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[bookmark: _Toc66609749]Introduction
The marketing activities of an organization is implied with the motive to organization is implied with the motive to boost the sales at the organization. The marketing team of an organization complies with different complementary development activities for the organization in attaining the goal of organization. All these activities are done with the motive to add value to customer service and satisfy them (Cooper, 2011). The stakeholders of an organization are concentrated to the marketing department with the activities & distribution channel in the market. In this essay, the marketing role in creating customers value and the impact of stakeholder’s engagement on the marketing activities of an organization has been demonstrated. The practical organizational scenario of the company Bang & Olufsen has been used as example in this essay.  
[bookmark: _Toc66609750]The role of marketing in creating value for customers.
The marketing department of an organization is the department which runs its activities under the management. It is controlled and monitored under the authority of an organization to comply with the marketing activities properly. All the production and service by an organization meets its goal in the market by distributing them in the market and achieving the goals at market. All these achievement are concentrated with the goal of revenue and profit (Gamble, Gilmore, Mccartan-Quinn and Durkan, 2011). The maximization of organizational value and growth of resources requires the revenue goal in the market. 
Lorette (2017), stated the customers are the inseparable assets of an organization for whom the organization is established. The service to customer determines how the organization would perform in the market. The service by any organization to any customer makes it effective to recommend other customer if the customer is satisfied with the service. The satisfaction of customer creates value in the market about the brand and its product. The recommendation to other customer helps to retain new customers in the organization. Thus the most focusing factor for any organization is to create customer value and satisfy them. The value creation is concerned with the creation of brand image, managing them, promoting the products or service, and boosting the sales in the market. All these depends on the quality and standard of service by an organization.  
One of the most important factor for any business is customers or clients. The customer satisfaction is required for production or service which can be derived with proper service and products. The marketing team of an organization works for the attainment of customer satisfaction since the retaining of customer requires a customer to be satisfied. The customer value in the market for an organization refers to the process of giving the customer importance and creating the value chain. In this process the motive of customer value maximization is to retain the customer and attract more customers. The satisfied customer recommend other customers (Smith and Colgate, 2007). The marketing team of an organization looks forward to retain customer and convert the visitors into potential customers with the value maximization of customers. For the company Bang & Olufsen the customer satisfaction is achieved with the product quality and price in the market. The price in the market is relatively standard compared to other electronic products in the market. 
In creating customer value, the marketing team has direct and effective role. The role of marketing department of the company Bang & Olufsen is demonstrated here how it contributes to the customer value creation for its product in the market. 
The company deals with the electronic product in the market. The market for electronic product is highly competitive. In this situation the company Bang & Olufsen is required to make a potential growth of its resources in the market and add value to its brand. The company ensures its product quality and efficiency comparatively better than other products and companies in the market. 
The quality of products is ensured by analyzing different factors of market by the marketing team of an organization. The demand and requirements by the customers and clients in the market and its analysis helps an organization to decide about the development of the quality by which the customers can be satisfied. The customers and clients of an organization is concentrated to two thing. First the quality of the product and price of the product (Vairagi et al., 2017). Some customer focuses more on quality rather than price while some other customer considers the price most. Both of these elements are considered with each other by most of the customers. The company Bang & Olufsen collects the information about the running product in the market and the demand of the customers based on which the marketing department of the organization can report to the production department for implying the better quality in the market. The company has captured its valued market by providing standard quality of electronic products to the customers and client in the market. 
The customer’s expect lower price for their target product. Lower the price higher the satisfaction. But in some cases the lower price do not always work as the driver of customer satisfaction. Some people has perception of thinking like lower price product would possess lower quality or standard. Some also likes to show off higher price product using. The company Bang & Olufsen works with the attainment of price establishment in standard process. The company cares for the creation of customer value along with making them satisfied. Since the brand of the company is maintained properly in the market, the company selects a pricing strategy which is neither high for the targeted customer nor low for the maintaining its brand image. Also the customer gives feedback about the product that the products are standard compared to their price. Thus customer satisfaction is achieved & the value of customers in the market is boosted by the company. 
