similar characteristics and requirements. The main criterias on which the market is segmented are geographical, demographic, psychographic, lifestyle. By using the targeted strategy, the business can more efficiently to identify who their customers are to position its company in right market. The last stem from understanding the customer is to position your business in the “perceptual positioning map” (Kolter, Principles of Marketing, 2013). This helps the organization to gain the consumer perception against the product compared with its competitive on the same targeted market. 
Competitive analysis – in this part It is necessary to indicate who are the competitors of the company and who are the clients of these competitors. The analysis is used to get information about the weaknesses of the competitors and to be used against themselves. Also the analysis aims to provide information about: What competitor strategies are? , What are their goals? What their strengths and weaknesses are? 
The strategic marketing planning system is driven by the company’s goals. The goals represent the desired state and preferred results to be achieved by the company. An in that situation is to bring value to their customers. 
According to Bishop (2013), for a successful customer relationship management, organization have to be more engaged to its customers, therefore, to bring more value to them. That can be achievable by effective customer service, which nowadays is becoming a major weapon against competitors and of course bring more customer value and retain or attract new customers. 
The company puts in force its marketing resources and creates the necessary plan or strategy in action. A system for control is applied which on one hand monitor the correct direction and developing of the set plans/strategies. There is constant assessment what has been achieved and whether the strategy is appropriate and adequate. On other hand a currently assesses the operational results and how far the set goals and objectives has been reached. 





Stakeholder engagement and their impact on the marketing activities of an organization
The marketing environment encompasses the participants in the market processes and social structures with which the given business organization interacts. It determines the specific or more general conditions of the course of economic life. 
Stakeholders are subjects – groups or individuals or even circumstances that have a direct or indirect impact on organization, business or company. There are also two types of stakeholders which can influence the organization: Internal, which are represented by employees, managers, owners. With whom the business organization is in direct contact. Here the influence on marketing activity is direct. On another side, the company can also influence these elements and direct them for its needs. An example for external shareholders are its customers, suppliers, competitors, marketing intermediaries. In the conditions of classical market relationships competitors represent the second main factor which seriously affect the customers behaviour of the consumers and of business as whole and in general. It is important for the organization to understand the type of competitive relationships with which have to deal in order to minimise the impact in the marketing activities of the business. In his book “Marketing Management” Kotler,(2011) distinguishes four levels of competitions:
· Brand competition
· Industry competition
· Form competition
· Generic competition
The role of suppliers can be performed by individuals or companies that provides the necessary factor for the production of the company. This is the reason why suppliers have a real opportunity to significantly influence the relationships between producers and their consumers. When choosing suppliers, it is necessary to do a depth study into their technological capabilities and their economic condition, in particular their financial results. Here a serious attention should be put to the management technology and the decision-making process, the microclimate and what position it takes within the business environment – is it a leader or it has low positions. 
The overall company strategy can be influenced by the decisions and desires of stakeholders. When the company strategy changes, the organizational system can also be changed, therefore they can also have impact on the company’s organizational system. These can be represented by the structure of employees, managers, owners. 
Conclusion
In the modern condition of market economy, organizations diverse goods and services, and in the basis of their marketing strategy is the customer and successful satisfactions of their needs, wants and demands. On another hand consumers are also constantly increasing their requirements and expectations against the companies and they are looing more into the service they will receive for the money they are ready to sacrifice. They want to know how and where their money is going, and they encourage companies to work more on transparency in the business and in providing as much information as possible to the consumer. 
According to many authors, the actions of marketers in the future should be focused primarily on linking the values and policies of a company with those of customers they want to be engaged with, and thus in building communities loyal to the company. In the marketing concepts of the future, the user-company interaction will reach its peak. If there is one thing without which no commercial would be successful, no matter in which of the “epochs” is – newspapers, radio, television, internet, mobile marketing, audio, video and others, the most important thing is quality content, which brings value to the client or consumers – to bring satisfaction, to gain his attention and then his time. Because the time is money!
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