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The main aim of marketing fundamentals is to create value for the consumer and ensure productivity for the organization. This report will discuss the value creation of consumers, functions of marketing regarding value creation, firms’ value, the proposition of consumer’s value, etc. Again, it will discuss the internal and external impact of stakeholders in various marketing perspectives regarding the selected company. 


M&S Group plc is a major British multinational retailer company headquartered in London.  The company started its journey in 1884 and its main products are clotting, home products, and food. The mission statement of the company is to make inspirational quality, accessible to everyone and have a wide range of products. The main competitors are Debenhams, Walmart, Tesco, etc (Marks and Spencer p.l.c, 2021).
                   [image: ]
	Image: M&S logo
	Source: (Marks and Spencer p.l.c., 2021).



One of the basic aims of marketing is to satisfy the consumer's needs and makes them happy. To associate all these various research and studies have been conducted to understand stakeholders and consumers. Some literature about marketing fundamentals is giving below: The researcher Karl Stark said that Business has to hook the whole life of the consumer to creating value for them by their products and services. For understanding consumer value proposition, a wide range of research on the retail sector of the UK has been conducted. The research proved that 70% of consumer changes their taste very frequently and they need the latest collections (Stark, 2021). According to Sami Kasha, Marketing is related to the exchange of goods and services. The marketers have to follow step-by-step marketing functions. Before planning a big marketing campaign, the marketing functions should be collaborative and the value creation of consumers is also depending on marketing functions (Kasha, 2021). According to Professor Edwin Agwu, Marketing is encompassed by the stakeholders and the impact of stakeholders is severe in marketing issues. By the research of Bojan, it’s found that more than 50 types of stakeholders and directly and indirectly related to marketing and they can shape all activities of marketing (Agwu, 2021). By the research of Anthony Taylor, the stakeholders should be managing in the strategic planning process. Stakeholder engagement is all about gathering and sharing information and dealing with them properly. Unfortunately, 40% of organisations don’t know how to manage stakeholders effectively for higher productivity and satisfaction (Taylor, 2021). 


Customer value creation Customer value is the level of satisfaction of customers towards the brand or the overall business. The value can be created by offering good quality products, innovative and unique products, and service, sometimes reducing the overall cost of the product and giving various discounts is another tool of value creation. In M&S to creating customer value, they focus on premium quality products and service for targeting elite customers and create value by the way(Amit, 2021). The customer’s value can be perceived by comparing the total customers benefit by total customers cost. Both are showing below: Total customer benefits Personal benefit, product benefit, service benefit, image benefit. Total customer cost: Monetary cost, psychic cost, energy cost, time cost. The customer value equation can be (customer value= Benefits-cost). If the benefits can overweight the cost then the customer value is created and companies are trying to much more benefit than the cost for appropriate value creation (Amit, 2021). 
The marketing functions are value creation Understanding the core functions of marketing is a significant task for a business to create value for the customer. Creating value is mostly depending on the proper practice of marketing roles. The marketing functions regarding value creation is giving below: Promotion: Promotion is all about building awareness and informed consumer about the product and service by following various strategies. Here company name, image, the use and necessity of the products are present in front of the customer. This helps to create much value about the product to the customer by showing the benefits of those products. In M&S they aim o promote their products in South Asia and creating value for the consumer (Nandini, 2021). Selling: When the promotion is satisfactory and some potential customers are relying on the product now the company is aim to sell their product in the market. By offering a quality product at a reasonable price customers can create value. In Amazon.com they sell their products through online and they reduce their delivery cost for value creation. Product management: product management is all about designing and developing the product according to the need of the consumer. It takes a lot of time and marketing research to design the product according to the need of the customers. In Walmart, they have designed a series of unique products according to the present need of the customers and it creates great value. Marketing information management: The data and information of marketing is the pre-condition of marketing management. The latest industry, the response of the competitors etc should be managed properly for appropriate marketing. In Tesco, they manage their market information properly for understanding their competitors and consumers attitudes and create value(Nandini, 2021). Pricing: the pricing of the brands are very important and effective at the same time. The price should be set according to the need of the consumer and the balance between the quality of the product and the pricing should be ensured. The price should be fixed according to researching the competitor’s price and substitute products. In M&S they keep their price as the target group of the customer is upper-class and elite. Financing: Financing May not initially connected with marketing but finance is needed for managing the overall functions of marketing. Marketing teams can demonstrate their values by serving the other department and helping the finance department by showing their demands. In ASDA they financing by using various means and it also affects consumer value creation (Nandini, 2021). Distribution: this is the proper supply of the product and distributes the product to the final consumer. The success of any particular product depending much on the proper distribution of it. In Walmart, they follow fine distribution line-up in their organisation and customers from a remote area can get their products. It can create great value by itself.
The value proposition of consumer This is a formal statement of the business that describes why the consumer buys the particular products or service from the business and what benefits the products or service supposed to give the customer. This is one of the most important tasks in marketing because most of the time business failed to convince their consumer about the product or service(Newman, 2021). The value proposition of the business is giving below: In the first step of the value proposition, the need of the consumer has been identified by the organisation and designs the product according to that. Various survey and research have been conducted to identify the need of the customers(Marruffo, 2021). The marketers in the next level turn their products feature to the benefits of their customers. Most of the customer buys the product when they are convinced that the product is benefited for them. An individual value proposition has been developed in the third level. The need and demand of each group of customers have been analysed in this sage. This stage is lengthy but effective(Marruffo, 2021). In this stage, the proposition has been communicating and developed to the consumers through advertisement and another medium. Their marketers engage their targeted customers and listen to their needs and want. Here consumers are motivated about the products. In the last stage, the effects of the value proposition have been measured and determine the consumers are responsive or not. The discipline, the quality control are conducted in this stage. The customer’s relationship also improves in this stage (Marruffo, 2021). In M&S Company this value proposition cycle is widely followed about their products and services. This is a flexible cycle and can be changed according to various situations. Now the value proposition process is online-based because of the pandemic situation. 


