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[bookmark: _Toc70237815]Introduction
Marketing plays an essential role in creating and developing marketing for any company in various industries. The concept of marketing is focussed on developing and creating awareness across the targeted market in order to reach the consumers and also for the growth of the company. There are various aspects of marketing which are interconnected to each other in order to succeed as a whole. Marketing also helps in creating value for the customers and also it is influenced by the decisions and objectives of the stakeholders which are involved with a business. Therefore, the following essay will critically analyse and evaluate the role of marketing in increasing the value for customers along with developing a clear idea about how the stakeholders impact the marketing activities in a business organisation.
[bookmark: _Toc70237816]Marketing for a Business
Marketing is a series of projects related to creating, exchanging, delivering and communicating value propositions with others who are involved with a particular business. In business, the role of marketing is to provide customers with values that the company wants to identify, meet and then maintain for future long (Rangaswamy  et al., 2020). In marketing, the process of getting a proper product of desire from someone who offers something of more value for them as part of return is called an exchange process. The process of exchange involves sections such as consumers, provider, product and transaction. 
Marketing creates a set of products and services that a company offers to its customers at a specific price (Rangaswamy  et al., 2020). The set includes tangible assets, intangible services or intangible benefits and purchased prices that have been offered.
[bookmark: _Toc70237817]Role of Marketing in Creating value for Customers
The goal of every business is to find and retain customers. Marketing is essential for a business to achieve such a purpose of the business entity, and it is considered to be more than advertising, product sales, and fundraising for a company (Oswald and Oswald, 2015). Marketing creates value by connecting people with the products of a business entity along with the customers with the businesses. The company then strives to satisfy those customers by providing a service or product that meets their needs when customers demand it. The key to customer satisfaction is that everyone gets an advantage from an exchange between the business and the customers. The buyer will be happy with how much they get for what they pay. And, the business will also be satisfied with the payment it receives in exchange from what they provide to the customers. The effective form of marketing continues from this part as it has many more objectives and goals in order to increase the value for the customers (Oswald and Oswald, 2015). The actual role of marketing is to first identify the proper set of customers that they want to deal with; then meeting the customer’s demands and needs in order to satisfy the customers; and lastly they focus on retaining the happy customers for the company which can produce huge benefits in the long run of the company. 
[bookmark: _Toc70237818]Marketing Mix
The marketing mix offers set of marketing tools in creating value of products to customers and make a profitable market. According to Thabit and Raewf (2018), place, promotion, product and price can be identified as valuable criteria for identifying the market and companies have been focusing on product driven strategies for many years with a focus on innovation and technology. Therefore, the concerned tool helps to understand the market value and different market strategies can be developed for achieving a profit-oriented market. 
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Figure 1: Marketing Mix
(Source: As influenced by Thabit and Raewf, 2018)
A business is involved in a marketing concept when it considers steps to get to know the consumer better and decides to base its marketing decisions, products and even plans on this information. These companies and their marketing team initiate from the needs of their customers and work in the opposite direction for creating value in place of creating another factor such as manufacturing capacity or new concepts of inventions (Jüttner and Christopher, 2013). Moreover, place, price and promotion have also identified as an important part of marketing in developing a business process. The approach can be considered to be as the concept of product. Instead of focusing on a thorough understanding of the needs of the customer, they expect a technically good or cheaper product to sell on its own. While this method can be very cost effective, there is a high risk of losing touch with customer needs. This makes product-oriented businesses more susceptible to customer-oriented competitors (Jüttner and Christopher, 2013). Therefore, the concept of marketing is very much effective in delivering value for the customers as they believed that success depends on competition and performing better than that of the competitors, which better understands, creates, sells and distributes value to the targeted customers of the company.
