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[bookmark: _Hlk98842952]Introduction 
Marketing is the process of creating and delivering values to the customers. In broad, marketing is the holistic process of understanding customers’ needs and demands and satisfying them by fulfilling their demands through various marketing activities (Kotler et al., 2015). With every action, marketing seeks to create or add value to the customer satisfaction process. Satisfying the customers today is the most crucial strategy to sustain and grow a business and marketing intends to do that (Baines, Fill and Rosengren, 2017). Stakeholders are the groups that affect or become affected by the actions and decisions of a business organization. A business organization has to hear the voice of the stakeholders carefully as the impact of stakeholders can’t be underestimated rather they should be the priority (Friedman and Miles, 2016). This essay will be in two parts. The first part will discuss how marketing creates value for customers of various organizations with examples of Nike, Mcdonalds, and Asda. The second part will discuss the roles stakeholders play in the marketing activities of McDonald's. 
About McDonald, Nike, and Asda
An American fast-food corporation was established in 1940 as a restaurant. Right now the company is serving more than 69 million customers in 100 countries around the world with 38.8 thousand + outlets. The annual revenue of the fast-food corporation is more than $19 billion. Its unique values and strategies satisfied customers and built a reputation around the whole world to become so successful. One of the key strategies the company used is the franchising system that enabled the company to reach many of its customer’s doorsteps. Approximately 93% of the outlets around the world are owned by independent owners but of course with the product and pricing policy of Mcdonald's (About Us: McDonald’s Facts and Story | McDonald’s, 2022). Nike was founded in 1964, an American Company dedicated to producing footwear, apparel, accessories, equipment, and services all around the world. The company has around $37.4 billion in revenue. It is mainly a sportswear company and most of its revenue comes from footwear products. The company is highly dependent on its marketing activities for satisfying customers’ changing needs in a competitive industry (the ABOUT US, 2022). Asda stores is a British supermarket chain founded in 1949. It is now one of the leading retailers in the UK. The company serves more than 18 million customers every week and around 98% of UK homes are served by Asda’s website. The supermarket chain uses both online and offline channels to serve the customers and during the covid-19 pandemic, the company has grown bigger. (Our Story, 2022)
How Marketing Organizations Create Value for Their Customers
Marketing creates value for customers. A marketer in every action tries to add value to the value delivering process. From understanding the customers’ needs properly to satisfying those needs, a marketer stays alert (Denison and McDonald, 2015). Value is described as the desired benefits and its costs in the sense of the customers. A product/service with more benefits with lower prices is described as products/services with superior values. Different customers think differently about a product/service (Prahalad and Ramaswamy, 2014). The way these values are created is described below: 
· Understanding Customers’ Needs and Preferences: The first responsibility of marketing is to understand what the customers want and how they want it in terms of price, place, situation, etc. In the 19th century, marketers only focused on large production and large sale but today the customers’ position is stronger. Due to high competition and globalization affect customers now have many options and enough knowledge to decide what is best for them. That’s the reason, customer satisfaction is the most effective way to sustain and grow a business for a long time (Payne, Frow and Eggert, 2017).  For example, Mcdonald's has introduced different items based on customers’ needs and preferences; big macs and quarter pounders are among them. One of the largest footwear manufacturers in the world, Nike has introduced many products to satisfy their customer’s needs including different shoes for football, basketball, golf, baseball, snowboarding, etc. Asda has added different products to its portfolio so that the customers have to come back for different needs in the same place. It has supercenters, superstores, supermarkets, living stores, and petrol filling stations. It generally offers customers a wide variety of choices in a place. Customers have to give less effort to buying different products as they get many things together. Besides this, Asda uses both online and offline distribution channels smoothly that helps customers when they can’t come to Asda physically. Introducing new solutions for solving every problem of customers add value to the business. 
· Creating Needs: Marketers often create needs by creating unique products or services. Customers often don’t know about their needs but when they see a product that can help them fulfilling their needs they buy the product/service. Shopping goods or attractive goods are produced to create needs (Payne, Frow and Eggert, 2017). For example, a unique designed ice cream creates a need among the children. A unique hamburger designed especially for Christmas by McDonald's is surely going to attract all the customers. A new version of the iPhone which’s features were not published to the customers but still will create a huge attraction for the customers. For these attractive products/services, marketers are often able to charge more money than usual. In 1997, Asda launched its “Grocery Home Shopping” for delivering food items. At that time the demand was not much but now Asda serves 98% of homes in the UK. In 2011, Asda introduced the “Grocery Click & Collect” feature which is now receiving more than 15 million orders in a year. All this happened due to the vision of Asda. It has created a market that didn’t exist. 
