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[bookmark: _Toc69839516]Introduction
This report will show the role of marketing in creating value for customers along with stakeholders engagement and their impact on the marketing activities of Samsung. Samsung is one of the largest tech giant company in the world with millions of customers buying the product of the organisation every day (Hutt and Speh, 2021). Marketing is important for any organisation to connect with the customers and increase creditability for the organisation among the customers with effective marketing strategies. Analysing stakeholders capability to influence the marketing strategy of a large organisation like Samsung is the main objective of this report.

[bookmark: _Toc69839517]The Role of Marketing in Creating Value for the Customers
Marketing is a business function used by business organisations to promote the name of the organisation to the customers. Marketing includes promotional activities that promote the product and brand value of the organisation to the customers of a specific target market. Business organisations follow various marketing strategies to attract more customers with a quality product of the organisation to increase its sales (Hutt and Speh, 2021). The primary purpose of marketing is to improve the organisation’s customer engagement to ensure its financial growth. Marketing requires an understanding of the business market, the primary objective of the organisation and an understanding of the customer psychology to be effective and impactful. Business organisations hire marketing professionals whose main job is to come up with innovative ideas to promote the organisation for competitive advantage.
Customer value is the perception of the customer over a product or the service a business organisation is providing to the customers. It also includes the product of the organisation and how the customers are receiving that product and accepting it (Nijssen and Frambach, 2013). Customer value depends on whether the customer is satisfied and thinks he or she is benefited from the service or the product of the organisation through the money he or she had to pay to get that service or buy that product. A cost-efficient product is not enough for customer value. The product needs to be top-notch and sustainable to satisfy the customers (Verhoef, 2012). Business organisations are investing a lot in research facilities to investigate new technologies for increasing the quality of the existing product or launch a new product in the market with unique feature and top quality.
The 4P marketing mix highlights the 4 significant factor that influences business activity and operations management of an organisation. These are product, place, price and promotion. These four factors determine the fate of the marketing policy taken by an organisation (Van der Westhuyzen and Van der Merwe, 2017). The 4P marketing mix helps the organisation to understand the demand of the customers and act accordingly to satisfy their needs and help them to connect with the organisation. How the organisation interacts with the customer is the key instrument for creating customer value for the organisation. The 4P marketing value initiates that interaction between the business organisation and its major stakeholders including the customers. For creating customer value, there is no substitute for applying the 4P marketing mix in the organisations marketing activities.
Product: They can be referred to as the goods and service an organisation provides to the customers to earn profit. The product supplied to the customer should satisfy the customer and have the quality to compete with the product of the business rivals. For producing a successful product, a business organisation needs to have better research qualities to modify the product and the capability to improvise products that are of the same quality as the rival organisation’s product (Payne, 2016). The organisation needs to understand the market to launch a product that will catch the eye of the customer and provide maximum profit to the organisation from its sales in the business market. The product launched in the market by Samsung is excellent and has a huge customer base who largely depend on Samsung product. Samsung undertakes research facilities and strategic plans within the organisation to increase the functional ability and sustainability of its product.
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Figure 1: The 4P Marketing Mix (Van der Westhuyzen and Van der Merwe, 2017)
· Price: This is the cost customers need to pay the organisation to buy the product. An organisation should use a pricing policy that allows customers from all financial background to buy that specific product of the organisation. though some business organisation prefers raising the price of a product to promote it as a luxury product it only attracts customers of rich background. Business organisations need to use a pricing policy keeping the competitive advantage in mind (Van der Westhuyzen and Van der Merwe, 2017). The same quality product of two different organisations can achieve customer acceptance with the suitable price that can be pursued by the customers who have a different financial product but demand for the product. Samsung is smart to initiate a solid pricing policy in the United Kingdom to sell a good amount of its smartphone product to the people living in the United Kingdom at a reasonable price. Samsung products don’t cost more than 800 GBP in the United Kingdom. The latest ‘Samsung Galaxy S21 Plus 5G’ is a smartphone with the latest technological features created by Samsung. The product is of top quality and it cost 792 GBP in the market (Samsung, 2021). This smart pricing policy of Samsung helped the organisation to enter new business markets around the globe. It is maximising its business profit from its product sale using a suitable pricing policy for customers from different financial background.
