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Introduction 
Marketing can continue to add value by building a logo that contains messaging and images to include all marketing operations. A reliable brand builds trust and can reflect any organization in time. Stakeholders provide logistical and financial assistance to corporations. Stakeholders include people with a stake in the company, from staff to regular customers and investors. They increase the community of people who care for their company's well-being and minimize entrepreneurship by making the enterprise less isolated. The purpose of the essay is to discuss the marketing fundamentals of PepsiCo UK. Here the topic of analysis is the role of marketing in creating customer value, marketing process, discussion of marketing roles etc. Besides these, there is also discussion about the stakeholder of PepsiCo, the definition of stakeholder, external and internal stakeholders and their impact on the marketing activities of PepsiCo.
Since very long ago, PepsiCo UK has become a respectable multinational. It's a business with Fortune 500. It works under different titles for almost 120 years. They have many famous brands that have a global market. They are primarily used for food production and drinks. The headquarters of the organization are located in New York, UK. It has 267,000 staff worldwide. 

The role of marketing in creating value for customers
Definition of the marketing process and include a diagram 
A marketing process is what contributes to value creation and profit generation. The marketing activity can be effective with a range of acts. These activities are discussed here. At first, analyses help define business opportunities and provide a good overview of the marketing landscape. These variables are analysed using various methods. For instance, 5Cs analysis covering the domains of businesses, clients, partners, competitors and climate (Kotler and Armstrong, 2017). Marketing policy entails the creation of a comprehensive marketing campaign that can aim to take advantage of such perceived opportunities. Planning on the marketing mix offers the company an opportunity to achieve such results by managing aspects of this approach. The approach of a marketing mix involves a decision on product creation, pricing, spending decisions, advertising decisions. Finally, everything is tracked and regulated by the alignment of the marketing mix with the outcome perceived.
How segmentation, targeting and positioning is done in general and the role of value creation of this model for your company 
Segmenting: PepsiCo segments their market by the common four parameters. These are geographic segmentation, demographic segmentation, psychographic segmentation and behavioural segmentation (Caicedo et al., 2019). In the total market segment of PepsiCo, there are different types of people. These segments are like the below. 
	Possible living location  
	Income level
(monthly income)
	Age range
	Psychological preferences
	Behavioural aspects

	Local, international, urban, rural
	$0-$50
$50-$100
Above $100 

	10 – 15
15 – 20 
20 – 25
25-30
30-40
40-45
Above 45
	Working-class, middle class and upper class, aspirer, succeeder, explorer
	Hardcore loyal and Softcore loyal, refreshment, enjoying the good taste, the satisfaction of a habit, spending time, easygoing



Targeting: PepsiCo targets people of local, global areas with monthly income more than $50, age ranges from 15 to 45, working-class, middle class and upper class, explorer people. These are the best segment for the value creation of PepsiCo. 
	Possible living location  
	Income level
(monthly income)
	Age range
	Psychological preferences
	Behavioural aspects

	Local, international, urban, rural
	$50-$100
Above $100 

	15 – 20 
20 – 25
25-30
30-40
40-45
	Working-class, middle class and upper class, explorer
	Hardcore loyal and Softcore loyal, refreshment, enjoying good taste



Positioning: The company has retained its position through an appreciation of the customer's psyche, quality assurance, creativity in goods, expanding their stock base, taking economic conditions into account and intensive and jazzy advertising (Silvano, 2019).
Discuss the role of marketing in general
For both forms of company or organization, marketing has three roles in particular. They define, satisfy and maintain consumers through a long-term partnership. The consumer identity requires the company in knowing the overall importance of the customer which is what the company needs and what the company wishes to offer (Cheung and McColl-Kennedy, 2019). This segment is mostly about consumer targeting and creating a proper campaign strategy to successfully attract these consumers. Then happiness is achieved by the client. The best product and service should be placed promptly to the right consumer. The company must ensure that its offerings are satisfied with its consumers in this phase. Other than these marketing also research the market to target appropriate market segments. It also researches the customers’ perceived product design. It communicates with the customers via promotional strategies. Lastly, marketing leads to increasing sales so that PepsiCo can make more profit (De Luca et al., 2020).