· Producing Products: As discussed at first, the marketer identifies the needs and preferences of the customers and use them to produce goods and services that satisfy those needs and deliver goods/services in a way that matches the preferences of the customers. Marketing informs the production department constantly about the changes in customers’ needs and preferences so that customers get what they want. In today’s world, the needs of the customer change frequently and they want all their needs to be fulfilled. Producing products with desired quality and at a cost that shall be able to generate handsome profit for an organization is also important (Payne, Frow and Eggert, 2017). For example, Mcdonald's marketing department conducts market research and inform the production department after analysis so that the products produced matches the demand of the customers. Nike’s marketing department identifies the total demand in the market and produces the required products. In this way, the company doesn’t produce extra inventory and save costs. Asda’s marketing department analyzes trends to see which products customers want to buy together and add them in a single place. In this way, customers get many products together and save time & effort. 
· Collaborating with Other Departments: Marketing collaborates their effort with other departments and helps other departments to achieve the business objectives together. Every department has different goals and objectives as well as are distinguished from each other but their efforts need to be coordinated to collectively achieve the corporate goals and objectives. Marketing helps the sales department by providing information. Marketing has to collaborate with the finance department for money and the accounting department for record-keeping. In this way, marketing collaborates with others to create the best value for customers (Guenzi and Troilo, 2011). For example, Asda has more than 12000 colleagues who work in the distribution department. The marketing department of Asda has identified that customers feel less secure to collect products from courier services and returning products is very complex. So, Asda has introduced the “click & collect” feature. Now customers get Asda products from Asda’s own delivery man and transportation. More than 20 million orders are delivered each year at the doorstep of Asda’s customers. In 2015, Asda has introduced end to end parcel system as the first company in the UK to help customers to track minute by minute. Mcdonalds’ marketing department analyzes the feedback and opinion of customers and then inform the production department to bring changes. In this way, new products are introduced at Mcdonalds.  The marketing department also searches for the market opportunity and inform the business development department to introduce new branches so that customers get Mcdonald’s products. Nike’s marketing department keeps a close eye on change in market trends and then inform the R&D department so that changing demands are met with new or existing products with added features.  
· Reaching the Market with Best Channel, Best Promotion, and in Best Place: Marketing is responsible for delivering value to customers by considering their preferences. Customer’s preferences may include a good price, easy place, product trial, discount, warranty, home delivery, etc. Marketers create value by delivering products and services through the best channel, saving customers’ efforts, informing them of good promotional activities, etc. (Guenzi and Troilo, 2011). For example, among 38000+ outlets of McDonald's around the world 93% are franchisee-owned which helped the organization to reach its customers around the whole world quickly and at a lower price. Now customers are enjoying McDonald’s’ foods staying close to their home. Nike uses different promotions based on occasion, events, etc. It has partnered with some of the celebrities including Adele, Candice, Mulligan, etc. for clothing brands whereas it has partnered with the best footballers including Christiano Ronaldo, Kylian Mbappe, Kevin De Bruyne, and so many others to promote footwear brands. In this way, customers understand the high quality of Nike shoes and thus the sales increase. Asda’s marketing department understood the customer’s need for buying products online and introduced an online channel. Now Asda delivers products with 2000 home delivery vehicles every day. It has boosted Asda’s sales a lot. 
