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Introduction 
In this competitive world, business marketing has gained importance a lot. Marketing plays a different role in an organisation where the marketing manager of the organisation handles all its operations. This study will aim to highlight the role of marketing in developing value for their customers. Along with the marketing role, it will also elaborate the stakeholder activities in an organisation with their impact on different marketing activities. Marks and Spencer of UK is a retail company that sells fashion and food items along with beauty and health care products. The company is one of the major British multinational retailers that has its headquarter located in London (marksandspencer.com, 2021). The company was invented in the year 1884. This study will highlight the company’s stakeholders and their role in marketing activities. 
Role of Marketing in Creating Value 
Marketing is a set of activities for an organisation that helps in creating a message of the company and helps in delivering it to consumers (Pomering, 2017). Different forms of marketing are used by companies such as advertisement and media interaction. Every company has its marketing strategy to target its specific consumer group in the market. One of the important roles of marketing is the creation of value for a product or a service. Marketing helps consumers in getting the proper information about the product before buying them (Pluta-Olearnik, 2018). It also helps the customers to know the availability of the products in various stores of the company such as online and offline. With the help of advertisement and promotional activities, consumers get to know more about any company’s products and their advantages. The way through which marketing helps in creating value for the customers includes providing education, developing the need of the customers and reaching the target consumers after then. Marketing also helps employees and stakeholders by providing them education and increase their participation in marketing a new product (Jaakkola and Aarikka-Stenroos, 2019). It also drives the consumers in the economy by promoting goods and targeting them to become buyers. Successful marketing led to boosting of sales in the market. 
Sometimes marketing fails to positively affect the consumers and generate value for them also. Problems such as the high cost of marketing create a problem for the company where the cost of advertising creates business problem (Heinonen et al., 2019). On the other hand, when the company start thinking of creating value for their customers, the profit level of the company also decreases. In case of tight cost condition, a company become unable to look after the value of their consumers. 
Marketing Mix of Marks and Spencer’s 
Marketing mix constitutes of different elements that help the marketers in marketing their products efficiently in the market. The general form of marketing mix consists of 4P’s such as Product, Price, Place and Promotion. Whereas the extended form of it constitutes of 7P’s that is additional 3Ps such as Physical evidence, People and Process of the company (Kalogiannidis and Mavratzas, 2020). 
Marks and Spencer's sells products that are tangible and are produced on a large scale. They mainly deliver fashion and clothing products to their customers along with foods and different financial services (marksandspencer.com, 2021). The company has also opened their bank that can help in delivering financial help to the consumers. Their core products include clothing, undergarments, footwear, food products and cosmetics. They have expanded their food items range in the recent years where they are delivering products for different age people. They are selling different brands products in their stores which include international brands also. The company has expanded their retail outlets in recent years to expand its variety of products. Their food section has also started selling readymade food items that include wines and starters also. 
The Pricing strategy used by Marks and Spencer’s is the competitive pricing strategy. It helps them in making the prices of their products more competitive in the market (Sudar et al., 2019). It can be said that the company sells items from their own house brands that are priced from medium to high range (corporate.marksandspencer.com, 2021). In the early years, the company was able to charge higher prices for their premium quality products range in the store. However, over the years it has been found that the company has been forced to make its prices more competitive due to increased competition in the market. In the present situation, the company is facing tough competition from online and big retailers. In impact to this competition, the company is forced to adopt a dynamic pricing strategy in their marketing process. It helps them to boost their sales during the seasonal time with the help of more discounts and offers on their products. It also helps them in clearing the old stocks of the company which can attract new stocks to enter. 
Place element in Marketing Mix depicts the location from where the company sells their product.  The Company is an international brand has a large number of stores in the market to sell their products. It can be said that the company has got over 400 stores in the UK and also have an online presence on the e-market (statista.com, 2021). They sell their products mainly through their merchandise stores in the market where they distribute their products well in their stores. The company also has its website from where the company sell their products to the consumers directly and delivers them at the appropriate location. In recent years, due to the pandemic situation, the company has focussed on the home delivery of its goods and services. To be more competitive the company has also started international delivery for some of their limited products. 
Promotion of a product includes all forms of communication approach that the marketer uses in the market. Every company promote their product in different ways such as advertising, personal selling, making public relation and involving in a sales promotion (Arustamyan et al., 2020). Marks and spencer have not used advertising strategy in their business in the previous years. They are much dependent on the word of mouth scheme in their business. The company efficiently handled their marketing strategy where they were much dependent on the digital marketing of their goods and services. They like to deliver a common message to their customers with the help of print media, advertisement, social campaign and mobile advertisement. It has been found that the company has designed their website very well where they have much focussed on promoting their fashion items. They have uploaded different blogs on their website that could help their customers on getting different fashion tips. In recent years, they have started running a programme called 'Sparks" which helps in adding a point to the customer at the time of shopping. These reward points are being used by the consumers in purchasing from the company's stores. 
Physical evidence is the extended element of the marketing mix which states that consumers on getting physical assurance of the products get more satisfied. It helps in marketing the company’s services well to the customers. In the year 2020, it is found that Marks and Spencer's have around 1030 stores in the UK while 480 stores all around the world (statista.com, 2021). The company also employs 78,000 employees in their organisation at present. This signifies the company's power in the market (statista.com, 2021). The company operates in all location around the world and it signifies the physical evidence of the company. Their varieties of products in their stores give moral support to their customers. 