The customer’s always want something exiting and advantageous which makes them comfort to avail the service or using the product. In electronic products by the company Bang & Olufsen there are regular updates and upgrades available with new features and gestures. The features and gestures are added with the products to make it effective in the market and comfortable for the customers. This also help to attract the customers. For example the features with the company audio devices like voice call, or voice command for music device with updated AI would be more attractive for young generation who are likely to buy music devices from the company Bang & Olufsen. These features and their demand in the market is reported to the company research & development department by the marketing department of the company. With the suggestion and reports the R&D department can innovate such ideas and bring them in light. 
Customer retention program is another major step by marketing department through which the customers are planned for making satisfied with the product or service and they are motivated to retain the service again from the same organization (Woodall, 2003). The company Bang & Olufsen targets the young generation people with their electronic devices. The motivation to these group of customers are provided by the marketing and sales personnel. The offer to the people like specific celebration, discount offer, and other attractive offer makes the customer buy the product. But the service from the sales point to the customer helps to retain the customer for the company. The plan for customer retention program is implied by the marketing department of the company in each outlet and showroom of the company. 
Brand creation & management is a part of marketing activities. The customers are satisfied if they get a standard brand product within their capacity. Some people depends on the brand value in the market who do not use local product rather tries to use standard brand product. The customers of such standard brand also feel proud if the brand value in the market is high (Cave, 2016). The management of the brand and its development is a part of marketing promotion. With the brand creation and maintenance, the company Bang & Olufsen can maintain its brand name in the market of electronic devices for music and other devices. 
Overall, the marketing department of the company maintains all the activities and operation to create value for the customers. The ultimate objectives of marketing department is to raise sell. Further it looks for the development of the customer value in the market and attain the customer retention & satisfaction. 
[bookmark: _Toc66609751]Stakeholder engagement and their impact on the marketing activities of an organization
The marketing activities and organization is conducting by the marketing team of an organization stating the members of the marketing team. The marketing team of an organization works for the development of the marketing initiation and control with the motive to capture the market in greater portion. The involvement of the marketing activities by the stakeholders include the contribution of the management, marketing executives and customers (Bhasin, 2019). Also there are external personnel involved in the marketing activities of an organization.  
From the explanation of Rohini (2019), the marketing is the total of the activities for boosting sales volume of an organization. The sales volume and revenue generation is related with the main goal of an organization to achieve with the revenue goal. All the organizational stakeholders contribute to the achievement of the goals in the market. All these contribution somewhat is related with the marketing activities of an organization.  The stakeholders of an organization are the persons who are directly or indirectly involved with the marketing activities. The connection with the marketing activities with all the stakeholder is present with the organizational service, production, process of distribution and attaining customer satisfaction. 
The company Bang & Olufsen works with the electronic products in the market. Being a technological company, it is involved in technological marketing process. All the staffs and workers of the company is involved in providing effective product in the market from the beginning of the production till the customer gets the product in hand. There are different departments in the company which involved directly and indirectly with the company marketing activities. All the personnel are considered as the stakeholders of the company. Here in this portion of the essay, the direct connection with the marketing activities by the stakeholders of the company are described here. 
Marketing personnel or staffs are the major implementer of the marketing activities. All the tasks and activities of marketing like distribution, promotion, advertisements, and brand management of an organization are accomplished by the marketing personnel (Ahmad, Ramayah, Wilson and Kummerow, 2010). The marketing management of an organization consists of different executive including market interpreter, sales agent, promotional employees, and online marketing inspector. For the company Bang & Olufsen, the marketing employees, management personnel, supportive staffs for marketing department conducts the marketing activities. All these are the internal stakeholders of the company who directly impact the marketing activities. The advertisement, promotion, distribution channel and brand management are controlled and promoted by the marketing officers of the company. 