· Place: A business organisation needs to determine a place or a target market where it will sell its products and target that market to run its business operations. This is important for the business growth of the organisation because it allows the organisation to penetrate the new local and international business market. It increases the business network and customer base of the organisation in multiple locations (Payne, 2016). A business organisation surveys the business market to identify a specific location it can exploit to improve its sales and customer engagement. This place can be a large geographical position, a region, a small town or even a small shop depending on how the place provides potential customers and maximum profit to the organisation. Samsung is the fifth largest business organisation in South Korea (Samsung, 2021). But the main success of Samsung is being able to enter the multinational business market. It has a sales network in more than 70 countries in the world with millions of customers who are providing the organisation billions of profit.
· Promotion: This includes the promotional activity of the organisation to reach the customer with its product. The main idea of promoting a product to the customer to show them the importance of that specific product with its features and benefits to sell the product to the customers. This promotional activity is done using various promotional channels such as electronic media, social media and virtual platform (Van der Westhuyzen and Van der Merwe, 2017). A business organisation needs to keep the cultural background, economical status and demand of the customers to promote a product to the customers. A clear understanding of the political, social and economic factor of the business market is also important. Samsung follows two promotional strategies to promote its product to the customers in a target market (Samsung, 2021). These are the direct method where Samsung directly uses various promotional channels such as television, YouTube and other social media to advertise the product and the indirect method where Samsung provides information about the product to the customers to seek their attention.
· These four-factor determines how the customer will receive the marketing approach of the organisation. This evokes value among the customers as the organisation creates a company profile inside the mind of the customers with its marketing strategy to attract their attention and seek their loyalty towards the organisation.
[bookmark: _Toc69839518]Use of Marketing to Create Value among the Customers
Marketing is not just about advertising a product to the customers it creates value for the organisation among the customers by enriching the relationship between the organisation and the customers (Nijssen and Frambach, 2013). To increase this relationship an organisation needs to follow three simple steps through its marketing policy to establish a strong connection between the organisation and its customers.
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Figure 2: Use of Marketing to Create Value among the Customers (Nijssen and Frambach, 2013)
Identifying the Customers: This is the first and most important step for the organisation. It needs to identify the target audience to whom it will promote the product. It requires understanding the customer demand and reach them with a product that will satisfy them. Customer’s need may vary depending on their economical status and social background (Verhoef, 2012). A business organisation needs to understand these barriers to devise a good marketing strategy to connect with the customers. The target customers of Samsung are people age between 15 to 45 and who has an interest in the latest technologies (Samsung, 2021). The organisation has decided to target customers who are part of the leading purchasing power in the business target. This particular target audience can influence the market and satisfaction with advanced technologies. Samsung is trying to launch products that have unique features and advanced software along with technologies to catch the eye of the target audience. It has used YouTube to promote a product that contains highly advanced technologies to this specific group of the target audience.
Satisfying the Customers: The main idea of satisfying the customers is to deliver quality products to the customers and exactly the product they wished for. The key factor of customer satisfaction is to make the customer feel that they were benefited from the product they bought from the market. This includes producing the right product and supplying it to the target customers in the market (Verhoef, 2012). Every customer should be benefited from this exchange of this product financial and they should get the mental satisfaction that the product was a good buy. The quality of the product is important and marketing strategies should include all these factors while promoting a product. Samsung has 14 research and development facilities in Countries like Russia, United Kingdom and Israel to increase the quality of its product (Samsung, 2021). The main aim of these research facilities is to analyse customer demand and introduce new products to the customers to meet their demand. Samsung is a customer-driven company and its goal is to produce products that will benefit the customers.
Retaining the Customers: Retaining the customer includes giving customers the opportunities to keep coming back to the organisation and finding ways to win their satisfaction for a longer period. Customers can be retained if they are satisfied with the organisation’s customer care service. The product supplied by the organisation should be sustainable (Nijssen and Frambach, 2013). So, the customer returns to the organisation to buy such a product from the organisation that gave him the best comfort in terms of service. Samsung has a big competitor in the market which is ‘Apple’. For this reason, the organisation needs to be creative and specific in its marketing and production to retain the highest number of its customers every year. Samsung has experimented with many unique features to retain customers and it came up with a music app called Music Hub and installed it in its smartphone ‘Galaxy S3’ for the first time in 2012 (Samsung, 2021). The purpose of this app is to provide a better music experience to the customers compared to the service provided by ‘Apple’. It has helped the organisation retain customers in more than 15 countries and the marketing strategy had a huge influence in this as it helped to promote the app among Samsung users.


