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According to Liu (2017) the field of study which investigates the conditions and laws affecting the distribution of commodities and services. It is the institutionalized function of providing
Consumers with goods for their use”. In building value for the customers, it plays an essential role. In current scenario, digital marketing is very much in use. In every company, stakeholders hold a hefty position, as they are the pillars of every organization. Just like any other process, they also heavily influence marketing. In the following essay, the discussion will focus on the e of the marketingng department in the process of value creation for the business and how Stakeholders’ plays a critical roles in the marketing process of the confectionery company Cadbury.
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Discussion
[bookmark: _bl77zgy873an][bookmark: _Toc48126044]Cadbury is an international British confectionary company that started its journey in 1824 in Birmingham. The company started under the hands on John Cadbury is currently the second largest confectionary brand in the world. It’s most popular product Cadbury Dairy Milk was launched in 1905 and still is popular among the masses (Cadbury, 2020). Being the leading firm, the marketing department plays a significant role in the process of value creation for its consumers. Apart from that, all the key stakeholders, both internal as well as the external plays a critical role in the process of marketing decission making process of the company.
The process of “marketing” can be defined as a series of activities followed by different business organisations irrespective of the sectors in which it is operating in order to create communicate and deliver offers to their customers who can add value to them at a large scale (American Marketing Association, 2020). It is what business organizations use to attract potential customers. Marketing is the field of study in which the customer’s wants and needs are monitored or carefully looked through to assess what is exactly needed in the market. It includes a vast number of activities, which are used to bring the product in front of the customers in such a light that it displays the products as a thing that is valuable in their daily lives (Keygan and Rowley, 2017). Celebrities are often used to endorse a product to increase reach in public platforms, the use of catchy slogans or graphic packaging is also a good marketing strategy. According to Baker and Hart (2016), the first chair of “marketing” was established in the 1880s at the Wharton Business School but the modern marketing appeared only after the Second World War. 
In Today’s market, the customer has many options and little loyalty to spare. To stay up and running, the companies need to put value in everything to appeal to its customers. Customer value is defined by the satisfaction a customer feels as a result after committing an action (The Marketing Study Guide, 2020). According to Essam et al. (2018) “value” is not only about practical things, at times it is about social or emotional factors, the concept of it is very abstract. The action is commonly purchasing something but at times; it can be voting for something or signing up for something. To achieve this satisfaction the customer has to give something like - money, time, and knowledge. Everything inside an organization has a direct link to customer value. Customer service, marketing, sales, sourcing even HR has an essential role in creating customer value. Overall, the efforts an organization puts in its products should resound to its customers and that will build the customers perceptions (Payne et al., 2017). An organization should always remember a customer buys products according to their liking and not according to the company’s liking. The company’s goal should be making its products more appealing to the masses (Harvard Business Review, 2020). In relation to the development of the customer value, the marketing departments play an essential role and take up certain activities to do so. For example, marketing department of Cadbury sets up a price that makes the customer thinks that what they are receiving from the company in terms of quality, Varity as well  volume are either at par or more in comparison to what they are paying to get the same. This is helping Cadbury to create value and remain at a higher position in comparison to its competitors. At times, company reduces the price of the product or give the customer something extra for the exact same price or make the buying convenient for the customer. Another tactic marketing department uses to create value is giving the dealers new product to sell at a discounted rate to attract more people and add value in their business offerings.
The concept of “value proposition” is defined by the measurable benefits future customers can expect while buying a product or service. If it is done right, it differentiates the company in the competition. It usually influences potential customers to choose the company’s product or service over other companies that are present in the marketplace. It gives organizations a strong advantage in the competition making them stand out (Hassan, 2012). Field value assessment is often used to build customer value points and then customer value elements are generated (Harvard Business Review, 2020). A value proposition can apply to a whole organization or a part within an organization like customer accounts, products, or services. In its simplest definition, a value proposition is all about alleged value. It encourages a customer’s certainty in a product or service. An organization can be enriched with the best product to offer to the world. Marketing helps to attain a result because it promotes emotion or outcome rather than the product itself. This resounds within the customers, they understand what is being offered to them and can pinpoint the benefits. It makes a company prominent among its customers and sets it apart from its rivals. Through this the companies can present its customers the differences their products possess. It helps in creating value by forming a strong brand name by channelling brand’s message and vision in the market. Another way marketing creates value is by using testimonials from past customers that express satisfaction and it gives the potential customers social proof they need. Good marketing results in forging alliances and representation of strong relationships with existing clients create value for the company. According to Brief (2020) Cadbury’s value has been created through voluntary trade with customers; it has convinced its customers that its products are worth more than those of its competitors, and clearly their customers agree.”
