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[bookmark: _Toc68700112]Introduction
Marketing fundamentals analysis and evaluation is the procedure to study the dynamic markets for gathering information related to the market, resources, and customers (Payne et al., 2017). This essay explains the role of marketing in creating values for customers. It also discussed stakeholder engagement and their impact on marketing activities on the firm. Marketing also plays an important role in managing in creating value for the target customers. It also helps to understand the customer behavior and attitude in the competitive market. 
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Marketing has identified the condition of fulfilling the customer needs and demand (Fuentes et al., 2017). It generates value by creating connections among people, products, customers, and companies. It also helps to identify the customer's demand and needs. The Company uses marketing to target large customers and how to reach them. The Company manufactures the right product and service available to the right people at the right time (Lahtinen et al., 2020). Marketing provides an opportunity to win the business to retain customers. Marketing also helps the company to make the right decision about the company's success. Marketing helps the company to build a new product to attract customers in the current market (Jobber and Ellis-Chadwick, 2012). The company uses marketing to collect relevant information regarding the customer needs and demand in the existing market. Marketing plays an important role to improve the performance and productivity of the organization. It also helps to maintain a strong connection with customers in long term. Marketing influence is considered the firm capacity to understand attention and keep valuable customers (Primo et al., 2020). The primary motive of the firm is to identify the needs and preferences of the customer to become successful in the competitive market. Customer value is the satisfaction to increase the customer experience by making the right action toward the price of products. The Company always focuses on creating value for the customer through advanced technology. With the help of a marketing campaign, Sainsbury provides awareness about the products to meet customer demand (Payne et al., 2017). Its plays an important role in creating customer value through a unique experience. Marketing theories that help to create customer value are explained as under:

Marketing Mix to Create Customer Value
The marketing mix is the best tool use by marketers to create value for customers (Lahtinen et al., 2020). It also helps Sainsbury to improve its marketing strategy and increase the level of sustainability for the firm. Sainsbury has adopted sustainable marketing tactics to gain a competitive edge. The Component of the marketing mix of Sainsbury is explained as below:
Product: Sainsbury offering a wide range of products to grab customer attention across the world (Fuentes et al., 2017). The Company has more than 30,000 products ranges includes fresh salad, vegetables, fish, meat, dessert, dairy product, and other bakery items. 
Price: The Company mainly targets families and households through an offline and online platform as its target customers (Baker, 2012). The Company adopts a competitive pricing policy to maintain strong positioning. Sainsbury offers groceries and fresh products at affordable rates to grab the customer's attention. 
Place: In 1922, the company started its operations at Drury Lane in London (Primo et al., 2020). Sainsbury has 608 supermarkets and 806 convenience stores to meet the customer demand. The Company has stores in each corner of the world to create customer value. 
Promotion: ATL and BTL strategies used by Sainsbury to market its products in the customer market (Payne et al., 2017). The Company also launched Nectar Reward Card to build sales and increase the customer base. With the help of social media, the company promotes its product to generate customer values. 
People: The Company has trained its staff and professionals to understand the needs and demands of customers (Thabit and Raewf, 2018). Sainsbury always gives first preference to its customers. The company trained its staff to meet the customer needs and accomplish the organizational goals.
Process: Sainsbury has developed an online platform for customer shopping (Jain, 2013). It is convenient for customers and products to deliver to the customer's doorstep with a single click that helps to maintain customer loyalty. 
Physical Evidence: Through physical evidence, the company has marketed its products to customers (Lahtinen et al., 2020). The different design of stores and layout helps to fulfill the customers’ needs. The Company maintains a clean, tidy, and trained staff that helps to create value for customers. 

