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Introduction
In this essay, the role of effective marketing over the growth of industries and the influence of stakeholder engagement while developing a particular industry’s marketing strategies. The aim is to assess the development of marketing strategy in order to improve the value for potential customers as well as to identify the internal and external stakeholders and the impact of stake holders over the marketing practices of a particular organization or industry.
This essay will discuss the role of effective marketing strategies, stakeholder management and engagement plan, and adaptations companies made to overcome certain challenges, principle, and effective approaches to deal whit the concerns, along whit the recommended ways to plan out an efficient engagement plan for optimum business growth. The author will address a relevant and reliable case of Super retailer groups along whit their effective stakeholder management plan and their adaptive strategies to not compromise over their vision. The main motive to quote one of the exemplary cases is to demonstrate a great understanding of the subject along whit its effective implementation. The case study will allow the author to present the importance and significant influence of efficient management and administration of potential approaches.
Role of marketing
According to Gronroos (2011), nowadays, the marketing process is highly dependent on the customer: the process is all about establishing a customer relationship. Gallarza et a1(2011) customers/clients are the centres of the marketing process’s development. The primary theme of marketing is to build customer value and gain the customer’s value in return. Today’s market provides the customers whit several products whit a broad array of services: the customer look for the product that satisfies their need not only satisfaction but also for the optimum value of products. Researchers examine several customer value strategies and value models for generating better results. 
According to Kotler (2016), customer value strategy is all about tackle things creatively and different from rivals. It is about transferring the values to the customers based on six principles which are right objectives for strategies: the difference between the value of positioning, building a unique chain for strategic thinking and pursuing the uniqueness in different areas of the product attributes and services, sustained direction for strategy and effective integration for various activities. The customer value strategy is applicable when the organization possess strong management in the core competency, the organization focusing on establishing a highly integrated system are more likely to have a customer-valued strategy (Heinonen et a1.2013).
(Dastane,2019) the customer value model is important while considering the role of marketing for valuing the customer needs, a successful business basis upon selection of the targeted client and the value model helps an organization to create an algorithm for attracting customer needs, the model includes customer’s goal, purposes concerning situations and attributes of the desired products (Chang et a1.2010).
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Figure 1 (Aulia et al. 2016)

According to Kumar et al. (2016) marketing’s vital role is to create value for a product and service, marketing is the procedure for creating a message for product and services, it is about communicating the ineffective message formant. Marketing can take any form or shape, such as press releases, advertisements and communication whit the customers, (Flint et al. 2011) indicates that one primary role of marketing is to create value for the product and service. Providing the information before releasing the product supports targeting, creating the need and engaging value-based customer. Marketing attracts value-based customers and plays its part whit the help of reaching target client/market. The marketers must understand their target market, the individuals who will buy the products, more likely value-based customers, some factors by which the marketing expert will reach their customer, such as looking for appropriate age ranges, educational level, and location. These factors support engaging whit the customers before launching the product in the market. Secondly, creating and establishing the product’s need through intelligent market tactics gain customer value, such as how marketers must communicate whit the client to understand their needs. For instance, there are many brands for clothing but making the customer believe to use LV for best fit creates a desire for using brands, the marketers must look for engaging and unique designs to look stylish and classy at the same time. Similarly, the product information and educations focus on explaining the qualities of the product, but at the same time, it is establishing trust base relation between customer and marketer (Choo et al.2012)

Stakeholder engagement plan
As per the Project management Book of Knowledge (2017), the stakeholder engagement plan is a vital component of a project management plan that is fundamentally meant to locate the effective strategies required to improve the engagement of stakeholders. The identification of essential fragments could be formal or informal, detailed or précised, aligned whit the requirements of the industry or the preferences of stakeholders. On the contrary, Roseke (2019) believes that it is a formal practice of communication to involve stakeholders’ perceptions and preferences to improve performance and gain support. In accordance whit the corporate finance institute, a stakeholder could be an individual, group entity or party that has a direct or indirect interest in a particular business body, its strategies and outcomes. The stakeholders could be their employees, shareholders, consumers, communities, supplier, or governments.  Although the category of stakeholder is quite vast, their interest, level of engagement and influence vary from body to body.
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 Figure 2 Business Stakeholders
Source: Ethics in business
An effective stakeholder’s engagement plan has certain specific sections and steps to follow strictly, i.e., registering the potential stakeholder project planning phase, listing essentials contact, areas of influence, power and authority, approach to engage. Only the steps mentioned earlier are not enough to create an effective stakeholder engagement plan. The steps of the engagement plan are mentioned below:
· Classify stakeholders: it is the initial the potential stakeholders and direct them into particular categories. The categorisation could be done based on their potential, which is evaluated in the form of Upward/Downward/Outward/Sideways.

