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      Recent growth in the world have designed a new engagement and connection to marketing domain. Over there marketing concepts and practices, marketers added new elements for engaging customers; build brands; creating, delivering and communicating value to customers; and develops relationships. The essay starts with describing the role of marketing in creating value for customers and receiving back satisfaction, starting with understanding needs, wants and promoting a value proposition by through the organization captive customers. Therefore, this essay comprises methods how to create, to delivery and how to communicate value to customers, to drive every good marketing strategy within organization. Next, the essay includes the advantages of marketing to consumer, providing to they information about product or service. Also, the essay contains acquaintances about internal and external stakeholder, their engagement and their influence on the marketing activities of an organization. Finally, the essay comprises ways how companies communicate with their stakeholders and how stakeholders influence company’s marketing activities.
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Lead marketers distribute a typical goal: positioning the customer at the top of marketing. Current marketing refers to increasing the value and commitment of customers in a rapid change in the market. Marketing begins with taking into consideration the wants, needs and demands of customers, deciding which point markets the company can meet and expanding a captivating value proposition through which the company can captive customers. In addition, today’s retailers desire to interconnect consumers and form relationships, that make the mark a part of customer life. Customers create expectations about the value and satisfaction that market contribution will distribute and buy consequently. A satisfied consumer will purchase again a product and share to others about their positive experience, while, a dissatisfied consumer changes the competitor and underestimate the product. Thus, marketers must to set the correct grade of expectations. If marketers fix lowered expectations, then they satisfy existing buyers and do not attract new ones. Customer satisfaction and customer value are important features for establishing and directing customer relationships (Kotler, et al., 2018).
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Today’s marketers need to be competent in creating customer value, captivating customers and directing customer relationships. By understanding the needs of customers and market; designing marketing strategies; establishing marketing activities that interconnect customers and distribute value and satisfaction; building customer relationships, the organizations catch value from customers in return in the form of profits and customer honesty. The advantages of marketing to consumer is providing consumers with information about products or services, also marketing can help set and manage customer expectations. The companies use marketing to make consumers aware of major changes that affect product offerings or changes of improving the quality of product or service. Another advantages of marketing to consumers are providing audience with options to involving product, idea and service; allow comparison shopping and, also building relationships by creating, delivering and communicating value.
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[image: ]Value is a perceived price; is the sum of functional, emotional and self-expressive benefits; is quality reporting to price of product. 

[image: ]Figure 1. Value- Price Concept. Source (Talbot, 2021).



 

