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Introduction
Marketing is considered as a process through which companies create and provide value for customers with the view to build a strong profitable relationship with these customers so that they can capture value from them. This process is also called a social and managerial process which aims is to gain the attention of the customers through promising, creating, and delivering superior value that will ensure the satisfaction of the customers (Kotler and Armstrong, 2016). Marketing has become a crucial part of customers’ life as companies are designing customized and superior brands to provide a memorable experience. This is also creating value for and nurturing the wellbeing of its stakeholders as it has developed a sense that these stakeholders are also a valuable part who have influence in marketing-related decision making and that’s why companies are embracing the engagement of these stakeholders. This write-up aims to examine the role of marketing in creating value for customers and side by side it also tries to find out the impact of the stakeholders’ engagement in marketing activities of the organisations.


Role of Marketing in Value Creation for Customers
A customer always perceives the value by differentiating the benefit over the cost that occurs due to having the offering of the marketing that marketing is creating through its process. Marketing is creating value for customers and also capturing value in return through its process and this process plays a major role in creating superior value for customers (Kotler and Keller, 2016).
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Figure 1: Marketing Process for Creating and Capturing Value (Kotler and Armstrong, 2016).
Understanding the Marketplace and Customer Needs and Wants
To meet the need and want of the customers, marketers at first try to understand and identify the needs and wants of the customers for designing its offerings which can be product, service, experience, information, idea or combination of them and these offerings are designed to provide value and satisfaction to the customers (Van de Van, 2011). Just like as to create value in inbound tourism of UK, its government has launched a campaign “Escape” which has offered the idea of traveling around of its country which will cherish the mind and will create some memories so here these feelings are value to the customers and the idea is an offering that government wants to offer. Many companies are ready to offer value for customers but it is customers who are taking the decisions of from where they want to take a value and create an exchange relationship and they’ve plenty of options to choose from (Stone and Desmond, 2012).  For that reason, companies now also provide brand experience to get attached with the customers and that’s why companies like Apple and Nike designed their showroom in such a way that turns out to be an experience center for the customers. Companies try to create, offer, and deliver superior value by creating and maintaining an exchange relationship, and to do this they do search for the buyers, recognize their needs and wants, design their offerings accordingly, determine the prices, promote them, deliver them, and do continuous research for the development of their product or service so that customers can get highest value and satisfaction just like as Jaguar Land Rover does in its each new product design which aims to deliver innovative cars for its customers (Viglia, Pera and Bigné, 2018).
Designing a Customer Value-Driven Marketing Strategy
After developing the understanding about the marketplace and the customers, companies then take decisions on which customers they want to serve and how they want to address and satisfy their needs and wants with its value proposition and these decisions are taken by developing value-driven strategies for customers (Hillebrand, Driessen, and Koll, 2015).
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Figure 2: Managing Marketing Strategies and the Marketing Mix for Value Creation (Kotler and Armstrong, 2016).
Companies know that not all types of customers are profitable for them and they can’t even satisfy all of their needs and wants with their limited resources and that’s why companies at first segment the market and then choose their favourable segments by targeting. For that reason, the expensive cosmetic brand La Praire targets only those customers who have the affordability and are willing to pay high prices for getting premium quality cosmetic items (Mackay and Wilmshurst, 2012). Though companies at first target only a specific segment, after establishing in that segment it most often targets other segments just like BMW which is now serving both the upper end and middle-class customers with both premium and basic versions of cars. When companies are done with targeting the segment it then focuses on the value proposition which is the promise that companies make about delivering superior value and satisfaction with their offerings and through this value proposition companies try to create differentiation and positioning in the market to attract the customers  Like Walmart which promises “everyday low pricing” to its customers and by keeping this promises make it stand out and earn trust from customers and this promise is its value proposition which also gains a distinctive position in the mind of the customers (Stone and Desmond, 2012). Companies also decide which philosophy it is going to implement and nowadays most of the companies are adopting societal and sustainable marketing to attract and engage its customers, other stakeholders, and to ensure the wellbeing of the society. For some years it is seen that from giant to small companies are trying to contribute to the societies with their activities just like as it is seen that Unilever is working for the sustainability of the environment (Wright, 2010).