Discuss how customer values are created 
Customer value is created in many ways by marketing. There are different orientations for that. These are the production orientation, product orientation, marketing orientation etc. In production-oriented companies, solely focus on the production process and minimises the cost of production to the utmost level. In this way, they can make the optimum profit from their products. So, their sales generate more profit. In product orientated companies, solely focus on the product itself. It is like, they try to make the product in the highest quality possible to satisfy the customers. 
After ensuring the quality of the product they set a price of the product in a way that customers will become keen to buy the product so the company can make a profit. In marketing-oriented companies, they try to focus on the market, its need and demand, customers’ perceived product type and quality, how they want to get it and how much they are willing to pay for a particular product (Zhang, Gu and Jahromi, 2019). In this way, these companies find the market gap and try to fulfil it. This orientation is better than any other orientations as people are being researched here. Their need and demand are researched here. Based on that, companies make products, set product quality and products price etc. So that this is the best way to come closer to the customers and satisfy them. 
Marketing roles that create value and how they create value 
Marketing has many roles which help to create value by pursuing customers, figure out their needs and fulfil them. These roles include market research, identifying consumer needs, promotion, defining and managing brands, conducting promotional campaigns, preparing promotional contents, trend tracking and monitoring competition etc. The below discussion shows how these create value.
Market research: Many types of people consists of the market. PepsiCo must consider who wants a product and why it requires to appropriately put itself in every market. They have to consider where and when people shop and how they use those items. The scale and diversity of a customer base will ultimately decide how an organization seeks to fulfil its requirements. PepsiCo would then carry out consumer analysis and raise concerns to shed light about how they can go (Gunawan and Wahyuni, 2018). So, detecting the market need and taking necessary marketing steps according to its market research help creating value.
Identifying consumer needs: PepsiCo tries to create value which is both for the business itself and for the customers too. Value is created for them when profit is generated and value is created for the customers when the customers get their desired products. So, to both ends to create customer value businesses need to know what customers are lacking now, what is the market gap. If businesses do not know the needs of customers value cannot be created. So to create value for both businesses need to identify the need of customers’ desire for the type of products or services, their perceived quality etc. 
Promotion: The main aim of a promotion is to distinguish PepsiCo from its rivals. If there is no rivalry, no organization would ever have to conduct promotions. Businesses remain ahead of rivals and continue to do business with clients. PepsiCo offers comparable goods or services, the only way to ensure that consumers can purchase a specific offer from their own companies. Naturally, by using many advertisement and marketing strategies, it is also important for people to spoken about promotion.
Defining and managing brands: Marketing activities help defining and managing brands. Defining brands create a unique identity of the business so that the customers stick to the business. And managing it helps in creating value. In the brands that empower them, consumers find value in it. These brands solve the needs of consumers. They minimize obstacles, remove stress, alleviate anxiety and decrease terror (Beverland, 2021). Their mind becomes calm. Benefits that allow customers to solve the trouble. 
Conducting promotional campaigns: Marketing campaigns are great for targeting consumers, customers and employees. They may be the change of game that guarantees meetings or prospects with clients. Campaigns of several touchpoints can get more interest than a single commercial. PepsiCo must break through the turbulence if their products are promoted, and publicity campaigns will encourage them to do so. By promotional campaigns, businesses get the chance to inform the customers about their offerings. Customers get the attention of the business. So in this way, conducting promotional campaigns create value.
Preparing promotional contents: Promotion is done by the promotional contents which is the role of marketing too. Content marketing is employed with the overall objective of generating real consumer involvement to reach a particular target demographic. PepsiCo should want to adjust the customer's behaviour against their business and improve it positively with the use of content marketing (Grover et al, 2018). They will be able to attain their interest and pursue through if you regularly provide useful knowledge to the clients.
Trend tracking: Trend analysis tools allow researchers to make appropriate comparisons over sometime between two or more companies. In conjunction with other associated entities, it helps to consider the successes or shortcomings of a single entity. It helps in tracking the market trend. If the trend is not tracked properly there is a strong chance remains that the customers might shift to other companies’ products or new types of products of other companies. So trend tracking is important here which creates value. 


