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Task 1. The role of marketing 
in creating value for customers


In the dynamics of modern business relations, companies face new and new challenges in terms of customer requirements for the diversity of their goods and services such as nomenclature, technological level, service, and maintenance (Baines, Fill and Rosengren, 2017). Changes in today’s markets are so rapid and unpredictable that established patterns of marketing behaviour are now almost inapplicable. Today, companies face countless new variables, often beyond their control (Cateora, Gilly and Graham, 2016).
Increasing global competition because the Internet has made it possible to include in the global market not only the smallest businesses units, but also a large part of the world 's population except the most backward regions and countries. Companies are connected to customers and to each other with a virtual network. Sellers can easily identify their potential buyers, and buyers in turn can identify the best traders and manufacturers and their products.
Marketing is a collection of procedures through which consumers may create, communicate and provide value and improve customer relationships. It covers everything companies do to meet the demands of their consumers. 
The digital revolution enables free market seekers niche start-up companies with little capital to conquer world markets (Cateora, Gilly and Graham, 2016).
Users are more capricious and experienced in information management and the creation and sharing of digital knowledge, exchanging information, and communicating intensively. among themselves and with producers as equal partners.
The knowledge economy is changing the roles of all market participants, consumers themselves are playing an increasingly important role (Baines, Fill and Rosengren, 2017) 
The intensive exchange of information contributes to a faster shortening of product life cycle. Competitors can quickly enter market and build on the mistakes of other companies. The dynamics of the launch of new brands is accelerating as new products survive for a shorter time on the market.
All these prerequisites require companies to reconsider their positions and to rethink their marketing. Establishing a company in the market increasingly requires shifting attention from the product to the customer and building long-term relationship with him as a central element of any business (Baines, Fill and Rosengren, 2017). The modern marketing paradigm called "relationship marketing" or "relationship marketing" focuses on the overall mutual understanding between the seller and the buyer, building and maintaining relationships in which potential customers become customers and customers become supporters and friends of the brand and / or company, and are created prerequisites for a more effective organizational and management structure through close links between the organization and its suppliers and staff (Kotler and Armstrong, 2018).
Standard approaches to segmentation and positioning do not work in the new environment of the 21st century. Segments are formed through different criteria than traditionally used and more precisely "frequency of purchases", "lifetime value of the customer", "loyalty" and others. In the new environment, the importance of consumer loyalty to one or another product, brand, store, service as a basic segmentation criterion, which, although a consequence of significant for the consumer material factors, lies rather in the emotional realm of perceptions. Customer loyalty increases their lifetime value - an indicator that gives opportunity for companies to identify their most valuable customers in the long run plan (Cateora, Gilly and Graham, 2016).
Relationship marketing is an extension of marketing concept caused by the dynamics of the digital age. In relationship marketing, the focus is on the overall mutual understanding between the seller and the buyer, not just on the exchange between them. He consists in building and maintaining relationships in which potential customers become customers and customers become supporters and friends.
However, this implies that business organizations make better use of their employees (suppliers, distributors, employees and the community) to make sure that they succeed (Kotler and Armstrong, 2018).
Consumers may now choose a wide selection of goods from various vendors at a range of costs. So how do people choose the goods to purchase? Most consumers purchase the product which offers them the greatest quality, and generally, they evaluate value by looking at three factors: quality, service and pricing, which many marketers call the customer's value trinity. In summary, customers prefer to choose the product that best combines these criteria.
A business must monitor and enhance the value chain of the whole spectrum of operations involving value delivery to its consumers in order to provide high customer value.
In Competitors Advantage: Creating and sustaining high performance, Michael Porter first examined the notion of the value chain. Some of these activities come from the supply chain management process – raw materials, products, customer receipt of completed items (Baines, Fill and Rosengren, 2017). Other events take occur outside the supply chain, especially with respect to product marketing and sales and customer service. Moreover, enterprises must discover methods to build value by enhancing their main value chain activities, including internal operations – procurement, research and development, human resources management and financial management.
The concept is very easy: a business may improve product quality, provide better service and reduce costs by focusing on the interlinked parts in its value chain. In other words, it may enhance its mix of goods and services, thus increasing the competitiveness of its products (Cateora, Gilly and Graham, 2016).