Preparing an Integrated Marketing Plan and Program
To deliver the promised value to the target customer and build a strong relationship with its customers, marketers develop an integrated marketing plan and programs where they implement strategies with the help of tools like a marketing mix (Wood, Pitta, and Franzak, 2018). Companies design and develops products for their target customers set the price that will be acceptable to them and they will be willing to pay, ensure the place and method to deliver the offerings, and promote them through different media and campaigns to let the customers know about the products. For these reasons, all the companies like Chanel or Mac ensure an integrated plan through this marketing mix and they promote the message of their products through different marketing campaigns and they’re doing it to attract its target customers and to covey its core message (Weinstein, 2010).
Building Customer Relationship
Customer satisfaction depends on how customers perceive the performance of the company over the expectation they’ve about the product and service. Marketers are working relentlessly to create superior value and satisfaction that will lead them to create a long-term relationship with their customers (Kotler and Armstrong, 2016).  Long-term relationship with customers mostly depends on how customers perceive the value from the offerings and how much satisfaction they get from that and to build this relationship Nike is providing customized service to its customers through which customers get the experience of designing their shoes. Through this service, customers can choose every single item from shoe sole to shoes’ lace, they can change the color, its design and everything and such personalized service have made the customers feel directly involved in the designing of their shoe and this brings satisfaction as well (Mackay and Wilmshurst, 2012).  Rather than providing such personalised service, other companies follow a different strategy to build a relationship and they most often follow frequency or loyalty programs just like South East airlines. South East Airlines provides discounts on the airfare for its frequent flyers to reward its customers for frequently flying with them. Just like South East, many hotels provide room upgrades for their frequent guests, many retailers offer discounts through their loyalty programs, such a tool is now is used by most companies to create a basic relationship with its customers (Van de Van, 2011). Moreover, companies also put the effort into keeping customers engaged through their social media activity and community building so that customers can talk about the brands and engage in their social media content. Apple itself encourages its customers to build their group in social media so that they can create a community and can feel that they are all from the same family and in this community, each member helps each other when anyone asks for and this creates a strong among them and with the brand (Murphy et al., 2005).
Stakeholder Engagement and Its Impact on the Marketing Activities 
Stakeholders are the eminent part of any organisations as they exert a profound influence in the decision making and activities of an organisation and previous customers and the shareholders were considered as the stakeholders but nowadays other members are also included as the stakeholders who are directly and indirectly impacted by the actions of any organisation (Kotler and Keller, 2016). Two types of stakeholders can be categorised as primary and secondary and in primary stakeholder, the suppliers, customer, shareholders, employees, regulators, and the community are included and in secondary stakeholders trade associations, special interest groups, competitors, mass media, and social media are included (Hult, Mena, Ferrell, and Ferrell, 2011). Gradually most of the companies have recognized the impact and value of stakeholder engagement and they’ve found out that engaging stakeholders in decision making lead to risk reduction and more efficient output. Companies have understood that these stakeholders can also influence the building of a relationship with customers as they have a strong network of the value chain and that’s why the engagement of stakeholders in business activities like marketing has risen. This stakeholder engagement has pushed marketers to adopt responsible, relationship, societal, and sustainable marketing so that it can leave a positive impact in the society and also on the life of the stakeholders and this engagement has many forms (Hillebrand, Driessen, and Koll, 2015).
	Stakeholder Influence
	Engagement Type