SWOT Analysis
It is the strategic planning technique that helps to identify the internal and external situations faced by the firm (Baker, 2012). It is a useful technique to identify the strength that helps Sainsbury to create value for customers in the competitive market. 
Strength: Sainsbury is the largest grocery store that deals in a wide range of products to meet the customer's demand (Primo et al., 2020). The Company uses a low-cost strategy to attract and retain customers. With social media platforms, Sainsbury promotes its products and services to fulfill the customer's demand. 
Weakness: The Company faced lots of risk from brand switching. In the competitive market, the company cut down the cost to attract the customers that affect the financial position (Fuentes et al., 2017). The Company has not resolved the challenges among the employees and employers. 
Opportunity: The Company has sufficient resources and capabilities to improve the condition with the help of advanced technology and application (Thabit and Raewf, 2018). The Company wins the trust and confidence of the target customer through better services. Sainsbury branded its products across the world to meet customer demand. 
Threats: The Company faced tough competition from Aldi, Lidl, Asda, and Resco. Rising raw material cost is the biggest threat faced by Sainsbury and it impacts the profit margin (Jain, 2013). Shortage of skilled labor and staff in certain markets does not fulfill the customer needs that affect the customer's value. 

Marketing plays an important role at Sainsbury to create value for the customer (Primo et al., 2020). The marketing mix helps to set the product price and maintain the quality that helps to create customer value. Through social media marketing, the Company creates the best value for its customers and delivers a high-quality product to meet the demand effectively. Marketing also helps Sainsbury to understand the customer requirement to become successful in the competitive market (Thabit and Raewf, 2018). 
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A stakeholder is considered as a party interested in business activities and affects the operation of the firm (Phillipson et al., 2012). It mainly includes employees, investors, customers, and suppliers. Some stakeholders are internal and other is external. Stakeholder engagement is the procedure that companies communicate and get to know about their stakeholders (Fuentes et al., 2017). The Company positively engages their stakeholder in business operations. In the organization, stakeholder engagement customs may exist in different areas such as public relations, customer services, supplier relations, management, and accounting to set the organizational stakeholder (Bahadorestani et al., 2020). 
Stakeholder engagement is a process used by Sainsbury to engage all stakeholders to accomplish the desired goals (Jobber and Ellis-Chadwick, 2012).  It also helps companies to operate, expand, and innovate new things to meet the goals. Stakeholder engagement can improve a strong relationship between the company and stakeholders. It also helps to resolve the problems among employees and employers. Stakeholder engagement helps to identify areas to improve the productivity and performance of the workplace. Engage with stakeholders helps Sainsbury to identify new business opportunities and market segments. A stakeholder plays an important role in the decision-making process of the firm.   
Stakeholder engagement is an important part of business and it helps to improve communication among different people (Leonidou et al., 2018). Engage with stakeholders provide a new idea that helps to improve the reputation and goodwill of the firm. With the help of the engagement of stakeholders, it is possible to work on a new project to become successful in the competitive market. It also helps Sainsbury to operate and meet the needs of its stakeholders. To help to improve communication and better understand the side among cultural gaps. Stakeholder engagement has been used by Sainsbury to identify the current and future opportunities and threats to handle risk (Dal et al., 2017). Stakeholder engagement aims to increase performance and accomplish the desired goals. Stakeholder mainly divided into internal stakeholders and external stakeholders: 
Internal Stakeholders 
An internal stakeholder of the firm work and they are interested in business operations. The group of persons takes active participation in business management (Bahadorestani et al., 2020). If the internal stakeholder is absent in the firm, and then the company does not survive for the long term. 
Employees: Group of people who works in the firm for salary and remuneration are called employees (Merrilees et al., 2021). The company has more than 161,000 workforces that fully depend on the growth of the business. Sainsbury continues to add more occupation to increase the staff members.  
Owners: Individuals who are also known as partners and shareholders who own the business. The current growth rate of Sainsbury is considered with a manager at different levels to expand the team (Jobber and Ellis-Chadwick, 2012). The owner takes active participation in the affairs of Sainsbury and ensures the shareholders pay dividends annually. 
Managers: The Company manager carries out the vision and mission of the firm to become successful in the competitive market (Phillipson et al., 2012). The person who manages all the activities of the business to accomplish the desired goals is known as a manager. 
Board of Directors: These people are elected by the Annual General Meeting of Sainsbury. Director can manage the operations of different departments and tackle the problem of staff (Bahadorestani et al., 2020). 
Investors: The people who invest their funds or money in a company to get a high return are known as investors (Leonidou et al., 2018). The investor helps to collect funds for effective management of business activities. 

