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Topic: “The role of marketing in creating value for customers. Stakeholder engagement and their impact on the marketing activities of an organisation”
[bookmark: _heading=h.gjdgxs]Introduction

Marketing is an important part of an organisation which helps to present and to create awareness regarding any product or services of the company. In any organisation, the role of marketing cannot be denied as the overall profitability and market performance are solely dependent on the marketing activity of the company as well. This essay aims to analyse the specific role of marketing in relation to create value for the consumers in the market. Along with this, this essay focuses on the analysis of stakeholder engagement and their overall influence on the different marketing activities of an organisation. For this discussion, Asos Plc has been considered as a reference. The organisation has come into existence in 2000 and it has headquartered in London UK. According to recent data, Asos Plc has 23.4 million customers as of 2020. Additionally, the fashion brand has witnessed a rise in the self figure by 19% in 2020, as compared to that of 2019 (asosplc, 2021).
[bookmark: _heading=h.30j0zll]Main body
The concept of marketing can be defined as a set of activities performed by various organisations that ensure proper channel for creating product value to the consumers. In addition to that, with the help of marketing activities, organisations can reach their customers, communicate with them and deliver the products that consumers need effectively. According to Shin (2017), a smart definition of marketing can be provided as the process of satisfying the needs of the stakeholder rsethically and profitability is known as marketing. For any business, multiple types of roles are there in relation to the marketing activities and the function of an organisation. The following discussion will continue exploring the various roles associated with marketing in the way of creating value for the consumers.
As commented by Anderson et al. (2019), the role of marketing is associated with the process of predicting and analysing the future demand in the market. The preference of the consumer and consumer behaviour is dynamic and ever-changing. Therefore, predicting and identifying the needs of the consumer for the future gives an additional age to the business organisation for creating value for the customers. For example, due to the increasing preference of the consumer in relation to sustainable clothing and eco-friendly packaging of the products along with the approach of the government regarding the protection of the environment, Asos Plc has focused on offering sustainable clothing for the people (asos.com, 2020). 
The primary role of marketing is to identify its potential customers to sell its products to its customers. With the identification of the customers, the management team of the Asos PLc can analyse the demands of the targeted customers according to their demographic and psychographic situation. This process will help this brand to add more clothes within their services to meet the requirements of segmented customers. This process denoted that at the time of performing marketing operations the management team of this company is focusing on meeting the needs as well as demands of their potential customers. Through the fulfilment of customer demands, this company can satisfy its customers by offering their desired products. Therefore, the presence of customer satisfaction towards the products and services of Asos Plc delivers an opportunity in front of them to retain maximum customers within their service area. This process results in an increasing number of customers based on developed sales graphs. In that case it can be noted that, presence of clear view regarding the products and delivery of required products to the customers crates values for customers. Thus, it helps this company to manage its customer services effectively and successfully based on its effective marketing operations. 
In continuation to the above discussion, it can be further explained that effectiveness of the marketing of organisation latest to the creation of competitive advantage in the market. According to Martin et al. (2020), the marketing capabilities of an organisation are considered as the source of competitiveness in the business. It has further confirmed that the efficiency of the marketing activities places an intermediate role for international entrepreneurship as well as for the existing companies. According to Hendriksz (2017), multiple regions are there behind the recent success of the organisation and discussion. Among them, the inclination towards embracing new is the main functionality of this organisation. The specific strategy of Asos Plc has provided a huge competitive advantage in its operational region. The main role that marketing has played behind this has been the creation of competitive advantage, which has been a foundation of the company’s marketing. With new ideas, value creation to the consumer has become more frequent and easier.
Brand equity is another important variable for any organisation as this particular entity is associated with the overall popularity and the acceptance of the specific brand in the marketplace. The specific factor is associated with overcoming intense competition and rivalry. As stated by Llopis-Amorós et al. (2018), the role of Marketing Communication can be identified through the development and generation of brand equity on behalf of the specific organisation. Development of brand equity results in the creation of better value to the consumer as the consumer can perceive the product of the services offered by a specific company in a better way with the advancement of the marketing activities. As reported by Hendriksz (2017), the specific role of marketing has been highly incorporative for Asos Plc. The main reason is that like all other discount fashion brands in the UK, Asos has not focused on pricing. On contrary, it has focused on quality and exclusivity. Hence, this particular marketing strategy has supported the company in creating better value to the consumer, which has been effective in creating higher sales volume even if the pricing of any specific product is higher than the market standard.
