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Marketing Fundamentals


The marketing function of any business organisation promotes products or services to the customers to enhance the selling amount. This function of marketing also conducts market research, customer analysis to understand customer’s demand, wants, needs and current market condition. This essay will focus on several marketing terms like the importance of marketing in the case of customer value creation, stakeholder’s involvement in the organisation and the effect of stakeholders in a business organisation. All these assessments will be executed based on the business organisation Amazon which is the largest retail business organisation in the UK and the largest retailer in the world.


Amazon is a multinational business organisation that runs the operation in many countries of the world with the help of large manpower (Kleinaltenkamp and Geiger, 2015). According to research, almost 13,00,000 employees work in Amazon and the organisation runs business functions in approximately 200 countries of the world.  The organisation earns nearly $386.064 billion in revenue each year and holding a remarkable market position in the UK and USA despite having competition from Alibaba, Walmart, Flipkart etc (Lancaster and Withey, 2013).

Researchers Lancaster and Withey stated in their research paper that business organisations create customer value by providing better customer benefits compared to customer cost. It was also mentioned that businesses can provide benefits to the customers by offering five types of values known as functional value, cost value, relationship value, pricing value and co-operational value (Lancaster and Withey, 2013).
According to the research of Kleinaltenkamp and Geiger, customer research which is the key role played by marketing function in the case of customer value creation, can be done in two ways known as primary research and secondary research where primary research is done by e-mail survey, online survey and secondary customer research are done by the magazine, journals etc. (Kleinaltenkamp and Geiger, 2015).
Researchers Mackay and Wilmshurst said that stakeholder engagement is very crucial for retail businesses like Amazon as stakeholder’s like customers, suppliers, investors and employees can impact the overall business functions besides marketing activities (Mackay and Wilmshurst, 2012).



Creating customer value means ensuring customer satisfaction by providing products with a better experience and expected products with a high level of quality at less price (Lancaster and Withey, 2013). The marketing function of Amazon plays a crucial role in the case of creating customer value. The key mission of Amazon is to ensure high customer value and in that case, the marketing department of this organisation plays a major role.
Customer value creation is the result of the subtraction of overall consumer cost from the total benefits provided by the business organisations to the customers (Kleinaltenkamp and Geiger, 2015). Here, overall customer benefit can be gained through personal benefit, service benefit, image benefit and product benefit (Okazaki, 2012). Moreover, overall customer cost is the result of energy cost, monetary cost, psychic cost besides time expenditure.
So, it can be said that Amazon can ensure customer value creation by providing better customer benefit than customer cost.


The marketing department of Amazon plays a significant role in the case of value creation of the customers and in that case, the customer value creation framework or theory is used by the marketing function of Amazon to ensure high customer value (Mackay and Wilmshurst, 2012). Based on this customer value creation framework or theory, the marketing function of Amazon creates value for customers by offering the firm’s value besides developing a customer value proposition and researching about customers.
The marketing function of Amazon plays the role of creating customer value following the framework or theory of customer value creation and under this theory, the marketing department of Amazon plays three roles such as offering firm’s value, researching consumers and developing customer value proposition to create customer value (Okazaki, 2012).



The marketing function of Amazon offers different types of values to create overall customer value. In the following part, different firm’s values will be demonstrated.
Functional value means the cost, quality and performance of the products that are offered to the customers. When the marketing department of Amazon offers functional value to the consumers, then the marketing function focuses on high-quality products with low price level to make customers satisfied. In that case, customers are attracted by promoting products highlighting their high quality and low price level (Mackay and Wilmshurst, 2012).
Customers often evaluate value perception term before buying where they measure whether the product that they are hoping to buy will provide value for money or not (Zameer, 2018). Keeping this thing in mind, the marketing department of Amazon always put focus on providing cost value to the customers and in that case, high-quality products are offered to them along with justified price level. For example, Amazon recently launched some electronic accessories with a justified price level and created mentionable customer value (Okazaki, 2012).
The marketing function of Amazon offers different facilities under this relationship value so that consumers can do transaction easily and can have a good experience. For instance, Amazon provides faster payment gateway facilities where consumers can make transactions in a faster way using different payment methods like PayPal, Amazon Payments and Stripe (Redmond, 2019).
The marketing department of Amazon often offers co-operation value to create customer value. In that case, the marketing department takes opinions and preferences from consumers and develop products or services according to their recommendation that results in enhanced customer satisfaction. For example, recently Amazon has launched a cloud service related to gaming which is known as Amazon Luna and to develop this product, the marketing department of Amazon took opinions from customers that resulted in customer attraction and satisfaction (Edward, 2019).
Again, the marketing function within Amazon plays a crucial role in creating customer value by providing pricing value to the consumers where the organisation allows the customers to buy any product at a fair price (Redmond, 2019). In that case, Amazon always tries to offer products or services to customers at a fair price level.
The marketing department of Amazon plays the role of offering several kinds of values to the customers to create customer value.