Stakeholder engagement and their impact on the marketing activities of an organisation
Define a stakeholder 
A stakeholder is a person with an interest in a corporation and may influence or influence the company (Makady et al., 2017). Investors, staff, consumers and vendors of a traditional business are the key stakeholders. However, the definition has been expanded to cover societies, legislatures and trade associations with a growing commitment to corporate social responsibility. Internal and external stakeholders are two types of stakeholders that can be within an organisation. For many factors, stakeholders are essential. They are significant for internal stakeholders, as their activities depend on their ability to work together to achieve the objectives of the organization. On the other hand, external stakeholders will implicitly influence the business. 
Provide definitions of internal and external stakeholders and provide some examples of your company’s internal and external stakeholders
According to Marshall (2018), internal stakeholders are individuals with a direct connection as an asset in a business, such as employment, ownership or investments. External stakeholders are those that don't deal with a corporation explicitly but are mostly influenced by the company's decisions and results. 
For PepsiCo, the internal stakeholders are the employees, managers, the board of directors. They keep the interest of the company from being inside of the company. They influence the company greatly by the relevant activities. Employees try to do their job best for PepsiCo’s success, Managers direct employees and manage all other activities, the board of directors makes long term plans for PepsiCo (Frank, 2020). Internal stakeholders are owners who are influenced greatly by the relevant business and its results. In the absence of 5 per cent funding and a major impact, for example, of a risk capital company investing $6 million in a plant, the firm is an internal stakeholder in the company. The return on the investment of the venture capitalist company depends on the success or loss of the start-up, which means the company has its benefit.
The external stakeholder of PepsiCo is the customers, communities, investors and governments. They are parties out of the company but holds an interest in the company. Like, customers want good products, investors want to profit from PepsiCo, the government wants tax etc. External stakeholders have no clear involvement with the organization, unlike internal stakeholders. e.g., the position of a business is called an external stakeholder as it reaches the permitted emissions cap and is impacted by the additional contamination.
[image: ]
Figure 1: Mendelow's stakeholder matrix of PepsiCo
(Leleuxb and Van der Kaaij, 2018)
State how the company communicates with their stakeholders and how the stakeholders impact the marketing activities of your chosen company
PepsiCo regularly communicates with its stakeholders. The company does it by different means. For example, they communicate with their internal stakeholders by internal channels. Their internal stakeholders are the employees, managers and board of directors. The communication here is done by the chain of commands. Employees communicate with the managers and the managers communicate with the board of directors. All work for PepsiCo’s betterment (Lim and Greenwood, 2017). Their external stakeholders are the customers, investors, communities and the government. The company maintains communication with these parties in different ways. PepsiCo communicates with the customers by promotional strategies via different media. They communicate with investors through different programs, annual meetings. They communicate with the community through CSR programs. The company contacts the government through different programs of aggregate with other companies.
Stakeholders impact the marketing activities of PepsiCo in many ways as the marketing activities are done by the internal stakeholders and done for the external stakeholders. The employees work according to the marketing plan to make a profit for the company. The marketing managers conduct market research, make a strategic plan for marketing and different promotional strategies to pursue customers. The board of directors set the long-term plans for the business, on impacts on the total marketing plan. According to those plans marketing department works to implement those plans. 
The external stakeholders are those for whom marketing activities are targeted for. The external stakeholder of PepsiCo is the customers, communities, investors and governments. The customer-oriented marketing plan is a great example of that. Marketing activities are done for satisfying customers and fulfilling their needs (Chan and Oppong, 2017). So, the need, want of customers impacts the marketing activities extensively. As investors seek to profit from PepsiCo, the company tries to generate more profit by boosting its sales through marketing activities. So that marketing tasks have sales targets that need to be fulfilled. 
Different governmental organisations are also marketing is targeted for. If the government impose any rules for the promotional methods PepsiCo needs to plan their marketing strategies according to that. Governments may interfere by delivering rescue services when businesses or whole economic segments flail or attempt to disrupt the entire economic structure. Governments can establish incentives, tax and donate cash or tariffs to an industry, add taxes on profits products to raise prices and make home products more attractive. Higher taxes and charges and higher legislation may hinder PepsiCo.




Conclusion 
PepsiCo is targeting the local, national, adventurer population with a monthly revenue above $50, aged 15-45, working-class, middle- and upper-class. This is PepsiCo's greatest value-generation segment. The organization has maintained its role by understanding the psychology of the consumer, promising consistency, ingenuity in products etc. These entail market analysis, audience identification requirements, advertising, brand definition and management, promotional strategies, promotional marketing preparation, trend forecasting and competition monitoring, etc. For PepsiCo, the staff, administrators and managing directors are the internal owners. They prevent the company's attention from being in the business. Customers, societies, partners and governments are external players of PepsiCo.
PepsiCo is doing great with their marketing activities. They are creating seamless value for both them and the customers also. The company is very much active in performing its marketing roles to persuade its targeted customer segments properly. Their STP strategy is good enough to support their marketing activities. Through this PepsiCo will be able to implement its marketing mix strategies too. This denotes that the value creation process will be much effective here. They are managing both their internal and external stakeholders. As stakeholders have an interest in the company, they will be able to satisfy and inform them of the company’s good outcomes. The positive impact of the stakeholders then will be focused on marketing activities more. 
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