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[bookmark: _Toc48579185]Introduction 
The study deals with various aspects of marketing concepts to gain profit in this competitive market place. The role of marketing to create value for customers and the engagement of stakeholders and its impact on the business is greatly portrayed. It is showcased to have an in depth analysis of the concept. To make this study more knowledgeable a company, Mercedes Benz  is selected. The firm deals with the development, sales, and production of van, service, and passenger cars. It is regarded as one of the largest manufacturers of passenger cars which is premium. Over here. Marketing concept, branding, its advantages, and the way its add value is made understood. The study has also focused on the area of different kinds of stakeholders and its impact on business activity. A prior recommendation is also given for improving the business and making ways to earn more revenue.


[bookmark: _Toc48579186]1. The role of marketing in creating value for customers
[bookmark: _Toc48579187]Definition of concept of marketing and the way company use this practice
According to marketing concepts, achieving the goal of a firm is dependent upon knowing the wants and needs of the market .It also involves giving better satisfaction delivery compared to its rivals(Contreras and Ramos, 2016).
Due to vast competition, Mercedes Benz focuses on the energetic and approachable side based on the changing attitude of customers. It involves innovation and is leading in the automated driving field to attract more customers. As the customers want comfortable and innovative products Mercedes Benz has developed its product and sales. The company wants to meet electric mobility requirements. This helps the firm to strengthen its position and earn maximum profit in the current marketplace.
[bookmark: _Toc48579188]Advantages of marketing to customers
1. Widening of market: Through marketing, consumer’s hidden wants come forward and make ways for creating new demand. It also involves looking for a way to sell the product properly and satisfy the customers (Alam, Wang and Waheed, 2019). The market with this aspect gets expanded where there is increment in production and the company earns more revenue. There is a rise of luxury car demand in the countries of Asia. This has made Mercedes Benz develop its product and generate more sales. At a few selected locations Mercedes Benz is opened like Europe, Germany and South Africa as the want of customers and market is expanding. This has made the firm to earn more revenue and overcome some hurdle by implementing effective strategies.
2. Economic benefit of marketing: Economy of consumer can be derived by a stable marketing. Promotion of goods by targeting reliable customers helps the firm to make their bytes satisfied.  Higher marketing leads to expansion in jobs which helps the economic condition of the country (Batraga et al., 2019). Through this the government earns otre tax and leads to growth of economy. Marketing helps the business to promote business in innovative way. It creates opportunities of creating new office branches and rise in organisation’s growth. If Mercedes Benz is regarded marketing has helped the firm to expand its business in global perspective. The company has provided so many job opportunities. This has led to expansion in the economic growth of the country and earned high revenue by the concerned firm.
3. Employment opportunities: Development in service and production creates more opportunities for workers (Huhmann and Limbu, 2020). As the market is expanding, more man power is required in various departments of the firm. The mechanism of marketing is complex so it needs various functions where there is a need for more people. It is found that in indirect or direct activities of marketing, 40% of the population are involved. If Mercedes Benz is regarded there are 173,000 workers worldwide. As Mercedes Benz has various branches related to cars and vans in numerous locations so more workers are required. This has made the company for various employment opportunities to manage different departments of the company in an efficient manner.
4. Satisfying human wants: Another advantage of marketing to consumers is that it satisfies the wants of humans.  Efficient marketing creates a link between society and marketing. It educates people, and their mind is also cultivated to know what exactly they want. It helps them buy best product and satisfy their wants. As there is a rise of luxury cars demand Mercedes Benz with efficient marketing to make sure that customers get the best cars and vans. This helps them to satisfy human wants to an extent. Through this more customer engagement is possible and the concerned firm earns more revenue.