· Using Strategies to Improve Customer Experience: Marketing uses different strategies to improve customer experience. It uses a promotional strategy including discounts, product trials, occasional sale offers, post-purchase service, etc. to improve customer experience. Marketing also provides customized products/services to satisfy customers (Lamb, Hair and McDaniel, 2012). For example, Nike and Apple provide product trial offer to improve customer experience. It also uses social media pages and groups to keep a close relationship with customers. All the feedback are analyzed by marketing analytics to improve the customer service of Nike. Mcdonald's provide discounts to improve customer experience. It uses the Facebook page to hear the voice of its customers and take necessary feedback to improve customer experience.  It has introduced a mobile app for Apple and Android devices to improve customer experience. In 2014, the company added the “Shopping List Feature” that allows customers to make a list at home and prepare a budget. Now, customers don’t forget while shopping. Asda uses marketing analytics to understand customer behaviour and to bring changes according to customers’ preferences (Our Story, 2022). [image: Diagram
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There are other ways through which values can be added to a product/service delivery process too. However, companies use value creation models to create and deliver value for the customers and marketing plays an integral role in it which is described below: 

Figure 1: A Firm's Value Creation Strategy (Bowman and Ambrosini, 2007)
Figure 1 shows the value creation process for organizations. It can define the success of an organization. In the process, the first step is the firm’s resources and capabilities. In this step, an organization audits its strengths and weaknesses. It finds out the resource and strategic capabilities of an organization that can help create values for customers. An organization’s resources should be unique and cost-saving that is not available to the competitors and can provide a unique value to the customers. In the second step, we can see there is a value proposition. An organization proposes value to the customers. In this step, an organization receives necessary feedback from the customers that helps in the next steps. In the third step, there is customer value perception (Bowman and Ambrosini, 2007). Customers value products/services differently based on their perception, income, preferences, etc. A product may be valuable to a customer but not valuable to another. Thus, understanding customers’ value perception and their preferences are very important which is done in the third step of this model. It is the responsibility of marketing to understand customers’ perceptions. In the last step, the information from the second and third steps is used.   A company combines internal and external resources and capabilities to create a value offering that matches the perceived value of the customers and can also produce value for the company in terms of profits and other indicators (Payne, Frow and Eggert, 2017). For example, Mcdonald's identify its strengths and capabilities and also identify the perceived values of the customers to create and offer value to the customers that help the company to earn customer satisfaction and gain sustainable success. Nike understands its customer’s changing needs and thus offer unique values to meet those needs with the help of its integrated marketing effort. Asda has understood the demand for online product sales and home delivery thus analyzed its capabilities. Then it has introduced its home delivery system and online system that improved customer satisfaction a lot. 
Smith and Colgate (2007) proposed a framework of creating values that identify four values created by organizations which are 1) Functional or instrumental, 2) Experiential, 3) Symbolic/expressive value, and 4) Cost/Sacrifice value. Marketing helps to create all of these values. It is involved in every process. Functional/instrumental values are described as the main product/service offered to the customer. Marketing identifies the product’s/service’s needs in the market and informs the production department to produce according to the customer’s needs and preferences. Experiential value is described as the overall customer experience with a product/service. Marketing uses a place strategy to deliver the product where the customers want. It decides the online and offline channels to be used for delivery. Expressive value is the extent to which customers attach psychological meaning to a product. Marketing uses constant promotional efforts to create a place in customers’ minds. It informs the customers about the product’s/service’s features so that the customers buy more. It tries to improve the overall customer experience. In terms of cost value, marketing offers products/services at a cost that customers can and want to pay for it. It fixes a reasonable price. 
The Roles of Stakeholders and their Impact on the Marketing Activities of McDonald's
Stakeholders are described as the groups that affect and become affected by the actions and decisions of a business organization (Friedman and Miles, 2016). Stakeholders are very important in business decisions as their satisfaction affects the success of an organization. They can sometimes force an organization for their interests. There are many interested parties in an organization (Frémond, 2010). The most important stakeholder for any business organization is the customers. Customers buy the products or services of an organization and their satisfaction is the only way to achieve business objectives in this modern era. Another important stakeholder is investors/shareholders who invest in the business to gain something or with a mission. They are the owners and their decision on the business is crucial. There are other stakeholders including suppliers, partners, employees, creditors, society, Government, etc. (Foster and Jonker, 2013)
All the stakeholders are important but their importance depends on their power. Different stakeholders have different levels of influence on a business organization based on the situation. Some organizations see employees as the most important, some see customers, some see the investors as the most important. However, for every business organization customers, employees, investors, Government, and society have become more crucial for others. The business goals and objectives that organizations pursue can’t be achieved without satisfying customers. (Greenwood, 2011)