[bookmark: _Toc69839519]Stakeholder Engagement and Their Impact on the Marketing Activities of Samsung
Stakeholders are individuals or a group of people who has a direct influence on the organisation’s business growth and financial activities. The stakeholder has decision-making ability in the organisation or direct impact on the organisation’s profit earning. An organisation design a business strategy to satisfy the stakeholders (Cancino, 2014). Stakeholders are the financial investors, employees working for the organisation, customers and the suppliers of the organisation. Every business organisation needs to identify the stakeholders and make marketing strategies that fulfil the demand of the stakeholders (Wright, 2010). Government is another major stakeholder for any business organisation because they set the rules and regulation a business organisation has to follow to run its business operations in the local and the global market. A stakeholder can be an internal or an external part of the business organisation.
The stakeholders of Samsung directly influence its marketing activities. The major stakeholders of Samsung are its customers, managing directors, employee, managers, suppliers and the government. Every stakeholder has a role to play in determining the success of the organisation in the competitive business market. Samsung has an operational activity that has a direct connection with the stakeholders and the organisation maintains the stakeholders to keep its operations management intact (Samsung, 2021). The organisation directly maintains the employees and the customers to promote an effective customer care relationship within the organisation to satisfy the most important stakeholders for the organisation who are its employees and the customers.
[bookmark: _Toc69839520]Impact of Samsung’s Stakeholders in its Marketing Activities
Managing Directors: The managing Directors of Samsung consist of the owners and management team of the organisation who are major decision-makers of the organisation. These stakeholders have the power to select which strategy an organisation would follow as its marketing strategy (Wright, 2010). So, they have a direct influence on the marketing strategy of Samsung. They use customer data, market trends and product information to come up with solid marketing strategies that will promote the product and brand value of the organisation among the customers. They must come up with effective marketing strategies to attract customers and increase the organisation’s product sale in its local and global business market.
Employees: They are the most important internal stakeholders of Samsung. They drive the organisation with their skill and workforce. The employees are the key figure in running the business operations of the organisation. the activity and contribution of the employees determine the proper evaluation of all the business objectives of the organisation (Cancino, 2014). To create a successful marketing strategy, the contribution of the employees is crucial. The working condition inside Samsung allows the employee the course of actions related to the promotional activity of Samsung.
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Figure 3: Employees Working For Samsung Compared to the Business Rivals (Samsung, 2021).
Samsung has the highest number of employees compared to its business rivals in the market. This huge number of employees are directly influencing the marketing activities taken by the organisation. They help the managing directors to take decisions for running various promotional activity using the promotional channels of the organisation.
Customers: Customers are the most important stakeholders for any business organisation. They are the key determiner of the growth and profitable market situation of the business organisation (Cancino, 2014). They provide a financial advantage to the organisation as they buy the product of the organisation directly from it or the suppliers. Samsung is now one of the biggest electronic device producers in the world but it was a low customer perception company in the past (Samsung, 2021). Its customer-based marketing strategy has transformed it into a multinational electronic powerhouse in the worlds the influence of the customers in its marketing strategy has helped the organisation devise strategies that became successful marketing. The managers of Samsung came up with the decision to develop new customer-centric marketing strategies that would help the organisation to gain a top position in the market. They decided to use unique product features and technical innovation in the marketing strategies to attract a younger generation of customers (Samsung, 2021). This strategy was successful as Samsung targeted customers age between 15 to 45. The organisation was able to catch their attention with its advertisement and marketing policy.
Government: Government rules heavily impact the marketing strategy taken by Samsung to promote its products and the brand value of the organisation. The South Korean government has its own rules and regulations every business organisation needs to follow to operate in the business market of South Korea. Being a multinational organisation, Samsung has to abide by the government rules of other countries. Samsung has to keep in mind the political condition of North Korea while promoting its product in the North Korean Market to avoid any political disruption (Samsung, 2021). In Africa, the marketing policy of the organisation is heavily influenced by the ongoing political unrest and economic condition of the people living in the country. So, Samsung has to obey the rules set by the government in those regions to create value for the organisation among the government.


[bookmark: _Toc69839521]Conclusion
Samsung has understood the role marketing can play to create value for the organisation among the customers. It has analysed every business market it is engaged in to locate the need of the customers. It then came up with a marketing strategy that will reach the attention of the highest number of customers in those target markets. Thus, it became one of the large electronic organisation in the world. Now it is always concerned about satisfying its customer and its marketing strategies always revolves around the opinion and decision of the stakeholders.
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