	
	
Communicate /
Disclose
	Consult 
	Participate
	Partner/ Negotiate
	Empower


Figure 3: Types of Stakeholder Engagement (Hult, Mena, Ferrell, and Ferrell, 2011)
Communicate/ Disclose: Companies primarily maintain a one-way relationship with their stakeholders by informing them of new practices or developments that can influence them, society, or the world, here just information passing takes place with the help of newsletter, mail, press release, conference, etc. and such practice increases the trust of the stakeholders and upholds their willingness to participate in decision making, such type of practice is seen in Starbucks (Bhattacharya and Korschun, 2008).
Consult: With survey and board meeting, companies often ask the stakeholders to give suggestions and feedback regarding any new strategy, campaign, or product development and their feedback are mostly valued which make the stakeholders feel that they are also a crucial part of this organisation and such practice is seen in Unilever where it surveys its different types of stakeholders (Maignan, Gonzalez-Padron, Hult and Ferrell, 2011).
Participate: Through advisory panels, leadership boards, focus group discussion, and research and analysis, companies allow stakeholders to engage in decision-making, and these decisions are often carried out by the organization or stakeholders such as government, politicians, labour unions, and others to change or enforce business and marketing regulations. Nivea usually conducts FGD among its stakeholders to get feedback regarding its new campaign (Viglia, Pera, and Bigné, 2018).s
Partner/ Negotiate: Companies sometimes creates a partnership with their stakeholders to achieve a mutual goal with minimal risk and resource but with a high level of expertise which helps companies to gain a mutual agreement and a win-win decision making to facilitate an operation (Stone and Desmond, 2012).
Empower: With the help of active role-playing in the board of directors, whistleblowing, or warranty, stakeholders are given legal power for corporate governance but such type of engagement is not seen to be adopted by any organisation (Murphy et al., 2005).
Influence of Stakeholder Engagement in Responsible Marketing
Responsible marketing entails socially and environmentally responsible or sustainable marketing that not only meets or fulfils existing consumer and societal needs but also meets the future generation's capacity to meet those needs, i.e. it meets future needs. Stakeholders, directly and indirectly, encourage or push the companies to engage in responsible marketing and their active engagement drives many companies to adopt sustainable marketing and curtail their involvement in hazardous activities (Viglia, Pera and Bigné, 2018). They often raise the issue and even go against the companies if they find out that the companies marketing activity is promoting any harmful matter or the company is somehow involved in any hazardous activities. Such type of criticism of the stakeholders of the automobile industry has inspired the companies to find a new source of renewable energy and product development which has resulted in the invention of the electric car. Moreover, stakeholders not all the time in negative engagement, they also positively engage with the companies before implementing the company’s strategies or campaigns just like as in Unilever, the suppliers, trade unions, and environment activist are asked for suggestions for its sustainable marketing and it modifies and implements its activities accordingly (Wright, 2010). In terms of bargaining power, as a stakeholder customer enjoys a stronger power as it has the accessibility to all over the world with the help of internet so it has numerous options to choose from if the pricing criteria doesn’t meet the expectation of the customers and these leads the marketers to charge a moderate price for its offerings (Bhattacharya and Korschun, 2008). Besides, in the case of promotion, many stakeholders oppose promoting junk food and highly sugary drink in the mainstream media as it indirectly promotes obesity, and them also raises a question to promote gifts for any sort of junk food as it provokes children. Such type of opposition made McDonald's stop promoting its free toys for its happy meal offer and also push them to introduce more healthy food also. Paper or plastic packaging is always a concern for the environment activist and specialist and such concern inspires the companies to develop eco-friendly packaging that lets them be a responsible marketer as well as a good citizen and to respond to this environmental concern Burger King, Body Shop, Starbucks, and others have introduced eco-friendly packaging and thus contributing to the environment (Hillebrand, Driessen, and Koll, 2015). Stakeholders’ engagement and their opposition also encourage many companies to act proactively and as a result, the companies bring an overall change in their overall marketing activities. Ariel detergent has a good reputation for being an eco-friendly brand and its POD has reduced 60% water and energy consumption that contributes to responsible consumption. Apart from that, how companies should involve in CSR activities, how they should promote eco-friendly and less harmful products through sustainable marketing, how it should finance its marketing campaigns are all also impacted by the engagement of the stakeholders. Sometimes companies willingly take steps by considering the effect of their marketing activities and sometimes companies are forced by the stakeholders to do so but above all their engagement has made all this happen (Wood, Pitta, and Franzak, 2018).


Conclusion
Marketing is both a social and managerial process that identifies and fulfil the needs of the individuals by creating and delivering value and developing long-term profitable relationships with the customers (Kotler and Keller, 2016).  It emphasises creating value for customers and in return capturing value for them. It plays a major role in creating value for customers and through its offerings, it has become an integral part of the customers’ life. Moreover, along with the customers, other members are also impacted by the action of the marketing and they are considered as the stakeholders. Companies are engaging these stakeholders in decision making as they’ve recognised the value of their engagement and sometimes this stakeholders engagement push the companies to design a new product, withdraw any actions, or to introduce new campaigns. 
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