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· The role of marketing in creating value for customers.

· Stakeholder engagement and their impact on the marketing activities of an organisation.


                      

Introduction 
Marketing used to rotate with four components such as place, promotion, price, and product. Channels and tactics change are also a fundamental component of marketing. Product is the cause and base of marketing for every organization. Every company used to sell its services or products through various ways of marketing. The consumer used to purchase the services or products from the companies. In this context, the product is the key component of every business and marketing is the main vehicle of sales to gain revenue. Marketing used to create value for the consumers and this is the main role of marketing. The stakeholder engagement and its effect on the marketing movements of Sony have been critically evaluated and analyzed in this essay. The stakeholder engagement in Sony has been critically analyzed in this essay vividly. Marketing is highly crucial for the business growth of any company and every company is using a marketing process for business growth.
Marketing is the process to sell the services and products and it is running from the last hundred years. Product or service is the key component for all business organizations that is called the heart of a company. Price is the other key component for an organization that is highly crucial for business revenue growth (Chi, 2016). The place of the business is also a fundamental factor for a business and its growth. These three aspects are correlated with promotion and the other name of the promotion is marketing. Effective marketing is highly dependent on accurate product, effective price, and also in a proper place.

Marketing to create value for the customer
The business organizations are creating value for the customers through various ways of marketing. The companies are creating values for the customers in several manners. The marketers are introducing several methods to create value for the customers that are attracting the consumers to that company. A company should enhance a strong bonding between its brand and the targeted audience for gaining the love and trust of the customers. The company should provide quality products and exceptional services to its consumers. The ethics and transparency of an organization are the most fundamental component to create a strong relationship with the customers. The customers can believe in that brand by closing their eyes. This can be a great relationship with the customers and the company (Paul et al., 2018). The companies should provide discounts on their services or products that are more lucrative and attractive for the consumers. The high-spending consumers should get discounts on their purchasing amount so that customers can feel their value for that company. The consumers should get discounts on multiple purchases that can be helpful to motivate that customer for repeating their purchase. The companies should provide discounts on the holidays that can be more effective to create value for the customers and to boost their sales. The companies can introduce special offers for their special customers. Gifts and gratitude are also more effective to create value for the customers (Kyriakopoulos, Hughes and Hughes, 2016). The free coupons, gifts, bonuses are more attractive for the customers and these are the more effective way to impress customers to purchase again from that corporation. After-sales service is a crucial factor to provide value to the consumers and it helps to create more trust in that specific brand. Commitment is a fundamental aspect to create a strong relationship and trust between a company and the customers. These kinds of factors used to motivate the customers and the customers became loyal to those companies in the context of purchasing goods. The free trial is a highly proven method in this current era of business marketing. Minimum twenty-five percent of customers become a paid customer after availing any free trials of services or products from that company (Tarka,  2018). If a company used to provide any traditional software or SaaS then the consumers can check the functions of the products and can easily make the buying decision or can avail the paid plan. This is a lucrative advantage for the customers to understand the product value without spending a single cost. Present-day, the subscription does not go for only paid software plans. However, there are several types of delivery services such as foods, retail, and grocery products, and other delivery services and these companies are also providing subscription services to its consumers. The companies are providing monthly, quarterly, and yearly plans also and that plans are cheaper than the regular cost. A company can create value for its customers by getting into partnership with other brands (Jin, Jung and Jeong, 2018). In this case, the consumers can feel that this company used to focus on their necessity and they can feel their value for the company that can be helpful to gain more trust.
In the context of Sony, the professionals have created value for the customers by combining high featured products and standard services. Sony knows the desires of its customers and produces its products according to the desires of the consumers. Sony used to offer various discounts on its products on holidays and at other times. It is very eye catchy and lucrative for its customers to buy products at some low cost. The after-sales service is very effective for this company and the availability of service centers has enhanced more value for the customers (Mu, 2017). The special gifts are also attractive for the customer and Sony used to provide gifts for its special customers.