5. Raising living standard: Marketing, by creating job opportunities helps the workers to raise their standard of living. Getting rewards for better performance also helps them to lead successful life (Sodikin, 2020). The consumer standard of living is also enhanced by  getting various commodities at a reasonable price. The community enjoys a rise in  living standard because of luxury , comfort and necessity services. Mercedes Benz provides various job opportunities to employees because of its global expansion. The luxurious demand is met by the company to satisfy customer wants. It makes the concerned firm to raise the living standard of both employees and customers.
[bookmark: _Toc48579189]Branding definition, branding advantages and the way it creates value to consumers
Brand can be regarded as design, term, symbol, feature and name for the identification of services and goods of sellers (Keller, 2020).It must be different from other sellers present in the market.
There are various advantages of branding which are presented below 
1. Brands provide safety: Certain laws and legislation is followed by the brand to provide the products and service in a safe manner. It helps the brand to lower the risk and ensure that they are working with verified parties (Coffie, 2020). Safety in terms of usage of technology and promotional activity is also considered to minimize risks. It allows the company to get free from any kind of conspiracies. Compliance is ensured with respect to policies of the government which is taken up by Mercedes Benz.  The design of cars and vans are made to make less damage, make the accidents less severe . The vehicles are designed in an innovative way to protect the consumers. If the traffic stops , vehicles will also stop which makes Mercedes Benz different from others. This concerned brand feature makes the company gain more customer acceptance.
2. Brands express who we are: Another essential advantage of branding is that it expresses who the company is. Brand expresses the mission, goals and vision of the company (Indriastuti, Nugroho and Aryanto,2017).It also makes the customers to know about the product and services that the company provides. Through various advertisement and promotional activities customers are made aware of certain products and services. The quality of the product is also expressed by branding to earn maximum revenue. Mercedes Benz by efficient branding makes aware about their manufacturing and developing services. It has helped the firm to expand in various continents. Using different channels has made Mercedes Benz to create a word of mouth which is positive. Branding has helped the concerned firm to be the largest premium passengers cars manufacturers.
3. Making time of decision is saved by brand: Branding is an instant way of minimizing thought .It makes the people understand the reason behind product differentiation compatible to others (Elshiewy, Guhl and Boztug, 2017). Social media, online advertisement, print media and television advertisement are used by Mercedes Benz for effective branding. Most of the customers' responses are taken to take current essential steps to satisfy customers. Getting customer feedback helps the concerned firm to take less time in making decisions. The decision is made on the current requirement of customs to satisfy human wants and helps company to focus on specific aspect.
4. Peace of mind is provided by brand:  The consumers want satisfaction , happiness and comfort in their daily life. They get it in terms of the product that they purchase (Okeke and Nwankpa, 2017). If a positive experience is gained buy the brand then opinion of trust is formed by the consumer. It makes the customer to have a peaceful mind in case of purchasing products. Safety measures come first in the mind of Mercedes Benz to provide peace of mind to customers. Sustainable actions are taken by the concerned firm to provide peace of mind to the customers. The connectivity level of Mercedes Benz is strong for which the customers develop trustworthy opinion.

Figure1: Advantages of Branding
(Source: Created by Author)
It creates values to customers on the basis of below mentioned parameters
1. Managing expectation of consumers: Not only giving away useful knowledge about the product but marketing also adds value. It helps the consumers by managing their expectations (Kumar and Reinartz, 2016). Due to brand loyalty, customers are dependent upon brands which they trust upon. Through a group of consumers, they learn about the brand that gives more reliable value. In the case of Mercedes Benz, has planned to offer consumers the experience of luxury regardless of any online purchasing channel, place, and time. Customers will be able to buy the car both on online and offline platforms. It has added great value to the expectation of customers.
2. Educating and informing consumers: Society gets benefited by getting educated and informed about the concerned products and services. It identifies the needs of the customer and provides the best measure to achieve it. A practical knowledge regarding the purchasing of production is also made understandable to the customers. The website of the company provides products, store addresses, and contact details that are given away to help the customers buy the products. This is also performed by Mercedes Benz to add value to customers. The concerned firm educates the customers about the current cats and vans and way of purchasing it. This adds value and makes the customers satisfy their wants and comfort their desires.