It is very essential for any business to create value for the customers in order to gain trust of them which will benefit the business in the long term for their sustainability. To increase and welcome the trust and acceptance of customers, companies must forge strong bonds between the brand and the target group of customers (Oswald and Oswald, 2015). It can be achieved if the former offers not only good service quality and practical products, but also something else, such as ethics, trust and reliability, as well as positive emotions which can effectively make communication with the brand more interesting and valuable for the customers (Jüttner and Christopher, 2013). There are various strategies which can be implemented in order to bring the value to the customers. The concept of creating motivational programs for the customers is one of the very basic yet impactful strategies to increase the customer value. The concept of motivational programs include concepts such as providing discounts to the consumers, giving them special offers from time to time, allowing them with free trials of products and services which will increase their confidence, and many more such things (Jüttner and Christopher, 2013). Few other concepts of increasing the value for the customers are discussed as follows:
Implementation of Loyalty Programs:
Using loyalty programs is another concept of marketing which allows the business to grow also ensuring that the company focuses on the value of customers. There are various types of loyalty programs such as point-based programs, tier-based programs, perk-based programs, etc. The loyalty programs allows the customers to gain points or perks of buying something from the company which can be utilised at a later point of time when they again purchase or avail something from the same brand or company (Oswald and Oswald, 2015). This gives the company the benefit of gaining the business and also provides the customers with more value as they can avail various facilities through it.
Sharing of Valuable Content: 
The companies can create various original content of their own which will promote the services and products to the customer (Oswald and Oswald, 2015). User-generated content is the most effective one in terms of creating value for the customers. The user-generated content is made with the reviews and feedback taken directly from the previous customers and then promoting the services and products through them is considered to be the most effective way of marketing for gaining value for customers (Webster and Lusch, 2013).
Holding various marketing contents: 
It can be stated that conducting various contents on various platforms, especially on online platforms has become an easier way of marketing and spreading awareness about a company and any products and services related to it. With contests the businesses can effectively spread their market reach and also benefit the customers with various gift hampers upon winning the contests (Webster and Lusch, 2013).
Such concepts of marketing strategy helps in increasing the value of customers and it also enhances the market approach of the company through which the business can be developed immensely within a short period of time.
In a corporation, a stakeholder can be defined and characterised as a member of groups in the absence of whom, the existence of the organisation may be at stake. Hence, a stakeholder can be defined as a party having interest in a company and may either affect or become affected by the business. The primary stakeholders in a typical enterprise usually comprise of investors, customers, employees and suppliers.  
Definition of a Stakeholder
A member or a group of members who is effected or impacts the organizational culture via interest is widely regarded as a stakeholder. A stakeholder or the stakeholders basically are the investors who invest financial resources for supporting its growth and development. Apart from this, several organizational employees along with the consumers of the enterprise also falls under the category of organizational stakeholders. 
Role of Internal Stakeholders in Marketing
Employees: The role of the employees within marketing is to enhance their skills and strive towards achieving the various objectives that have been formulated by the company (Nyagadza et al., 2020). They use their skills and talents to enhance the operational aspects of the company and are one of the most important assets of an organisation. The employees impact and influence the working of the company in many ways (Hiswåls et al., 2020). The employees abide by the policies and work in alignment with the objectives of the company in order to ensure growth and success within the organisation.
Managers: The managers play a huge role of managing the entire team of employees. They are self-motivated individuals who inspire and influence the employees while directing them towards their path of goals (Chebbi et al., 2020). The managers also help in training the employees to enhance their skills and direct them to achieving the functional goals of the company along with their own personal goals. The managers form a liaison between the employees and the management and are responsible for formulating various ideas and policies to enhance the culture and working of the company. The managers actively engage themselves in the decision making processes of the company to look after the business activities, the processes and the personal benefits of the employees (Aboramadan et al., 2021).
[bookmark: _Toc70237819]Role of External Stakeholders in Marketing
Customers: The customers are one of the very important aspects and elements for an organisation. The organisation in order to gain competitive advantage has to become customer-centric. The customers are the ones who help the company gain profitability in the competitive market (Chebbi et al., 2020). The customers are the sole reason behind the development of the products and training of the personnel within an organisation. The customers desire to buy the best quality products from the market.