The processing element of the marketing mix states the company’s process of reaching their products to the consumers. Good process in business helps in delivering the same standard of service to the customers and saving time and money (Arustamyan et al., 2020). Marks & Spencer's have opened their stores all around the world including the UK also. The company has made well-designed stores that help them in making different sections and floors for their items. Customers are free to shop from different counters and make payments at the checkout counters. In recent years, the company has also modified their online website well that can help customers in making purchases. With the help of innovative idea, they have brought reward point for their customers to increase their loyalties (corporate.marksandspencer.com, 2021). People in the marketing mix depict the staffs and employees of the company who play an important role in the business. The company has a large number of employees on whom they give special attention. They are following competitive policy to retain their special employees. The company also give basic pay to the company depending on their performance that motivates employees to boost their productivity. 
Employees are given special care by the company where they also get special discounts from purchasing their products from an offline and online store. They also have been successful in providing pension benefits and health insurance to their employees. With the help of providing flexible working hours, the company has supported the career growth of the employees. This all services of the company have helped them in giving major benefits in marketing strategy. Their work policies have been more supportive for female employees in the organisation. 
Stakeholder engagement in Marks & Spencer’s 
Stakeholder Theory 
Stakeholder engagement is known to be the process where the company's people who can get affected by any company policy are influenced in implementing such decisions. There prevail various stakeholders in an organisation (stakeholdertheory.org, 2021). Stakeholder Theory states the link between the business and its various stakeholders such as suppliers, employees, customers and investors. This theory helps in highlighting the fact that firms are responsible for creating value for all shareholders and not only the shareholders. Business is considered to be successful when they become able to deliver value to a maximum of their stakeholders (Jones et al., 2018). Any company working with a profit motive should not always focus on their employees and investors but they need to focus on their customers also. Like all companies, Marks and Spencer’s also have different stakeholders in their organisation that gets strongly affected when the company takes any decision. Different Stakeholders of the company includes their Customers, suppliers, competitors and employees. It is seen that the owners of the company who are also the shareholders are also the shareholders of the company. 
Marks & Spencer have both internal and external stakeholders in the market that puts an effect on their marketing activities. Internal stakeholders are those whose connection with the company arises from a direct relationship like employment or investment (theguardian.com, 2021). On the other hand, external stakeholders are people that are not directly related to the company's work but are somehow affected by their decisions. Internal stakeholders of Marks and Spencer’s include Employees, staffs, managers, Board of Directors and investors. Their external stakeholders are Customers, Political leaders, Investors and Suppliers.  
Stakeholders such as customers have a great role to play in the company where they are the ultimate source of revenue for any company. Their activities create a major impact on the marketing activities of Mark and Spencer’s. The company do most of their marketing activity for the customers. Thus customer’s engagement becomes more important in marketing activity. When the company will be able to connect with their customers smoothly, they can easily convey the message to the customers (Watson et al., 2018). In recent years, it has been found that the company has adopted digital transformation to keep updated about their customer preference. Tracking the customer needs become an important part of their marketing strategy. It is seen that the company market their products according to the needs of their customers. The company have been using social media advertising in engaging their customers who love online shopping (theguardian.com, 2021). Customers create a purchase chain in the market which also can influence the company's marketing decisions. A good marketer needs to understand the customer influences. In the modern world, it has been found that the needs of the customers are changing rapidly along with their taste and preference. Changes in preference bring both benefit and threats for the company. In this case, great knowledge of consumer behaviour can help in designing goods by the company. 
On the other hand, Suppliers become an important factor of the company in the microenvironment. The company are dependent heavily on their suppliers as their clothing’s quality is reaped by the suppliers only. It can be said that the company has to care about their suppliers also while doing business in the market. Supplier’s service problem can hinder the company’s marketing strategy. The company has been following value supply chain strategies in their supply chain management. They link the company with the general customer value system. So market managers of Marks & Spencer's always keep some precautionary measure on their suppliers such that it does not affect their marketing activity in the organisation (theguardian.com, 2021). The company always keep track of supplier availability, any shortages or delays, strike and scarcity of raw material which can impact the company’s productivity in the market. 
Competitors of Marks & Spencer’s also influence the marketing decision of the company. When the rivals of a company possess a strong threat of competition to the company, it becomes important for them to indulge in strong marketing. In the age of increased competition in the market, the company has decided to adopt a digital marketing strategy in their business. Some of the competitors of the company include Aldi UK, Tesco and ASDA (corporate.marksandspencer.com, 2021). They possess a strong threat of competition to the company where their marketing decision is also affected. The marketing scheme of successful companies needs to be such that can provide greater satisfaction and value to the customers than its competitors. It is found that Marks and Spencer's uses segmentation and positioning strategy to target its customers in a better way as compared to its competitors. The company also remains sometimes dependent on its competitors marketing strategies. This competitor’s engagements have a direct impact on the marketing activities of the company. 
Some benefits of stakeholder’s engagement ruptured by Marks & Spencer’s are that it helps in bringing people together to gather knowledge and find appropriate solutions. It also helps in identifying various strategies which can give the company a more competitive advantage. On the other hand, it also helps in reducing the risk level inside the organisation where also improves governance (Torelli et al., 2020). Thus it becomes necessary for any company to manage their stakeholder engagement effectively which can ensure a high level of commitment of their stakeholders. However, in reality, it becomes problematic for a company to look after the benefits of all stakeholders. Although in the COVID 19 crisis Marks &Spencer’s was able to create value for their stakeholders to contribute to the social campaign. 
Conclusion 
The above study depicts the role of marketing in creating different value for their customers. It also states the stakeholder's theory along with the company's stakeholders impact on their marketing activities. It can be said that Marks & Spencer marketing team cares for their customers where they always work for creating some kind of benefits to their customers. Consumer plays an important role in marketing where they provide product feedback and helps the company in marketing research. It is found that consumers help the companies in the feedback collecting process of a company's product. Along with this, it has also been found that other stakeholders of Marks & Spencer influence the company’s marketing activities. 
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