[bookmark: _Toc48579097][bookmark: _Toc48579190]Figure2: Values to customers
(Source: Created by Author)
[bookmark: _Toc48579191]Ansoff matrix strategies for creating value
1. Market Penetration:  Market penetration deals with ways of selling more products to existing consumers (Khajezadeh et al., 2019). Mercedes Benz planned to advance the target of sales and became a premium brand which is the strongest of all.  There has been growth in the SUV and E class saloon. This has increased the record of the sale of Mercedes Benz in the global market. Analysing the market position and customers want the company can satisfy consumers' wants. Effective online promotion and luxury commodities are provided to satisfy the changing attitude of customers.
2. Product development: The supply method, framework of the cost trade of customers is improved by Mercedes Benz. The current product has set the bench market by the usage of connectivity and system of electric drive. The safety system of E class by using innovative techniques has created ways for Mercedes Benz to develop its product. The company has planned to launch in 2025 10 electric cars for better product development and market enrichment.
3. Market development:  At an international level, Mercedes Benz is increasing the structure of development. Four-cylinder engines have been established by Mercedes Benz in the Kecskemet service center. In the production of batter, the company has invested 1 billion euros. The export of Mercedes Benz x class is done to Australia, Europe, South Africa, and New Zealand. This has led to the immense market development of the concerned company.
4. Diversification: Mercedes Benz has planned to expand in various new markets for profitable growth. To double the record of sales, Mercedes Benz wants to occupy a place in the market which is emerging. To expand sales in North America the company implemented a new plan in South Carolina. Innovative ways of promotion have also been planned by the concerned company to add value to customers. This helps the company to enhance its brand value and earn maximum revenue (Refer to appendix1).
Relationship marketing 
Relationship marketing is used by Mercedes Benz to have more customer engagement. Customer relationship management is utilized to interact well with existing and future customers. The company uses innovative technologies to automate and organize the desired sales. It helps the concerned company to provide significant information about the product to the customers. It strengthens the relationship with customers and gets more potential buyers (Steinhoff et al., 2019).
[bookmark: _Toc48579192]2. Stakeholder engagement and their impact on marketing activities of an organisation
[bookmark: _Toc48579193]Define stakeholders
A group or an individual who has a certain interest in legitimacy in the organisation is regarded as stakeholder (Slabá, 2016). The stakeholder can get affected or can affect business actions.
[bookmark: _Toc48579194]Definition of internal and external stakeholders and its examples from the company
1. Internal stakeholders: The parties and individuals who are within the company are referred to as internal stakeholders. They take active participation in company management (Calvo and Calvo,2018). Internal stakeholders might get influenced or can influence by failure and success of the firm. It is because the interest of stakeholders is vested in the firm. Internal stakeholders can also be regarded as primary stakeholders. Employees, Owners, Managers, and board of directors are the internal stakeholders. If Mercedes Benz is considered its internal stakeholders are Owners, Board of directors, managers, and workers. The general manager, HR manager, sales, and financial managers are also involved in the aspect.
2. External stakeholders: The parties who are interested but are not part of the company’s management. It gets indirectly affected by organisations work and is regarded as external stakeholders. The environment of business is formed by these external businesses (Steghöferl et al., 2018). External stakeholders are often acknowledged as secondary stakeholders. Suppliers, customers, and creditors are examples of external stakeholders. If Mercedes Benz is considered, consumers, government, suppliers, and competitors are its external stakeholders.
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[bookmark: _Toc48579102][bookmark: _Toc48579195]Figure3: Internal and External stakeholder of Mercedes Benz
(Source: Created by Author)
[bookmark: _Toc48579196]The way the company communicates with stakeholders
1. Scheduling meeting: This parameter is regarded as one of the essential stakeholder communication methods (Bourne, 2016). It helps to convey messages to a huge number of people. Mercedes Benz at first schedule meeting with its respective stakeholder.