However, if it does not communicate the value it is providing to the masses, the product could go unnoticed and that will ultimately decrease the profits. The product team is usually in charge of the process of creating a value proposition, with heavy input from other departments like marketing, customer support, sales. The key factors to focus on are decided by a mix of product and viewpoints of the customers (Baumann et al., 2017).The companies can make value propositions but consumers participate in co-producing the value (Ayvari and Jyrama, 2017).
Cadbury Company had a large portfolio but it was quite evident that all of its products were not contributing to its overall profit. Also the company started being unpopular among shareholders solely because of its size. Company’s approach at first was scale-driven where they focused on expanding their business which later became value-driven. They focused on their customers, their consumers were children and their main buyers were parents. They realized it would not be possible to survive on just a good reputation or brand image. They assessed the fact that children like fun and they need to brush up their products once in a while a stay relevant. They changed wrapper designs or sizes to make it visually attractive among children. The challenge that Cadbury faced in this area was promote to its product in a cost sufficient manner. With a range of huge products comes advertising cost (Business Case Studies, 2019). To create a good “value proposition” any company should follow certain steps. Firstly, the company should recognize the key values; according to Verhouf and Lemon (2016), “Customer Value Management” comes with many lessons. They are it improves business performance, helps understand customer service better, puts importance on customer life value, invest in customer intelligence and others. It is a way of measuring a consumers’ interpretation of the apparent “value for money” delivered comparatively to that of their rivals’ customers. It is often labelled as “Customer Value Added” approach. There are many reasons why a company should use “Customer Value Management”. It functions as an influential business device as it associates customers to Key Performing Indicators in a straight line measuring the motivators of purchasing behaviour. It also studies the effect these have upon delivering “Key Performing Indicators” (Zeitham et al., 2020). Market share, profit and loss, reference is different Key Performing Indicators that have a relation with CMV. There’s a very strong relationship between Customer Value Management and the customer’s inclination to recommend the product to others. There I s also an optimistic influence on growing the share of wallet of that consumer. Customer Value Management is mainly defined by two things - distributing higher value to targeted market sections and getting a reasonable return for the value delivered (Rintamaki, 2016).
“Value chain analysis” is a procedure where a firm classifies its “primary and support activities” that add value in the finished products and then analyse these happenings to decrease costs or increase variation. “Value chain” signifies the in-house operation of a firm engages in when it is “transforming inputs into outputs. “Porter designs the “value chain model” in 1985. The process of “Value chain repreSends all kind of internal business process of an organisation that is required to produce finish products. The process of “Value Chain” is shaped of primary activities that add value to the final product directly and sustenance activities, which helps to add or offer values to the consumers (Purcell et al., 2017). The value chain model includes two significant components, namely primary and support activities. The primary activities includes inbound logistics, operation, outbound logistics, marketing-sales and services (Simatupang et al., 2017) In any firm, the finished goods, and the outbound process involves delivery of the finished goods in the market. With the help of marketing process, the firm is promoting the product and attract consumers. The service part takes care about the after sales services, addressing customer queries and feedback in order to improve the quality of the same. The support services are helpful for the firm to generate value for the customers. It includes the function of different departments like HRM, process of procuring raw materials, use of technology and most importantly the structure of the firm (Mudambi and Puck, 2016). A proper collaboration and amalgamation between these support activities are necessary to make sure that the firm is able to deliver high degree of value to its customers.