Stakeholder Engagement in SONY 
Sony used to provide due consideration to the effects on its business movements on the benefits of its stakeholders such as employees, other tied up companies, local communities, business partners, suppliers, customers, and shareholders. Sony used to understand the issues that addressing a large number of stakeholders have intrinsically correlated to its capacity for ensuring a strong managing foundation. This is crucial for ensuring the sustainability and well-being of its business movements for achieving sustainable development. The stakeholder engagement of Sony is reflecting this realization. Sony used to work for gaining the faith of its stakeholders with the help of its business movements, besides it with a range of stakeholder engagement. 
As well as customers are the key stakeholders for every corporation and Sony also. The principal of goals of Sony for the customers to deliver safety, satisfaction, and peace of mind and providing the best quality of products. Sony is providing effective customer service for more enhancement of consumer satisfaction. Sony is enhancing more accessibility and usability in its products for the customers. Sony has enhanced several communication methods for reaching their customers. The customer service centers of Sony used to resolve the complaints regarding its products of the customers effectively. Sony used to introduce fundamental notices concerning its services and products for customers. The employees of Sony used to resolve the questionnaires of the customers at its stores. Sony used to participate in several exhibitions and trade shows that are helpful to connect with the consumers more effectively. Sony used to arrange several seminars that became helpful to touch more customers. Sony has an accessibility website that is helpful to get knowledge about the product features and specifications for the customers. As well as, Sony is having several social media sites and first flight websites services for its customer's engagement.
Shareholders are another fundamental stakeholder of Sony. Sony used to ensure appropriate and swift disclosure for its shareholders. Sony is providing its shareholders with the continuous achievement of growth in corporate value. Sony used to produce several communicational ways to communicate with its shareholders. Sony used to arrange general meetings of shareholders for presenting financial outcomes. Sony used to present meetings and IR days for individual investors (Mishra and Modi, 2016). The ESG briefings are also effective to communicate with the shareholders regarding financial results. Sony has enhanced several websites to disclose information for its investors that is crucial.
The business partners are the most significant stakeholders for Sony. This company used to ensure procurement, transparent, and appropriate practices for its business partners, in the way of some code of conduct such as supply chain and the Sony group. Sony is ensuring the procurement practices in harmony with the society and environment including human rights, conflicts minerals, and labor issues. This company used to organize explanatory meetings regarding supply chain management for its business partners. The surveys and audits of this company are correlated to CSR procurement. Sony has established a specific department and some dedicated websites for its business partners to handle inquiries. This company used to organize conferences periodically for its business partners (Gijsenberg and Verhoef, 2019). The policy of the Sony group is responsible for Minerals Hotline's Supply Chain.
Employees are the most crucial stakeholder of Sony undoubtedly. Sony is supporting its employees with different backgrounds. Sony used to promote diversity in the hiring process that is a good sign for employee stakeholder engagement. This company is fostering engineers and global business leaders who will drive the future development of this company. Sony is supporting the efforts of its employees regarding career-building individually. This company is organizing town hall meetings for the employees and promoting dialogues with employee surveys. Career counseling and labor-management negotiations are the main key to this company to communicate with the employees. The compliance hotline and the ethics of this company are crucial for better communication with the employees. Sony has introduced an occupational safety and health committee for its employees (Dewi and Darma, 2019). There are an in-house intranet and newsletter for the employees of this company.
Local communities are another key stakeholder for Sony and the principal goals of this company for these key stakeholders by providing emergency relief. This company is promoting such initiatives that contribute to communities in those aspects where Sony is the best. Sony used to work with several NGOs and NGOs for resolving and helping society from facing problems. Sony has introduced local volunteer movements for communicating with the local communities. This company is participating in several events that are organized by government or local organizations. Sony is running social contributing activities for the local people.
The global environment is another fundamental stakeholder of Sony and Sony has introduced several principal goals for this stakeholder. Sony has enhanced various environment-saving options to reduce pollution. Sony is trying hard to reduce greenhouse gases while manufacturing its products. Sony is trying to reduce the overuse of virgin resources and trying to recycle resources. This company is trying to reduce pollution by reducing the use of chemicals for the manufacturing process. Sony is promoting the restoration and conservation of sustained use of ecosystem services and biodiversity. This company has enhanced several activities to contribute to society and decreasing the environmental burden in every workplace. This company is measuring to consider the environment upon the product's life cycle and also of the services. The environmental information has been provided with effective communication with several stakeholders by Sony. This type of information has been provided on the website of Sony named Sony Eco (Takahashi et al., 2017). Sony used to participate in global frameworks and CSR related projects and organizations.

Impact of stakeholder engagement on the marketing role of Sony
There are several and vivid impacts of stakeholder engagement on the marketing activities of Sony. Sony is promoting not only the stakeholder engagement by applying CSR movements. However, it is also participating in the effort of multi-stakeholder for forging an international skeleton for corporate social responsibility. The stakeholder engagement in the marketing of Sony has enhanced the remarkable response and interest of the relevant stakeholders. The stakeholders are being benefited from the marketing activities of Sony. Sony has become the most trustworthy and famous brand globally. The business growth of Sony has been enhanced for the stakeholder engagement and on the marketing role also. Sony has engaged with various stakeholders and worked with each other that are crucial for engaging CSR activities. The social responsibility is maintained by Sony effectively and this is highly impactful for the society. The employees and the other stakeholders are getting several types of advantages for being with Sony and for working with this company (Pantelic, Sakal and Zehetner, 2016). Effective stakeholder engagement is the most crucial factor for all business companies.

Conclusion 
Marketing is the most fundamental factor for any kind of business context. Several companies are applying various types of marketing methods to increase business. Marketing is the backbone of every successful business organization. Every kind of business strategy is a marketing strategy for all organizations. It can be concluded from the above study that marketing is the one and the only key factor for the business growth and services or products are the heartbeat for all organizations. The best quality of products and premium services used to enhance marketing more effectively and helps to attract the audience. In this study, there is a vivid description of the value for customers in the context of Sony and the way of creating value for the customers. The stakeholder engagement of Sony has been critically evolved with this study and elaborated effectively. The effect of stakeholder engagement on the role of marketing of Sony has been described in this essay vividly. Sony is working with several NGOs and also working for nature saving propagandas that are effective for more stakeholder engagement.        
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