Suppliers: The suppliers are the ones that provide the organisation with the raw materials that they are in need of to meet the demands of the customers. The suppliers are linked to the organisation in a financial way where there is an exchange of raw materials and finished products take place (Aboramadan et al., 2021).
Lenders: The lender’s role is to provide financial support and funding to the operations that are taking place within the organisation. They support and fund all the marketing activities and processes within the organisation so that the company can promote its wide range of products and services and increase its sales volume.
Owner: The role of the owner is to contribute to the business and its activities and take care of the various needs and wants of the employees to keep them motivated and reduce turnover. The owner looks after the expansion of the business and its activities so that the operations can be enhanced and the company can gain competitive edge in the marketplace amongst the others (Nyagadza et al., 2020).
[bookmark: _Toc70237820]Impact of Stakeholder’s Engagement on Marketing Activities
The stakeholder of a company includes each and everyone involved in the business of any particular company, starting from the customers to the suppliers and also the management and employees of a company. Therefore, each and every stakeholder involved with the business of any company has a huge impact over the marketing activities of the company (Kull et al., 2016). It is very much essential for any company to prioritize the marketing activities of the company in order to consider various marketing activities effectively. Every stakeholder of a company has a very different role to play in the organisation or outside of it, both of which contribute to the planning the strategies of the marketing activities of a company (Soleimani et al., 2014. The marketing activities are created as such all the stakeholders can be incorporated into the marketing system of the company, which will effectively increase the potential of the marketing done by a company. With proper and effective marketing activities the business organisation can consider them to be effective in their way of marketing which will give them the confidence to work with more enthusiasm in the future (Kull et al., 2016). The role of influence that the stakeholders out of the marketing activities are discussed as follows: 
Employee: The employees of any business firm are considered to be one of the most essential stakeholders. The employees or staffs are the backbone of any company which comprises the most part of the workforce. The employees impact the marketing activities by the way of their effective working within the company (Kull et al., 2016). Through various perks and benefits along with various goodies that are provided to the employees of a company, they unconsciously promote the products and services of the company in order to conduct effective marketing in the local region. Also, with the help of the employees the marketing can be influenced because the tasks that the employees perform will directly impact the quality of the products and services which conduct the marketing itself when the consumer's purchase them from the market (Soleimani et al., 2014. 
Managers: The managers are well more responsible for the marketing activities and they also influence the marketing in combining with the efforts of the employees. The managers are the ones who set the standard of quality of the products upon which the employees work to ensure that standard which also indirectly influences the marketing activities (Soleimani et al., 2014. The managers also contribute their ideas and concepts of marketing to the marketing team with respect to the products that they are producing which will not only add value to the marketing but will also create a much deeper impact in the marketing strategies when the marketing strategies are being made. The managers are much aware of the customer needs and their demands which can be used in planning various marketing activities (Kull et al., 2016).
Customer: The customers are one of the major stakeholders who have a great influence over the marketing activities of the company. According to the needs and demands of the customers the strategies of marketing are set and then the products and services are promoted accordingly in the market. Also, when the customers purchase the products from the market, they unknowingly promote the products to other interested customers which also impact the marketing of the company in a better way (Soleimani et al., 2014.
Distributors: The distributors are considered to be another set of stakeholders which indirectly impacts the activities of marketing (Kull et al., 2016). The distributors help in the distribution of various services and products of the company to the targeted market across various regions. Therefore, with the huge range of distributors reach in the market, the company can effectively plan their marketing methods which can be influenced by the activities of the distributors through which the company would be able to create more market awareness and increase their marketing activities through indirect channels (Soleimani et al., 2014). 
[bookmark: _Toc70237821]Conclusion
There are various aspects of marketing which are interconnected to each other in order to succeed as a whole. The essay focussed on how the marketing helps in creating value for the customers and also it is influenced by the decisions and objectives of the stakeholders which are involved with a business. Therefore, the essay critically analysed and evaluated the role of marketing in increasing the value for customers along with developing a clear idea about how the stakeholders impact the marketing activities in a business organisation.
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