· Create a Power/interest gird: The second step involves the stakeholder analysis tool. The gird is to identify the power of the stakeholders, I.e., the stakeholders who stand at the y-axis of the gird indicated the authority to alert or inhibit. In contrast, the ones standing at the x-axis reflects the amount of interest they have within the business or project.
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Figure 3 Power/Interest Gird of Stakeholders
Source: Adapted from Mendelow (1981)

· The third step involves defining the power of potential stakeholders. Although the power/interest gird is quite effective in analysing stakeholder power, a documented analysis is needed to assess the intensity of influence stakeholders possess. 
For instance, the governmental entities are more likely to have significant power to inhibit or alter the project, and they have the authority to withhold approval and strictly inhibit the production. The progression of the project is highly dependent upon the approval of its authoritative stakeholders.

· The fourth step is to define the interest of potential stakeholders. Upon critical and precise evaluation of the interesting gird, identification of interest and influence of stakeholders over the project could be easily done. The intensity of interest project’s stakeholder possesses based on the analysis and priorities will ultimately reflect stakeholders’ immediate requirements and preferences to incorporate or consider while designing a plan.

· After the identification of potential stakeholders and understanding the power, interest and influence of the stakeholders, the last step involves the development of a stakeholder engagement plan.

According to Smit (2017), a stakeholder engagement of a multinational organization involves eight principles:

· Stakeholder engagement requires to implementation various approaches to achieve a certain objective.
· The stakeholders must be involved in a transparent manner, along whit adequate time to acquire a true opportunity to give genuine input while preparing policies and regulations.
· The stakeholder engagement parties must incorporate effective frameworks and approaches to involve stakeholders progressively. This principle is fundamentally designed to develop the relationship between stakeholders and the organization so that they may perform closely for the betterment of the organization.
· The engagement of stakeholders is supposed to be implemented across the multidisciplinary path for optimum communication. The principle is intended to sustain the progressive period of interaction, so the association will ultimately affect the long-term outcome. Several relevant mechanisms of regular management and routine communications must be implemented to fix the short-term tactical issues.
· The involvement of stakeholders must happen through a systematic approach and stakeholder engagement plan. The engagement plan must be supervised and by the chief strategy officer.
· The fundamental objectives of the stakeholder’s engagement plan must be prioritised over others. The organization must incorporate available potential resources to pursue the engagement plan.
· The stakeholder engagement bodies are supposed to provide adequate, routine and upgraded information to their stakeholders. To effectively communicate the requirements and preferences, various approaches to communication could be incorporated.
· The stakeholder engagement parties are required to evaluate and screen the existing engagement activities to monitor their effectiveness and to locate the areas of improvement, so the quality of the engagement must sustain positivity.


Importance of stakeholder Engagement

An effective stakeholder engagement plan is supposed as the core foundation for any progressing organisation. The fundamental benefits expected from the effective incorporation of stakeholder engagement plan includes acquiring credibility, antedating, controversies, ensuring the translucence and accountability, enhancing relevance, improving quality and enhancing propagation.
Considering the first principle of acquiring credibility-A wide range of literature endorsed that stakeholder’s effective engagement helps to sustain credibility. While antedating controversies is all about anticipating controversies and developing strong opposing point to defend and present a well-structured report. It also explains the instances where the stakeholders were able to expose their blind spots. Although it is impossible to avoid controversies, it is always wiser to stay a step ahead. Considering the third principle, it is recommended to sustain translucence and accountability as per the democratic rights, it is fundamentally necessary to maintain the entire process and systemic review transparent as it improves the engagement of the stakeholders. Enhancing relevancy is directly proportional to improved planning, as per Cottrell et al. (214), the relevancy improves the scientific standards along with the quality of final reports. The last principle benefits the engagement of stakeholders, eventually facilitating the widespread dissemination and uplifting the final product.




Marketing adaptations

To sustain a stable position within the market and to give tough competition to potential competitors, it is necessary to evolve and improve the stakeholder consultation process more seriously and periodically. In order to any possible potential gap or lacking. Choo et al. (2012) recommended making the stakeholder engagement plans, marketing strategies, and business model quite flexible rather than rigid. The idea is to provide adequate room for up-gradation and revision, as the stakeholders are more likely to prefer trends and changes. Kumar et al. (2016) believe that the route to success lies within continuous improvement as the engagement plan should be creative instead of tightly analytical. In order to ensure feasibility Roseke (2019) has documented three major approaches to enhance the stakeholder management program.