Customer research analysis Customer research is mainly focused on understanding the customers and analysing their needs, attitudes, motivations and other behavioural aspects. This helps to identify the appropriate product and their marketing strategy. The four types of customer research are giving below: Primary research This research is directly conducting with the targeted customer group. The first advantage of this research is it helps to understand the customer closely and understanding their needs properly. Primary research includes an online survey, Mail survey, Telephone survey, Face to face survey, focus group etc. In M&S plc they focus on online primary research and focus group. Face to face survey is postponed because of coronavirus pandemic(Gudat, 2021). Secondary Research This research data is organised by any third party and typically the business uses it for their benefit. This research typically measures consumer’s attitudes, product and brand preference, consumption habit etc. Proper citation should be used before using any secondary research from any website. Amazone.com mainly uses various secondary researches for the betterment of their consumer value. Qualitative Research This research examines people’s feelings and attitudes towards any particular products or service. Focus group is the most common toll of this research. These are mainly theoretical analysis by conducting various interviews and other means of communication. In Walmart, they conduct various qualitative researches by using their customer’s base and understand the attitudes of the consumer(Gudat, 2021). Quantitative This type of research is conducting by using various statistical and numerical data and the common tool of this research is the online survey. The research can be conducted on the age, income level, and brand loyalty, etc numerical data. This research helps calculate an exact result. Tesco, use this kind of this research such as percentage of brand loyalty, age group, etc (Gudat, 2021). 