In addition to the above, the role of marketing for the creation of value to the consumer is also associated with relationship marketing and effective both way communication. The Video Marketing department of any organisation of a business entity helps in establishing a decent relationship with the consumer so that the end-user of the product or the services can directly communicate to the brand in case any difficulty or shortcoming is faced. Henceforth, this particular role of marketing lines in the creation of brand loyalty and connection with the consumers. For example, in the UK fashion retail industry, there are multiple options such as Zara, H&M, feature highly successful not only in the UK but also in the overseas market. However, despite all this success, Asos Plc has been able to retain a different position in the market only due to the valuation of the customers.
In continuation to the discussion in the affection regarding the role of marketing for the consumer value creation, it can be mention that efficiency of the marketing department also helps an organisation to represent its strength and weakness. Therefore, the organisation can opt for better and compatible strategic option to gain market preference. Thereby, the process of value creation in the market can be justified. In the case of Asos Plc, the motto of the organisation has been dedicated to offer better quality and establish superior brand equity. Thereby, from the study of Hendriksz (2017), it can be identified that the company has been so successful in creating value among the customer group due to their superior quality and effective performance in meeting the marketing roles.
Several academic theory models can be introduced in this discussion in reference to the marketing and valuation of the consumer for any business. The motivation theory of Maslow speaks of human intention and motivation behind any specific activity. As commented by Lussier (2019), the hierarchy of human names is highly helpful for resonating the different dimensions of consumer behaviour for the managers and the corporate personnel. There are 5 basic factors ascertained in the specific theory model, which are esteem need, safety need, need for self-actualisation, physiological need and the need for love and belongingness. In the case of marketing, the mean aspect of marketing for the creation of value to the consumer is associated with meeting the specific needs of the customer group. Through the management of specific needs of customers, the management teams of companies manage healthy relationships with consumers. In that case, they focus on the management of effective customer services by offering safe and proper clothing options to the customers. In the case of the organisation in this discussion, the specific company has been able to construct a better bonding meeting the needs of the consumer and therefore in spite of higher pricing the company has been selling products quite uninterruptedly.
Additionally, the marketing mix tool is another important component of a company. The marketing mix is associated with 7 basic variables such as product, people, place, physical evidence, price, promotion and process (Pomering, 2017). Better composition of the product helps the marketing department to create brand awareness and value among the customer group. In the case of Asos Plc, the product offerings are limited to fashion components such as clothing and other accessories. In the case of place, the brand is dedicated to offering more importance to the UK market. In terms of process and pricing, the fashion brand does not compromise with quality. This has resulted in a slightly higher pricing option for equivalent products offered in the market. However, the role of marketing officers has been a focus on quality and versatility. Hence, the resultant of this marketing has lead to better value creation for the consumer.
In the view of any organisation, stakeholders are the indispensable parts of an organisation. The term – stakeholder can be characterised as a group of people who indirectly or directly influence the project activities of a firm. As stated by Fairhurst and Lusinga (2020), it is a widely accepted fact that stakeholders can take a crucial part in turning around an entire organisation. In a corporate attire of an organisation, stakeholders can be segmented into two kinds such as external and internal stakeholders. Internal stakeholders are employees, management, administration and others, whereas the external stakeholders can be exclusively identified as the competitors, consumers, government and others. Stakeholders have a crucial impact on the various business operations of any organisation such as Asos Plc. The following discussion would cover the ascendancy of the identified group of stakeholders vividly.
The internal stakeholders can be demonstrated as the group of people, who have direct connection with the business entity and work within the company. Among the referred list of internal stakeholders, the administration offers more credibility in the improvisation of the rules and regulations of a company. In the case of Asos Plc, the administration department holds the accountability of incorporation and amendment of the existing regulations for the marketing department extensively. On the basis of the same, the concerned marketing team schedule and plan its activities. From the stakeholders' management theory, it can be confirmed that the administration department has a high level of power and interest in the marketing department and its approaches. Hence, comes the management of an organisation, which is the second-highest authority after administration. All the regulations and the clauses indicated by the administration are managed by the management team of the firm. This particular group of stakeholders are accountable for the monitoring and implementation of the regulations. 
The management team teams up with the marketing section of Asos and let them stay aware of the latest clauses and rules so that the marketing can be done seamlessly staying under the predefined limits. Similar to that of the administration team, the management groups of stakeholders also hold the responsibility of marketing management and have great indulgence in every step and preparation of the concerned team. In the case of the third group of stakeholders for an organisation, employees are a crucial and important part. Employees have a higher level of interest yet moderate to low power. All the regulations rules and related conditions imposed from the end of management and administration are followed by the employees. For example, during 2020, Asos Plc has targeted a specific social media platform – Tok-tok with a hashtag in use  (Wightman-Stone, 2020). Such kind of decisions is made from the end of the management team of the marketing department, where the influence is given from upper management and administration body in Asos.