The first approach is to showcase your loyalty and care towards the stakeholders. It is believed that there are certain organizations where the stakeholders are forcibly involved in the engagement plans. However, organisations believe in wining over the stakeholders for a period of time, in reality, the potential stakeholder’s trenches, which in the long run, do not favour the organization. Roseke (2019) suggested incorporating the soft corner and flexibility into the stakeholder engagement plan so the potential stakeholders sense the feeling of being cared for and acknowledged.

The second most important improvement approach is typically dedicated to private sectors, in which the motive is to improve their grounds and enhance their revenues. In contrast, governmental sectors and non-profit organizations have the aim to overcome the stakeholders who when there is a certain conflict of interest. On the contrary, the project stakeholders prefer to get involved and are proved to be beneficial for the increase in profits. The projects which are specifically designed to drive the great proportion of profit needs a self-evaluation model to identify whether the plan needs up-gradation or not.

Thirdly, Roseke (2019) believed that the people out there prefer the ones who are a great listener. The transformations that the people occur when the potential stakeholders are allowed to voice their concern and their suggestions propose significant results. A large proportion of stakeholders are tuned whit the perception that their suggestions and concerns will automatically get ignored, it is the need for time to incorporate an effective listening strategy to gain trust and build credibility.
The transformations of perception stakeholders sustain occur only when they believe that their concerns will not be ignored, and organisations will actually take action against their concerns and preferences.

Super Retail Group – An exceptional example

The stakeholder’s engagement plan

Super Retail Group, one of the largest Australian retailer’s whit more than six hundred and seventy stores across Australia, New Zealand and China. The company has reported having over $2.5 billion yearly turnovers. The company has a strong vision and an effective strategy to achieve its goals. The company believes in understanding the imperative of moulding potential into growth. The Super Retail group’s official website (2018) has presented that the company sustain healthy and efficient members, highly satisfied and engaging customers, and sustainable Omni-retail facility, and top quartile shareholder return. The company’s annual report reported having significant economic contribution, including around $474.7 million in taxes and $107.1 million in capital expenditure. The annual report revealed the force behind their sustained profile and effective progression in the form of a highly organized business model whit a great deal of stakeholder engagement plan. 
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Figure 4 Stakeholder Engagement plan
Source: Super Retail Group (2018)

Sustainable development plan
As per the yearbook 2018 of Super Retail Group, the company believes in understanding the concerns raised by stakeholders, which the company considers will ultimately affect their business. The yearbook 2018 revealed that the board of directors of Super retail’s fundamental believes are that their stakeholders enable their business to prosper, evolve, and improve the weaknesses. The yearbook revealed that the company periodically screen, review and up-grade its approaches, strategies and policies. The primary aim of regular monitoring and up-gradation is to assess their own credibility and locate the loops and holes and avoid emerging concerns. The Super retail group is known to administer quite updated evaluation tools and frameworks such as the Global Reporting Initiative (GRI), which is directly associated whit the principle of AA 1000 Accountability standards (2018). For the performance evaluation in the year 2018, the company opted for an integrated desktop review based on several components such as GRI factors, Global compact principles proposed by the United Nations, Media analysis, market analysts proxy assessment advisors, business goal alignment check, risk regulation, expert consultation, peer-review assessment and feedback from the internal stakeholders. The critical analysis of year performance revealed that one of the concerns regarding the material assessment remains persistent in the year 2017 and 2018. In order to resolve the matter, the experts identified that the conflict of the material lies in three highly focused sectors of the company. In order to align whit, the vision of the business, the company administered several strategies including, ensuring that the business function responsibly, to ensure that their business practices are environmentally friendly, and the company is defiantly reducing carbon-footprints and the company makes sure to promote healthy and well- being of their stakeholders.    

Conclusion 
This essay was meant to assess the development of marketing strategy to improve stakeholder’s engagement and understand the potential influence stakeholders possess over the progression of any organisation. This essay has studied an extensive range of literature and academic resources to unfold the stakeholder engagement plan’s truth. This essay involves an in-depth understanding of the topic, i.e., the role of marketing in acquiring potential customers, the importance of the stakeholder management plans, their principles, theories, ideologies and approaches suggested by reliable academic authors. This study also explored the direct and indirect influence of management and engagement plans on a particular industry or organization’s progression and improvement. Example of Retail Group they have managed to survive several years and are effectively running their wide range of retail stores across Australia. This essay portrayed an adequate understanding of the subject and has assessed the creation of the marketing strategies for developing a chain of valued customers.
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