You should build strong links between your brand and your target audience to win the trust and affection of your consumers. It may be conceivable that the former not only offers excellent products and services but more: ethics, a sense of trust and confidence and, of course, happy feelings that make communications with your brand pleasant and rewarding. So, what can a company utilise to provide consumers with value via e-mail (Cateora, Gilly and Graham, 2016)?
Price Intelligently argues that retaining current consumers is two times more effective than attracting new ones (Baines, Fill and Rosengren, 2017). At the same time, just 18 percent of enterprises are focusing on keeping strong connections with their current clients via their marketing tactics (Kotler and Armstrong, 2018).
Here are the most common motivating methods to be used:
Discounts. High expenditure consumers may get a discount. Your offer may cover many purchases, goods and services that have been bought frequently or complimentary. Furthermore, you may provide client assistance and increase your sales during holidays or off season.
Special deals. Special offers. We always appreciate thanks and presents for collaboration. This is how you say, "As a client we thank you and look forward to working with again." As a client order bonus or a particular service level, you may give a few free items. For example, free and fast delivery, service after hours, minimum order amount decreases or personal manager assignment.
Free trials. - Free trials. As for free trials, 11-30 percent of those who utilise a trial eventually become clients with a paid account, says a third of marketers. Whether you offer SaaS or conventional software, before purchasing a subscription plan, consumers want to verify what they spend in. This is a fantastic chance for consumers without expenditure resources to appreciate the benefit of your product (Cateora, Gilly and Graham, 2016).
Services of subscription. A subscription now does not imply the monthly delivery of retail goods, from razer products to food, but not necessarily a paid software plan. A study conducted in UK Today states that 25 percent of those responding to scheduled retail deliveries now subscribe while 32 percent want to register in six months. For example, when consumers subscribe to regular cat food supplies, a pet shop may give a discount (Baines, Fill and Rosengren, 2017). The client always has daily supplies with this service (Kotler and Armstrong, 2018).
Another brand partnership. With co-branded offerings, you may begin to generate value for your clients. You may choose a business to compliment your brand as your partner. For example, certain bank clients are able to get greater cashback through the retail website of their partner. By this cooperation, consumers will feel that they know their requirements and care for great service. If you offer appropriate products and services.




Task 2. Stakeholder engagement and their impact on the marketing activities of an organisation.


Stakeholder engagement is how businesses interact with their stakeholders and get to know them. Businesses may comprehend better by getting to know them, what they like, how involved and how the strategies and activities of the companies impact their objectives. They may also enhance their communication and refine their strategy and business, with long-term advantages such as brand recognition or the first mover (ibrahim, 2018).
Stakeholder involvement is an organization's approach to include important stakeholders with a clear goal of achieving agreed results. The organisation is currently regarded as a key accountability mechanism since it obliges stakeholders to identify, understand and react to problems and concerns about sustainability, and to report, explain and answer stakeholders on choices, actions and performance. Stakeholder participation is an organization's process through which appropriate players are engaged (ibrahim, 2018)
Commitment encompasses the whole spectrum of efforts an organisation may make in its operations and choices to understand and engage stakeholders (Kotler and Armstrong, 2018). Engagement can help organisations meet tactical and strategic needs, ranging from the collection of information and trends that could impact their activities to improving transparency and building trust for individuals or groups that are critical to the long-term success of their organisations, to fostering innovation and organisational change to face new needs and opportunities (GIIRS Emerging Market, 2020).
The indicators are going to work effectively for stakeholder management
1. Trust is set up - Good management stakeholders create confidence throughout the company rapidly. Ideally, we as consultants should enter a corporate environment that is already part of the brief, trust the man who leads the project and are enthusiastic about the imminent results (well, as excited as anyone not in marketing gets about marketing).
A lead project which does not have the trust of its stakeholders will be affected by needless delays, political delays and secondary guessing and a short abandonment in certain instances, since everything becomes too difficult to carry ahead (GIIRS Emerging Market, 2020).
Tip: Spend time explaining the objective, method and result of your brief before starting the project and how the company would benefit from it (and the stakeholder).