External Stakeholders
It means a group of people who are outside the organization but these people are interested in the performance of the firm (Dal et al., 2017). External stakeholder of the firm includes customer, suppliers, local communities and government. The external stakeholder is described as below:
Suppliers: Suppliers are those people who supply the raw material and other equipment for effective management of business activities. Sainsbury has suppliers from Britain and the international market (Leonidou et al., 2018). The Company has maintains a strong connection with suppliers to offers a high-quality product to meet the demand of the customer. 
Customers: They are end-user of the products at Sainsbury (Merrilees et al., 2021).  Through an online network, a customer at Sainsbury is cutting across the border. Customer of Sainsbury demand is to high-quality products through improvement in production work. 
Intermediaries: People have maintains a strong connection with organization and customers such as wholesaler and distributors (Phillipson et al., 2012). 
Competitors: In the market, the companies that compete with the firm are known as competitors. ALDI, Lidl, ASDA, Sainsbury, etc. are the main competitors (Jobber and Ellis-Chadwick, 2012). 
Community:  The Company has maintains a strong relationship with a local charity and working for the welfare of society (Dal et al., 2017). The Company provides a high-quality product at reasonable rates to fulfill the demand of local people. 
Trade Union: Trade Union governs the interest of a group of people (Baker, 2012). The Company has developed for producing high wages for staff members and suitable condition for staff.  Sainsbury also continues to support local people. 

Impact of Marketing Activities on Organization
Stakeholders impact on marketing activities of the business to operate a business in the competitive market (Dal et al., 2017). Customer, employees, communities, and business partners are the main stakeholder in the decision and daily activities. It creates a positive and negative impact on the marketing activities of the firm. Sainsbury mainly focuses on stakeholder engagement with clear goals to meet the organizational goals (Merrilees et al., 2021). Stakeholder engagement is essential to become successful in the competitive market. The Stakeholder takes the right decision to improve the product quality. 
	The Company has set the best strategic marketing goals to fulfill the demand and requirements of the customers (O’Riordan and Fairbrass, 2014).  Suppliers play an important role in marketing activities to offer a high-quality product to increase customer experiences. Stakeholder engagement influences the marketing goals, communication process, and value of customers. A stakeholder is important for the success and failure of Sainsbury (Baker, 2012). Manager, owner, Board of Direction and employees are stakeholder that has more power to impact on the marketing activities of the business (Dal et al., 2017). 
The manager has the responsibility to purchase the raw materials at a reasonable cost to fulfill the demand of customers. Directors, chairman, and executive have the right to make a decision and guide staff members about future goals (Leonidou et al., 2018). Other stakeholder helps in decision-making activities of the firm to become successful in the competitive market. Existing competitors of food retailers may impact the marketing activities of the firm. The customer plays an important role to affect the performance and growth of the business. The Company maintains a strong relationship with the customer to increase profitability. Stakeholder engagement important for local people, if people do not create healthy environmental impacts on marketing activities (Dal et al., 2017). Some stakeholders that impact on marketing activities of Sainsbury are explained as under:
Governance and Social Responsibility: Corporate governance has set the mission and vision of the firm. With the help of marketing activities, Sainsbury has increased the performance and productivity of the firm (Merrilees et al., 2021). CSR activities help to promote the marketing operation to become successful in the competitive market. 
Community and Consumers: Customer is called as king of the firm of the UK such as Sainsbury (Jobber and Ellis-Chadwick, 2012). The customer does not want to increase the profit margin but the customer is satisfied and maintains a strong relationship to become successful in the competitive market. 
Employees: Staff members of a business are important to increase the performance of marketing and offer high-quality services to its customers (O’Riordan and Fairbrass, 2014). Employees are the valuable assets of the firm. This staff takes active participation in the decision-making process of marketing operations. 
Business Partners: The management system of Sainsbury is known as the chain of effective supply management (Baker, 2012). The Company has maintains a strong relationship with suppliers to get the best outcome. A partner has shared all relevant information to make the right decision to manage business activities. 
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In conclusion, the essay has analyzed the role of marketing to create value for customers. It also discussed the different marketing theories to increase customer value. The Marketing mix strategy helps the company to develop a high-quality product to grab customer attention. Marketing also helps to maintain a strong relationship with suppliers to become successful in the competitive market. This essay has examined stakeholder engagement and its impact on the marketing activities of the firm. The essay has evaluated the different stakeholders to influence the marketing operation of the organization. 
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