2. Sending out a newsletter: The next step followed by Mercedes Benz is sending a newsletter to the stakeholders. A proper mail is sent with the help of the internet. The stakeholders who are not involved directly in the project can be involved in this way.
3. Online meeting: Nowadays as most of the companies are preferring digital platforms to promote their goods (Brennan and Merkl-Davies, 2018). Mercedes Benz is doing the same.  The company communicates with the stakeholder through online meetings. This helps to have interpersonal communication for a better understanding of the project. Being such a leading manufacturing company, Mercedes Benz makes all possible ways to have a proper digital conversation. As the company is expanded from a global perspective it is not possible every time to go to a specific location. This communication method saves the time of stakeholders and the company.
4. Projecting report summary: The next process is projecting the summary of the report to respective stakeholders (Brunton, Eweje and Taskin, 2017).Within a week or a month, the protocol is sent to stakeholders to have a detailed discussion on the concerned project. Mercedes Benz by following this way works confidentially.
5. Conference call: Another way of getting in touch with the stakeholders of Mercedes Benz is a conference call. Stakeholders have a detailed discussion over the conference where all project discussion is carried out.
6. Meeting on lunch: The most important communication way adopted by Mercedes Benz is the lunch meeting. The CEO of Mercedes Benz along with its stakeholders meets on lunch to have a final or progress discussion on the project. Face to face conversation is the best way of communicating, sharing ideas, and expressing views (Crilly, Hansen and Zollo, 2016). This makes the concerned company have an efficient decision for earning maximum revenue.
[bookmark: _Toc48579197]Impact of stakeholders on activities of marketing of the firm
Mercedes-Benz stakeholders have a huge impact on their marketing activities. The customer is an essential stakeholder has the power to bargain. Consumers have a huge influence on the company (Vitolla et al., 2019).The concerned firm needs to have a suitable relationship with the customer for significant market growth. If the employees are not treated well in the company then they might not provide a better quality of the product. So, Mercedes Benz needs to take better care of workers as their poor performance can make the company fall in danger.
The promotion and advertisement must attract customers and shareholders to have a positive influence. If the investors gain loss due to marketing techniques then they might not invest in the stated firm. If proper supply management is not maintained then there might be a problem in case of delivering the product at the correct point of time. So, the company needs to target the right market with influential strategies to get a positive response from the stakeholders. This might make the firm overall all possible hurdles and gain profitable income.


[bookmark: _Toc48579198]Conclusion 
Based on the above discussion, marketing plays a significant role in managing the customer’s value. Through significant marketing, customers are made aware of the product to satisfy their wants. Mercedes Benz follows certain marketing techniques to stay with customers and gain profitable expansion. It is also known that branding helps the company to be significant and earn more customer loyalty. Not only education but it adds value to manage expectations of reliable customers. There are different stakeholders like owners, employees, customers, and suppliers of Mercedes Benz. The company follows a specific meeting way with the stakeholders to carry out the project in an efficient way. There are some positive as well as negative impacts on stakeholders on Mercedes Benz. This makes the company work harder for resolving issues and earns more revenue.
[bookmark: _Toc48579199]Recommendation 
1. Suitable relation with the stakeholders: Mercedes Benz is recommended to have a sustainable relationship with its stakeholders. It will help the firm to have a positive impact on stakeholders and gain their trust.
2. Innovation: Advantage technology must be used in designing the model of cars and vans to satisfy customers' wants. Innovation will help Mercedes Benz to provide better services compared to its competitors. This will help the firm to gain more profitable income and strengthen its position in the global market.
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Appendices 
Appendix 1: The Ansoff Matrix
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(Source : https://upload.wikimedia.org/wikipedia/commons/b/bc/Ansoff_Matrix.JPG)
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