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Figure 1: Value Chain Analysis
(Source: O’Cass and Wetzels, 2018)
In a business, stakeholders are the ones who either get affected by the overall outcome of the business of affects the business. In every business organisation, stakeholders are broadly categorise into two parts namely internal and external. The internal stakeholders are the ones who are within the firm and controls the busivess process. The external stakeholders are the individual or groups which are outside the firm but they either get affected by the performance of the company or can affect the performance as well (Hui, 2017). To analysis the significance of the stakeholders, the organisation often takes the help of power interest matrix. Based on the power of the stakeholders and interest they possess in the business, the top management categories all the stakeholders in a 2/2 matrix and based on which a details strategy has been designed. For the selected firm, that is the Cadbury, here is the specific power-interest matrix that the firm can follow: 
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Figure 2: Power-Interest Matrix
(Source: Created by Learner)
[bookmark: _GoBack]Based on the overall stakeholder analysis of the firm, it can be stated that the company must design appropriate strategy to manage these stakeholders in order to ensure high quality value proposition. For example, Government as the external stakeholder of the firm enjoys high power as the state set rules that the firm must follow iv terms of business operation, paying corporate tax, licensing fees and so on which is the source of income for the government. On the other hand, top management of the firm, the investors as well as the employees are the interval stakeholders who enjoy high power high interest in the business. The business value generated by the firm is important to achieve high degree of profit for the company, which is significant for the entire three stakeholders, which are grouped in this segment. Customers are the external stakeholders with both low power and low interest as the organisation performance does not have direct impact on them and them not able to play a key role in any form of decision making. Based on this analysis the firm is able to design its stakeholder management approach, which is important in managing and generating quality customer value.
Both forms of stakeholders are playing a significant role in the process of marketing management. Internal stakeholders like employees and the top management are playing a key role in the process of marketing management. The top management of the firm set the overall business goal and accordingly design the business to active the same. Keeping in mind the present market scenario, customer buying habit the top management design a detail market strategy which is essential to develop appropriate market strategy. The employees are also playing a significant role as the stakeholder who plays a key part in the marketing process. Employees of the firm are directly associated with the sales and promotion of the product which is the key behind the overall process of marketing development (Hui, 2017).
Among the external stakeholders, the key player is the investors. As they invest money in the business of Cadbury, this group has a significant role to play in the decision making process. The process of marketing and strategies associated with the same play a vital role in not only adding value but at the same time increase the overall profit and revenue of the fir. This is necessary for the stakeholders as they invested fund in the business. Hence the stakeholders often gives their inputs in the process of marketing decission making, branding, advertising and promotion process which are the key behind overall process of value generation as well. The government not have any say in the process of marketing decission, but rules regulation related to safe environment policy, waste management often indirectly controls the marketing strategy and decission making in companies like Cadbury. As all the products are covered with paper cover, and government is issuing environment safety policy, it is important for the firm to follow the same.  (Rintamäki, 2016). Suppliers as the external stakeholders cannot control the process of marketing or create impact on the marketing strategy making of the companies like Cadbury. Customers although have low power and medium interest iv the business of the firm like Cadbury but the process of marketing is indirectly controlled by them, especially strategy and approach. Based on their changing demand, buying behaviour, companies like Cadbury finalise its marketing approach. Hence it can be stated that the impact of the customers as a stakeholder is indirect. 
[bookmark: _xglkkjsn4rgj][bookmark: _Toc48126045][bookmark: _Toc48127967]
Conclusion
In a company marketing department plays an important role while creating value. The stakeholders work on delivering that value. Marketing puts the company out there and stakeholders help in keeping it there. Both the departments are interrelated and they work together in order to make a company work. In order to design an appropriate value chain model, it is necessary for the firm to make sure that it is focusing on appropriate correlating with the marketing model which is one of the key aspects associated with the overall process of value creation. It is necessary for the firm to make sure that it is using the overall process of marketing management appropriately in order to improve the process of value creation. Apart from that, appropriate stakeholder analysis is also helpful to contribute properly in the process of business value creation.
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