Adequate support and motivation of the employees and their satisfaction are crucial for the uninterrupted operations and active participation of the marketing team for business promotion. Employees Run the entire department and are accountable for each and every step and active approaches taken from the end of the marketing department. As discussed by Pitt et al. (2019), marketing activities are so sweet with brand engagement and brand equity management. Employees as stakeholders are highly exponent shall m delivering target performance and overall intended growth. Hence, the immense impact can be apprehended from the end of the employees as an internal stakeholder of an organisation.
External stakeholders of a company can be characterised as a group of entities, who do no have any direct connection with the company. However, the failure, success and the overall activities of the firm have huge impact on their personal interest (Marques et al., 2019). Within this context, it can be mentioned that, stakeholder matrix and analysis can be one of the effective tools, which helps in the adoption of proper analysis regarding the stakeholders of the company within its business. Therefore, it also can help in the measurement of the power of stakeholders in the successful completion or easy running of organisational works. In the exposure of the external stakeholders' group, the government is the biggest influential category for any marketing related activity for the operation of an organisation. Government is the highest administrative body of a country and the particular entity amends regulations and law considering the importance and benefit of the identified group of people or business. Therefore, meeting the expectation of the government from the end of the marketing department is one of the most important parts. Therefore, in terms of power and interest, the government holds the highest level of power, as in the case of the marketing department, if it fails to stand along with the basic guidelines of the government, the entire program can be suspended. This has Amazon impact on the difference in the overall marketing agent of Asos Plc in different locations countrywide.  
Consumers are the drivers of any business and its overall stability in the market. The end-users of any company on the consumer; hence, meeting the needs of the consumers and amending the entire business module along with their practice depending on the consumer’s preferences act as beneficial for the company. The likes and dislikes of the community of the consumers can influence in shaping the marketing activities of a company. For example, in 2019, Asos Plc had tweeted its new range of offerings for men – cropped shirt and asked the followers to share their views (Hammett, 2019). Particular product has been heavily criticised over the internet and people have shown their negative opinion on this kind of clothing. Hence, the failure of the marketing team has been witnessed and the brand has to reconsider offered before it reaches the store for community and mass selling. Therefore, it can be concluded that the customer group has a huge impact on the marketing activities of Asos Plc.
The above discussion shows the proof of the claimed fact. Customers can drive the dynamics of the marketing activity once they like any specific advertisement in this can increase the sales volume tremendously. On the other hand, once any particular advertising activity is not preferred by the consumer group, the marketing team can face backlash and huge criticism, which may further affect the brand popularity of the entire organisation. In a similar dynamic, the impact of the competitors in the market on the marketing team of an organisation can never be ignored. The marketing team has another important responsibility of conducting market research and assessing their important information and knowledge in relation to what the competitors are currently doing and what latest things are going to be launched in recent time. Based on the market research the marketing team adopt new strategies and opt for effective implementation of the planned agenda so that the brand can stay ahead of the competition and the brand awareness among the consumers stay viable.
In addition to the above, the creditors and the investors of a company are also a set of external stakeholders (Spacey, 2017). These groups of individuals are accountable for the financial aspects of the company. Their overall investment and the support to the company influence the capability of the marketing department largely due to the budget factor. Thus, this particular external group despite having low interest holds huge power on the marketing operations of companies such as Asos Plc.
For example, Zara, Burberry, H&M have started to promote sustainable clothing and eco-friendly packaging options for the end-users. The major reason behind such an agenda is the fact of increasing awareness on behalf of environmental protection and safeguarding of biodiversity during covid-19. as an impact of this specific strategy, the organisation in discussion – Asos Plc has also adopted a new strategy for selling sustainable clothes in the market (Scott, 2018). Therefore, the rivals in the market and the competitors of the same industry can inspire and influence specific brands in their various marketing activities and changing the dynamics of the operations effectively. The discuss example shows the impact of these specific external stakeholders in the modification of the existing marketing strategy of Asos Plc.
[bookmark: _heading=h.1fob9te]Conclusion
For any organisation and its success in the competitive genre of the market, the efficiency of the marketing department performs the most vital task on behalf of the organisation. To study has concluded that the marketing department in the face of an organisation as the specific department reaches the customer and the target consumer group directly with its innovative and exciting strategies for product promotion and advertising purpose. Identify the various process and stages of marketing, which includes 5 basic stages as marketing mission, planning, marketing mix, monitoring and evaluation. The process of marketing covers the various small steps and stages via the mission statement is finalising the recruitment of the intended and important members are done. Additionally, the marketing mix is fixed best on the product and proper planning is made for the product promotion. Thereby, this essay has further focused on the identification of the crucial stakeholders, where it has been identified that the management, administration and the employees are the internal stakeholders whereas government, consumer and the competitors are the external stakeholders. It has been further concluded that all the identified categories of stakeholders have huge contribution and influence in different stages of marketing activities.
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