Types of Stakeholders: All the stakeholders of an organization can be categorized into two parts 1) Internal and 2) External. Internal stakeholders are described as stakeholders who are directly linked with the company to run business. It includes employees, shareholders, managers, etc. Whereas external stakeholders may include customers, vendors, suppliers, Government, partners, people living in the society, etc. (Voinov and Bousquet, 2010)
Role of Stakeholders: The main role of stakeholders is to help an organization in meeting its strategic objectives. Without stakeholders’ participation and cooperation, the achievement of business goals and objectives is impossible.  How stakeholders play a key role for McDonald's and its marketing activities are described below: 
1. Customers: Customers are viewed as the most important stakeholders by most organizations in the world. Mcdonald's serve 69 million customers in more than 100 countries with more than 38000 outlets. It views the stakeholders as most important for its survival and growth. The company keeps a close relationship with its customers by using various strategies. It uses social media platforms including Facebook, YouTube, Twitter, etc. to stay engaged with customers and hear the voice of customers. The customers of Mcdonald's have a huge influence on its marketing strategy. For example, the products McDonald's serves are produced with a consideration of customers’ choice. The price is set based on the customer’s affordability. The location of the outlets all around the world is set based on the preference and ease of the customers. If customers become dissatisfied for some reason, the business objectives of Mcdonald's won’t be achieved. All the promotional activities designed by Mcdonald's are to attract its customers. The promotions covey the messages customers like most about food. The customers provide valuable feedback through different channels so that the company improve the service. (Community Connection, 2022)
2. Employees: Employees are also viewed as very significant for the success of Mcdonald's. The company have around 210000 employees for its outlets and a total of 1.9 million including employees in franchisee operated outlets. All the employees of Mcdonald's are trained and effective. The employees give their opinion in many decisions. Their decisions are important for Mcdonald's because their service helps the company to become successful. When hiring employees Mcdonald's tries to hire the best employees possible for improving customer service. If the employees are not effective and can not satisfy customers then the business will fail. (About Us: McDonald’s Facts and Story | McDonald’s, 2022)
3. Society: Mcdonalds has always been careful about its operations. Today’s world has become so cautious about the societal and environmental impact of business and non-business operations. In CSR, it is described as societal responsibility. By being engaged with society and helping society in different ways a company builds a strong reputation and gets customer acceptance. As Mcdonalds serve more than 69 million customers every day and produce foods and beverages for them, the organization's supply chain and sourcing policy should be environment friendly otherwise today’s customers are so much concerned that they won't buy products from a company that harms the environment (Our Planet, 2022). People of the society have a strong impact on the marketing activities of Mcdonald's. Mcdonald's promote its strong intention to do good to society in promotional efforts. During the Covid-19 crisis, McDonald has helped customers a lot. But the use of unnecessary use of thousands of tons of packaging that harms the environment has drawn the attention of many customers. To satisfy them, the company is trying to use environmentally friendly packaging now and promoting its commitment to the environment. (Community Connection, 2022)
4. Investors: Investors of Mcdonald's affect the company and its marketing activities a lot. Investors' main concern is to maximize return on their investment. They want the company to make decisions that will facilitate their benefits and returns. Their satisfaction is crucial for the company. That’s why when Mcdonald's use marketing or promotional activities it targets to use fewer resources and to increase the highest return that will maximize the business’s profit and thus the return of the investors. If Mcdonald's just give more discounts and charity work that lose a lot of money, it may dissatisfy the investors. (Investors, 2022)
5. Government: Government acts as a stakeholder for every business organization that operates in an independent country and has a Government. Any business organization must be formed staying within the legal boundary of the country and must comply with all the rules and regulations set by the Government. Government seeks to ensure the interests of all parties and that’s why it hears the voice of everyone. Business decisions can affect a Government as well as Government’s decisions can affect a business (Friedman and Miles, 2016). Mcdonald's operate in more than 100 countries and different countries have different regulations. So, any change in those rules and regulations can easily impact the business. For example, in Muslim countries hamburgers is seen as prohibited by Muslims. If Turkey gives a ban on hamburgers then it will affect McDonald's. If another country like UAE or Qatar lifts the ban on hamburgers then it will also impact Mcdonalds's positively. If a Government increase VAT and Tax or import duties on some materials used by McDonald then it will increase the cost price of McDonald’s foods and thus impact its business severely. The marketing activities should contain all legal information and shall not harm the interests of any groups or raise ethnic concerns. 
So, the role of stakeholders for business organizations is beyond words. Mcdonald's always gives priority to the interests of its stakeholders including customers, employees, investors, societies, and Governments.
6. Managers: Act like internal stakeholders who can have some influence in organisation’s decisions and strategies; organize the staff and keep it informed with all changes wich can impact the business positively or negatively. McDonald’s managers motivate the employers for serving quality services and listen their ideas to complete the committed.