Brand promoter is a person who promotes the brand in the market. The brand ambassador for any company is a popular or public figure who represents a better and attractive lifestyle with the promotion of the product (Alsem, 2007). The company Bang & Olufsen works with the application of electronic products. To attract the young generation, the personality to which the people are attracted are made brand ambassador. The brand ambassador boost the sale of the related product in the market since the follower of the public figure can attain to purchase the product following the brand ambassador. The company Bang & Olufsen has different product for which the company do not promote specific brand ambassador for the music devices. The company promotes its brand with its quality of music and the brand management promotes the brand with the quality and promotional advertisements. Based on the perception and contribution to the sales volume and attraction to the customer the marketing team employs the brand ambassador in an organization. Till now the marketing department of an organization. Since the company marketing department does not comply with single and more popular brand ambassador for its electronic products, the process is interacted by different advertisement and promotion by the marketing management of the company. 
The management of an organization controls all the activities and process for production and distribution of service. The marketing activities are guided and planned from the higher authority and management team. The management team of an organization plans for the marketing and production which is guided to the marketing team of an organization (Andaleeb and Hasan, 2016). The marketing team of the company Bang & Olufsen applies the marketing strategies and activities with the comment of the management. The planning for the marketing with big picture is applied to the marketing department. The management of the organization plans for the production and its distribution which is applied in the market by marketing and in production by the factory of production department of the company. The marketing department plans for the shorter term planning for the attainment of goals and objectives of marketing. The management has direct control over the marketing activities of an organization. The marketing department is meant to report about the process of distribution and performance in the market. The management team analyses the performance of the organization in the market based on which the development plan for the marketing is interacted and applied in the market.
All the organization works for the attainment of customer satisfaction. Based on the demand and perception of the customer the product, quality of product and service varies. Organization looks forward to satisfy the customer either with standard quality or lower price (Armstrong, Adam, Denize and Kotler, 2014). The customer types differ in different area and location. Based on the customer belief and attitude the marketing plan also changes. To satisfy the customer of the company Bang & Olufsen works with the development of the product quality and design. The electronic devices for audio and music are mostly liked by young generation who are targeted by the company. Based on the area of service the customer satisfaction plan and design of the product differs. The quality and price also differs in different state or region based on the economic condition of the state or region. The company Bang & Olufsen collects the market information to analyze the customer demand and expectation for products and their design. The company applies the market promotion with its design promote brand and manages the product price based on the customer information derived from the market. 
Government for any organization is an external stakeholder which applies different laws and market condition. The taxation policies and process influence the marketing decision for any organization (Aswathappa, 2010). The marketing process of the company Bang & Olufsen varies with the current policy in the market. The marketing maintenance by the company follows the process of marketing and legislation for handling the market. The company Bang & Olufsen is a multinational company which distributes its product in different countries. So the company has to comply with the distribution by maintaining the government regulation of international marketing. The maintenance of the marketing activities in different countries with customs, import and export duties. All these maintenance for marketing is influenced by the government of the state or region. 
Moreover, the company marketing activities and operation is influenced by different phenomena. All the stakeholders of the company contribute specific impacts to the marketing activities. The marketing direction is impacted with the activities of other activities of an organization. 
[bookmark: _Toc66609752]Conclusion
The marketing activities for an organization is vast where a lot of contribution is required by the marketing team from different other team or personnel. The marketing activities and process is impacted and influenced by different person and department of the organization. The marketing activities plays a major role in contributing and creating customer value with the motive to make the customer potential and loyal to the organization. The organizational process of marketing is contributed by stakeholders. All the stakeholders are connected with the marketing activities of an organization directly or indirectly. In this essay the role of marketing for the creation of customer value and the connection of marketing activities with the stakeholders of an organization have been demonstrated. A practical organizational scenario of the company bang & Olufsen has also been used in this essay. 
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