Development of customer value proposition is another role played by the marketing function within Amazon to create customer value following the theory or framework of customer value creation (Edward, 2019). The customer value proposition is divided into three parts which are distinctive, sustainable and measurable (Okazaki, 2012). Under the value proposition of distinctive, the marketing department of Amazon offers better quality products than competitors along with low pricing. For instance, both Amazon and Alibaba launched an echo speaker a few days ago. To ensure customer value creation, the marketing functions of amazon decided to offer this new product to the customers with some special features like stereo benefit and others along with low pricing compared to Alibaba (Jones, 2012). Under the value proposition of measurable, Amazon’s marketing department offers quality products at reasonable price whereas, under a sustainable proposition, it ensures that consumers can buy products continuously without value reduction.
Another role which is played by the marketing function of Amazon is researching the market to understand customer’s preferences and demands (Vilá Trepat, 2016). Understanding customer’s demands and wants will help to ensure customer’s satisfaction which will result in customer value creation (McKay, Hopkinson and Ng, 2018). The marketing function of Amazon practices four types of customer research methods to understand customer’s beliefs, customs, needs, wants, buying ability, income etc. 
When the marketing function of Amazon conducts this primary customer research, the organisation executes several online surveys, mail surveys, face to face surveys besides conducting different telephone interviews and analysing transactional along with sales data (Jones, 2012).
Moreover, the marketing function of Amazon plays the role of customer research following the secondary customer research method where it collects data related to customers from several secondary sources like business magazines, journals of trades etc. (Vilá Trepat, 2016).



Moreover, some more vital roles are played by the marketing function of Amazon that helps to create customer value which is going to be mentioned below.
The marketing function of Amazon plays the role of brand valuation that result in customer value creation (Harris, 2017). Again, the marketing department of Amazon often arranges several marketing campaigns to make consumers aware of its products. The function of marketing also monitors social media activities and nowadays businesses like Amazon, Walmart and Alibaba largely depend on social media to create customer value (Vilá Trepat, 2016). Again, the marketing department creates promotional strategies to dominate competitor’s products or services that help to create customer valuation (Melara San Román, 2017). Moreover, the marketing function of Amazon conducts a market segmentation strategy that helps to divide target customers into different categories based on their preferences and demands that help to fulfil customer’s expectations and build customer value (Enache, 2018).
So, at last, it can be said that the function of marketing plays various roles to create customer value by ensuring customer satisfaction in the case of the business organisation Amazon.


Stakeholders of Amazon are engaged with the organisation and impact in the case of marketing activities. There, stakeholders are those who have an interest in the business activities of any particular business organisation and in that case, stakeholders can affect or be affected because of the business activities (McKay, Hopkinson and Ng, 2018). There are four types of stakeholders in businesses like Amazon such as customers, investors, suppliers and employees or workers who have an interest in business and can influence overall business activities including marketing functions (Harris, 2017). There, employees and investors are internal stakeholders whereas customers besides suppliers are external stakeholders of the business organisation Amazon.


Stakeholder engagement is a process used by businesses like Amazon to engage with their stakeholders like customers, suppliers, investors and workers to create better communication with them that will result in easier organisational goal achievement (Melara San Román, 2017). In the following part, the importance of stakeholder’s engagement will be demonstrated for Amazon to get business success.
Stakeholders engagement helps businesses like Amazon to create good communication with the stakeholders (Enache, 2018). It helps Amazon to create a positive image in the business world. Again, good relations with employees will help Amazon to accelerate its performance (Vilá Trepat, 2016). Moreover, the stakeholder engagement process affects customers positively and helps to create customer valuation (Hartley, 2019). Stakeholder engagement will ensure clarity in the business of Amazon which will enhance the goodwill of the company. The last but not the least thing is competitive strategy creation becomes easier because of stakeholder engagement (Kimball, 2019).