Key stakeholders in M&S Stakeholders are the individual and groups who are directly and indirectly connected with the Company. They are the operating energy of the company and they are both external and internal. The external and internal stakeholders in M&S are giving below: 
Internal stakeholders: Employees: Employees are the group of people who work for the company to continue the regular operation. They are the most important stakeholders and they get remuneration in return for their service. M&S they have almost 78,000 employees working worldwide and they are managed by the company (Thompson, 2021). Owners: the individuals or groups who own the company they can be partner’s shareholders, and other related parties. In M&S the owners are the shareholders as it is a public limited company and the board of directors is elected by the vote of the shareholders. Managers: The person who manages any particular department or the entire department is called the manager. The managers mainly getting the work done through others. In M&S the managers are appointed according to the department and there is a shop manager in every retail shop(Thompson, 2021). Investors: who invest money in the business in return for profit share and have some operating authority is called the investors. In M&S the investors are determined by their share number and their opinion are priories here.
External investors: Suppliers: They provide inputs and raw materials in the organisation. They also supply equipment, methods, workforce in the organisation. In M&S they collect their raw materials for products from native suppliers (Nghia, 2021). Customers: They are the most important stakeholders in the business because they consume the final products and the whole operation of the business is encompassed around them. In M&S they have national and international consumer and they are important assets. Government: a firm is directed and controlled by the local government and organisations have to maintain the regulations of the government. In M&S they have to pay tax regularly and have to obedient to their government (Nghia, 2021). Competitors’:  They are the rivals who compete with organisations for resources and the market as well. For getting a competitive advantage business adopting various unique strategies and actins. In M&S they introduce various new features in their products to capture the market from competitors. 
Stakeholder engagement is a process by which a company communicates with their stakeholders for knowing them and allows giving their opinions and response about various company matters. The main purpose of stakeholders’ engagement is to achieve accepted outcomes and make them convinced about any decision or projects (Sebastain, 2021). The stakeholders’ engagement strategies are giving below: The first step of stakeholder’s engagement is to analysing the stakeholders properly. Whatever the stakeholders are internal or external their position the power and importance they hold etc are analysed in this step(Suthar, 2021). Here the stakeholders can be categorised into four they are Low interest-low influence High interest-High influence Low interest-high influence high interest-low influence. The second step in this strategy is defining the purpose of stakeholders’ engagement. Here the achievement of stakeholder’s engagement, the outcomes, the value and impact of organisations etc are defining. The third stage of this step is to mapping the available tool to identified stakeholders present in the organisation. Here various digital tools and technologies can be used for the proper mapping of stakeholders. As the functions of the organisations have been changed due to pandemic the tools are more digitalise (Suthar, 2021). In the last stage, the appropriate methods and technologies have been selected for successful stakeholder’s engagement. This one of the most crucial part of this process because here the overall strategy has been implemented. Above mentioned strategies are followed by M&S for engaging their stakeholders and creating a value proposition for them. This is one of the most complicated and used tools of them to engage their customers. 


Impact of stakeholders in marketing activities Marketing is now the most demanding and important function in business and all the stakeholders involved in the business are directly or indirectly related to marketing and affected by marketing. The interrelation between marketing and the stakeholders are widely followed in the M&S Company and they collaborate it properly (Williams, 2021). The impact of external and internal stakeholders on marketing is giving below: 
Employees: (Internal) Employees in the M&S are directly connected with the marketing. They marketed the goodwill of business by various means and they also have an interest in unique marketing strategies for their home decoration products (Gonzalez and Chiagouris, 2021). Owners: (internal) Owners are also connected with marketing activities and they influence the marketing strategies as they know more about the company. In M&S they marketing budgets and financing are directed by the owners. Managers: (internal) Marketing managers are responsible for the overall activities of marketing. In an M&S company, the marketing and promotion department and the managers are working continuously for the benefits of marketing (Gonzalez and Chiagouris, 2021). Investors: (Both internal and external) The investors can be both internal and external and they take their investment decision by showing the prospectus of the company through marketing. In M&S the external investors are influenced more by marketing actives (Upward, 2021). Customers: (External) the customers are affecting greatly by marketing and the marketing activities are defined according to the need of the customer. In M&S the whole marketing efforts are evolved by their customers (Piehler, 2021). Competitors: (External) the competitors affect marketing by their promotional activities. In M&S they set their marketing activities according to competitors for betting them up. Government: (external) The government poses various restrictions and regulations on marketing. The marketing activities are shaped by the government and the marketing of M&S is controlled by the government due to pandemic (Piehler, 2021). The above-mentioned discussion helps to understand the direct and indirect impact of stakeholders on the marketing activities of M&S. This can be shaped by the Coronavirus pandemic and Brexit issues. 


This report is focused on second level marketing fundamentals and their ever-changing issues. In marketing customers satisfactions are an utmost priority and the targeted customers should be analysed properly. The stakeholders and other related parties also have several impacts on marketing activities in a business organisation. The M&S should more strategic in managing stakeholder to survive in the industry in this pandemic situation. 
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