Conclusion 
It can be concluded that the role of marketing in creating values for an organization is very significant. Marketing helps to create and deliver value and thus earn customer satisfaction that helps a business organization to sustain and grow. Stakeholders' impact on any organization whether it is business or non-business, is very significant. Stakeholders impact the decisions of an organization and become affected by the decisions of the business. The stakeholders of Mcdonald's affect the company’s marketing activities a lot. Stakeholders including customers, investors, employees, Government, and people living in the society are important stakeholders for the fast-food company and their role for the company including its marketing activities are significant. The company will be able to grow further and continue to achieve its objectives if it continues to satisfy its stakeholders. 








References
ASDA. (2022). Our Story. [online] Available at: <https://corporate.asda.com/our-story> [Accessed 19 March 2022].
Baines, P., Fill, C. and Rosengren, S., (2017). Marketing. Oxford University Press.
Bowman, C. and Ambrosini, V., (2007). Firm value creation and levels of strategy. Management Decision.
Corporate.mcdonalds.com. (2022). Community Connection. [online] Available at: <https://corporate.mcdonalds.com/corpmcd/our-purpose-and-impact/community-connection.html> [Accessed 14 March 2022].
Corporate.mcdonalds.com. (2022). Investors. [online] Available at: <https://corporate.mcdonalds.com/corpmcd/investors.html> [Accessed 14 March 2022].
Corporate.mcdonalds.com. (2022). Our Planet. [online] Available at: <https://corporate.mcdonalds.com/corpmcd/our-purpose-and-impact/our-planet.html> [Accessed 14 March 2022].
Denison, T. and McDonald, M., (2015). The role of marketing past, present and future. Journal of Marketing Practice: Applied Marketing Science.
Foster, D. and Jonker, J., (2013). Third generation quality management: the role of stakeholders in integrating business into society. Managerial Auditing Journal.
Frémond, O., (2010), October. The Role of Stakeholders. In Presentation, First Meeting of the Eurasian Roundtable for Corporate Governance, October.
Friedman, A.L. and Miles, S., (2016). Stakeholders: Theory and practice. OUP Oxford.
Friedman, A.L. and Miles, S., (2016). Stakeholders: Theory and practice. OUP Oxford.
Frynas, J.G., (2015). Strategic CSR, value creation and competitive advantage. The Routledge companion to non-market strategy, pp.245-262.
Greenwood, M., (2011). The importance of stakeholders according to business leaders. Business and Society Review, 106(1), pp.29-29.
Guenzi, P. and Troilo, G., (2011). The joint contribution of marketing and sales to the creation of superior customer value. Journal of Business Research, 60(2), pp.98-107.
Kotler, P., Armstrong, G., Harker, M. and Brennan, R., (2010). Marketing: an introduction (Vol. 1). Englewood Cliffs, NJ: Prentice-Hall.
Kotler, P., Burton, S., Deans, K., Brown, L. and Armstrong, G., (2015). Marketing. Pearson Higher Education AU.
Lamb, C.W., Hair, J.F. and McDaniel, C., (2012). Marketing. Cengage Learning.
Mcdonalds.com. (2022). About Us: McDonald’s Facts and Story | McDonald’s. [online] Available at: <https://www.mcdonalds.com/us/en-us/about-us.html> [Accessed 14 March 2022].
Mcdonalds.com. (2022). Our History: Ray Kroc & The McDonald's Brothers | McDonald's. [online] Available at: <https://www.mcdonalds.com/us/en-us/about-us/our-history.html> [Accessed 14 March 2022].
NIKE COMPANY. (2022). ABOUT US. [online] Available at: <https://nikecompanyblog.wordpress.com/about-us/> [Accessed 19 March 2022].
Payne, A., Frow, P. and Eggert, A., (2017). The customer value proposition: evolution, development, and application in marketing. Journal of the Academy of Marketing Science, 45(4), pp.467-489.
Prahalad, C.K. and Ramaswamy, V., (2014). The future of competition: Co-creating unique value with customers. Harvard Business Press.
Smith, J.B. and Colgate, M., (2007). Customer value creation: a practical framework. Journal of marketing Theory and Practice, 15(1), pp.7-23.
Voinov, A. and Bousquet, F., (2010). Modelling with stakeholders. Environmental modelling & software, 25(11), pp.1268-1281.

11

image1.JPG
Fimsresources Customervalue Customervalue
andcapabllties | ™| propostion | ™| perception

A Y '4

Recombine interal/external
resources and capabllties.