Amazon follows several strategies in the case of stakeholder engagement which are going to be mentioned below.
Amazon primarily follows a monitoring stakeholder engagement strategy where the organisation tracks data using the internet and other mediums to know about the customers, employees, investors and suppliers. For example, Amazon possesses a special monitoring team to track and collect data about the stakeholders to know their demand, wants, efficiency level etc. (Enache, 2018).
Again, Amazon uses an advocating strategy to engage stakeholders where the organisation arranges several counselling sessions with the stakeholders to keep mentionable relation with them as the success of any business organisation largely depend on stakeholder’s attitudes towards the business organisation (Zameer, 2018). Alibaba who is the competitor of Amazon often arranges counselling session with the employees and suppliers to keep them motivated (Hartley, 2019).
Another stakeholder engagement strategy is informing strategy which is now being used by Amazon broadly where different information about the business organisation is provided to the relevant stakeholders via letters, press briefing, e-mail, reports, conference etc. Walmart arranges press briefing every three months where the organisation provide information to the stakeholders about the financial condition, market share, salary scale, new product development (Baines and Rosengren, 2020).
Amazon also uses a collaboration strategy in the case of stakeholder engagement where the organisation makes several crucial business decisions after discussing and taking opinions from customers, stakeholders, employees and suppliers. One of the competitors of Amazon known as Flipkart uses this collaboration strategy and makes business decisions (Kumar, 2020). For example, recently, the organisation has launched a new electronic product after taking opinions from the customers and understanding their preferences.
So, at last, it can be said that in the case of business organisation Amazon, there are both internal and external stakeholders. Moreover, the organisation follows strategies like collaborative, informing, advocating and monitoring to ensure stakeholder engagement.


Both internal and external stakeholders of Amazon impact the overall business activities of the organisation including marketing functions (Baines and Rosengren, 2020). Before discussing stakeholder’s impact on marketing activities, it is needed to know about them.
Employees are internal stakeholders and keep a greater interest in the business activities of businesses like amazon as they work under these organisations to get wages (Kimball, 2019). 
Businesses like Amazon focuses largely on this type of stakeholder known as customers as nowadays customer satisfaction shapes business success. Customers always demand quality products at less price (Ortinau, 2019).
Suppliers are external stakeholders and provide raw materials and products to businesses like Amazon and their main purpose is to sell products at a good price (Du Toit, 2015).
At last, investors are identified as the owner of the company and want to get dividend on regular basis (Kumar, 2020).


Now, in the following part of the essay, the impacts or influences of the different types of stakeholders in the case of the marketing function of Amazon will be discussed.
Investors or owners who are the internal stakeholders of the business organisation Amazon can impact the business and its marketing function broadly (Kumar, 2020). Owners or investors supply the required fund to the business of Amazon for which the success of marketing function largely depends on them as without proper funding many marketing activities like digital marketing, paid advertisements are not possible. For example, Alibaba tried to promote some newly launched products by social media influencers, but because of a lack of funding from the investors, the organisation failed to apply this promotional strategy (Ortinau, 2019). Again, crucial business decisions related to marketing are taken by the investors within amazon.
Employees who are internal stakeholders don’t influence in the case of making crucial marketing decisions, but they are directly involved in the case of execution of the marketing plan for which they can impact the overall marketing function both positively and negatively by working efficiently or not. For example, the employees of Amazon implied a strike during the Covid-19 pandemic as they thought that Amazon was not taking favourable initiatives in that unaccepted situation (Padhiyar, 2020). This strike resulted in problems in the marketing functions of Amazon besides other operational functions.
Customers as external stakeholders can impact the overall business activities of organisations like Amazon both in negative and positive ways as their positive reviews can create brand value whereas their negative reviews can demolish goodwill. If Amazon fails to understand customers, then no matter what marketing strategy they take, it will fail as marketing strategy are created based on customer’s demands and wants (Du Toit, 2015).
If Amazon fails to provide quality products to the customers, then its every marketing strategy and functions will go in vain. And in the case of quality products suppliers as external stakeholders play the main role as they supply raw materials or products that play a vital role in the case of marketing functions of the business. For example, Beales retail business organisation created several digital marketing strategies, but all of them failed because of the low-quality products provided by the suppliers (Padhiyar, 2020).
So, at last, it can be uttered that different types of stakeholders like employees, suppliers, customers, investors impact the marketing function of the business organisation Amazon and its business activities immensely.


This essay has focused on different marketing fundamentals terms or factors like roles of marketing, their impact in the case of creating customer value, stakeholder’s definitions, stakeholder engagement strategies of Amazon, the influence of stakeholders in the case of the marketing function of Amazon. The business organisation Amazon is in the leading position of the retail industry of the world, but still, the organisation has to put more focus on stakeholder engagement which will result in business stability and long-term sustainability for the organisation.
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