2. The parties concerned are the appropriate players - The fact that the appropriate stakeholders are part of a project is important. If this does not happen, or if it is not done correctly, then the projects are unavoidably delayed, prevented or terminated at the worst. It is the nature of the organisational beast that for a variety of reasons, not all stakeholders will profit equally from the work we undertake (GIIRS Emerging Market, 2020).
However, before a brief is signed or executed, the ideal situation is for all parties to be recognised and included. The worst situation is a complicated cohort of stakeholders, many of whom do not need to or who are suddenly from the side stakeholders who have claims on the result of the project.
Tip: Spend time setting the need to have stakeholders vs pleasant. Stakeholders must make choices and influence the project in the appropriate manner. The great thing to have is to dress in a window.
3. Stakeholder groups and classifications - This seems very clinical, but it is because of the project lead which establishes the hierarchy of engaged stakeholders and how essential it is to "buy in" a project. The grouping and rankings will enable project leaders and us to create and distribute relevant information to the right individuals at the right time, from high to low level stakeholders and ringmasters to lion cage cleaners (Kotler and Armstrong, 2018).
That enables individuals to concentrate on what they, their teams and their lives are essential to them. It will also enable us to identify any negative influences who may require further consultation or discussion (GIIRS Emerging Market, 2020).
Tip: When categorising and ranking stakeholders there are many areas you can begin, one is by evaluating the effect on them or on their teams from the short results (directly and indirectly).
4. The stakeholders are informed - Before the start of the project, the top project leaders spend time with and tell the stakeholders about their future plans, their expected degree of engagement and important project schedules. They will somehow inform the important inside persons of the brief (GIIRS Emerging Market, 2020).
This is an important element of a project to us since it implies that we can reach the stage and keep the performance going steadily as every stakeholder group enters different phases of the project. It also enables us and the project to handle the unavoidable absence or complicated work schedules in large organisations.
Tip: Increase and be prepared for unavailability by requiring stakeholders to designate a proxy if they are gone. Tip:
5. Sustainable project management - When the project lead is not empowered to run the show, the appropriate stakeholder group will accomplish nothing. We were in many instances where a project was publicly discarded or the decision-making process by each stakeholder because they consider the project leader (or the project project leader) to be 'beneath' to them at the company. I would want it not to be true (GIIRS Emerging Market, 2020).
A project and its leader must be supported by the senior management or management team to be successful. It proves to the whole organisation that it is not a tyre-kicking exercise for the marketing or procurement team but a strategically essential piece of work.
Tip: Have the leadership team initiate communication to the broader stakeholder team about the project and ensure that you communicate as the project leader at key moments. This ensures that you "hear" the management team and are aware of any choices, problems or obstacles around the project.
Engagement with stakeholders refers to the process through which a business communicates with its players or engages with them to accomplish the intended result and increase responsibility. Companies are constantly involved in one way or another, to different degrees. In the past, commitment was more reactive and risk mitigation-oriented. With the social responsibility movement increasing, businesses are proactive, supposed to increase the sustainability and profitability of the company with the involvement of stakeholders.
The advantages of involving stakeholders include (Nestle, 2019):
Building trust: honest efforts may enhance a company's relationship with its stakeholders. This may spread the current stress and facilitate the solution of any issues along the way.
Risk management: Working with stakeholders may create a more stable business environment and disclose crucial information for decision-making.
Brand improvement: a business may enhance its visibility and reputation via its involvement with stakeholders. This commitment may also be seen as a distinguishing feature for clients, investors and other economic players in the market.
Improved productivity: Better interplay may discover opportunities for the more efficient business. Employees with a higher voice on the job likely to have better morals.
Strategic opportunities: engaging stakeholders may assist a firm to discover new market and business possibilities.
Partnerships: Companies may pool resources to accomplish a shared objective via cooperation with stakeholders.
Increased investment: more openness and involvement of stakeholders, in particular impact investors, may be an appealing attraction (Nestle, 2019).
Stakeholder meetings, seminars and other activities enable us intensify discussion and comprehend key social issues. The contact helps our employees develop their skills, encourages collaborative action and promotes confidence and mutual respect.
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