Figure 2. The Marketing Process: Creating and Capturing Customer Value. Source: (Kotler, et al., 2018).
Creating value for customers consists in implementing targeted marketing strategies and programs, in order to build relationships with customers and capture value for organizations. Firstly, organizations need to understand the marketplace in which take part and client needs, to create customer value, and relationships. In addition, creating value consists of customer wants and demands; market offerings - product, services and experiences; customer satisfaction and value; relationships and exchanges; and of markets. Secondly, must to design a customer value- driven marketing strategy and plan by selecting customers to serve- market segmentation and target marketing. Also, the company must to determine on a value proposal- set of values delivered to customer to satisfy needs; and marketing management orientation- product, selling, and marketing concepts, differentiation and positioning. Third step represent construct an integrated marketing program that delivers superior value using the marketing mix elements: product and service design( build strong brands), pricing(create real value), distribution(manage demand and supply chains) and promotion(communicate value proposition). Fourth step consists of build profitable relationships with chosen customers and create customer delight with marketing partners. Final step consists on determination of value from customers to create profits and customer integrity (Kotler, et al., 2018).
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The success of a company is determined not only by the way achieved, but also by the way in which marketing channels compete with competitors. Delivering the value is important marketing function for distribution channel and supporting the process of customer value proposition and position of brand (Dowling, 2004). The price, advertising, and promotions are used for product distribution channel to consumers that consists of wholesalers, agents and retailers- the downstream marketing channel. The companies can’t bring to customers the value by themselves, therefore must build relationships and supply chain(make-and-sell) and the value delivery network- made of suppliers, consumers and distributors. Sales, price and a company development of new products depends on how the training, support and motivation work with its channel partners need and how the products corresponds with effectiveness of channel members. In contrast, the firms use distribution system to gain competitive advantage. In the company’s help come the cannel members to add value by resolving the gaps in time, possession and place, by separating goods and services and by performing the important functions such as: collection information, promotion, ordering, contact, negotiation, distribution and financing (Donnelly & Linton, 2009).
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The companies must create and communicate value by promotion mix elements (marketing communication mix) and integrated marketing communications (social media marketing and direct, online, mobile marketing tools) to build a message about company and its products or services, and to engage customers. The marketing communications mix consists of advertising; public relations; personal selling and sales promotion. Messages from the company about product are communicated through the tools of the promotional mix to consumers, employee and other publics. Advertising is used to communicate with customers in form as paid message inserted in a medium that include newspapers, print, magazine, website, TV, radio. The purpose of using advertising is to help sale force to open sales, to promote a brand and to suggest new ways for using product. Sales promotion are short-term activities to increase a purchase of product or service. The companies applying techniques to attract customers by introducing free taster sample in supermarkets, money-off vouchers, two products for the price of one, free gifts when purchase few times, lottery or scratch cards. The purpose of sale promotion is to increase amount of purchase, store loyalty and brand sales. Personal selling represents presentation in the firm of objective to make sales, engage clients and build customer relationships. The purpose of public relations (PR) is to build connections with the company’s audience by gain image (Blythe & Martin, 2009).
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[bookmark: _Toc70599587][bookmark: _Toc70607613][bookmark: _Toc70607913][bookmark: _Toc70608138]Definition of a Stakeholder
Stakeholders are these individuals who may act independently or represent groups who are changed by or consider they have a right to change the achievement of the organization in some way in which they are interested (Worthington & Britton, 2006). Stakeholders are the ones who 4have the better stake in approaching future of business by fulfilling the company’s goals (Johnson, et al., 2017). Stakeholders are also groups or individuals who characterize value suggestions for the company, they must be considered as part of the business approach to customer, employee and investor loyalty (Partridge, et al., 2005).
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Internal stakeholders are the individuals and parties within the organization. Examples of internal stakeholders would be managers, employees, suppliers, shareholders, creditors, customers, investors and others business partners who participate in the management activities of the organization. The internal stakeholders can also be named primary stakeholders into company. They may influence or may be influenced by the success or failure of the company because they since acquired interest in the organization (O'Riordan, et al., 2015). 
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External stakeholders are those individuals who can greatly influence the company's reputation issues, although whose stake is greater representative than direct. External stakeholders can being named and secondary stakeholders. One important fact is that external stakeholders cannot represent themselves (Partridge, et al., 2005). Suppliers, creditors, and public groups are considered external stakeholders. External stakeholders can be divided according to their relationship with the organization into types: 
· economic stakeholders, that includes distributors, banks, owners.
· social/political stakeholders- policy- makers, local council, government agencies and regulators.
· technological stakeholders: adopters, agencies supplying complementary products or services, for example apps used for mobile phones. 
·  community stakeholders, who are influenced by actions of an organization, for example those who are close to a factory.
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An organization may have different relationships with stakeholders. For example, internal stakeholders work directly for the company or have a personal interest, especially, owners, employees, board members, investors and suppliers provide services on behalf of the company. Thus, alliances between stakeholders in the company can grow, collapse rapidly or change. Many companies focus on expanding the organizational attitudes and abilities needed to build trusting relationships with stakeholders. The customers - It is necessary to clearly identify who is the company's customer and who is the main contact, because a working relationship with this individual must be built. Many companies have customers, outside or inside the organization. Customers have personal perceptions of what they want from the company, and if there is a wide variation in these perceptions, can arise conflicts. The company must use all diplomatic skills to influence and identify customer needs and expectations. Employees are the main internal actors. Employees play a defining role in the strategy, tactics and operations of the organization. The organization’s board of management plays an important role in forming objectives and decisions. Managers are mainly responsible for the operations of business. They intend to grow the organization, for this purpose, provide job security to employees, personal power, organizational profitability, also offer increased dividends for investors. Shareholders of a company may liquid the financial support for a company in which directors ignore their interests or may make decisions that threaten the security and value of their investment. Suppliers actions on regular payment, grow of organization and market development (Worthington & Britton, 2006). Stakeholder commitment is not a current action taken by companies. Companies have long term been involved in relationship and dialogue with their internal and external stakeholders. Communication with stakeholders is important, because through communication the companies can share information of products or services offered and their plans. Internal communications explain to employees the corporate arrangements and principles of company. External relationships can intruct stakeholders to become informed participants in dialogues or partnerships (Partridge, et al., 2005). The companies communicate with their stakeholders through many ways, for example through consultation to gather information and advice and to consider views in changing plans and making decisions in setting the direction of activation. Like consultation, the companies communicate with their stakeholders by dialogue to involve an exchange views and opinions. However, the dialogue follows to explore different perspectives, needs and alternatives in order to encourage, provide understanding, trust and cooperation for an issue, strategy or initiative. Another way for communication is partnerships- looking for cooperation between abilities and resources to put goals into action. The partnership is designed to meet the individual needs of each partner in a way that ensures the involvement needed to achieve the overall objectives of the partners. Also, the companies use relationship methods, such as shareholder meetings, employee training, speeches, conference presentations, satisfaction surveys, project consultations, dialogues and press conferences.
[bookmark: _Toc70599591][bookmark: _Toc70607617][bookmark: _Toc70607917][bookmark: _Toc70608142]The engagement and importance of the stakeholders within organization
Engagement represents the efforts of an organization to know and to engage the stakeholders and their concerns in its activities and processes of decision-making. Stakeholder engagement appears as a tool to understand what viable means to companies and how to add value to their operations. Stakeholder engagement can help organizations to respond to the tactical and strategic needs. To identify all the stakeholders in the company is essential. The failure to engage them may influence the success of company. The ability of any interested party to destroy the company's plans by using their power and influence should never be underestimated. All stakeholders have an open, closed or hidden agenda about what is expected of the company. The organization must set out these expectations before finalizing the design of its purpose and accepting the scope. This is not easy when there is a dimension that affects their needs and expectations - the company must be able to prevent or stop the activity if it has an impact on their sphere of influence. The importance of each, changes with the time and progress of the company, and they can change their support at any time, if it benefits them. The role of stakeholders is essential for the company's sustainability as society increasingly demands that companies play a role in achieving goals. The importance to involve stakeholders in the strategy processes and decision-making in the company is acceptable and a principled necessity. The stakeholder alliance contributes to the growth of companies' competitive advantage. Stakeholder alliance is described as the capacity to generate and maintain collaborative relationships with various parties involved in decision making and strategy generation (O'Riordan, et al., 2015). Also, stakeholder involvement within company is a valuable tool for managing risks or opportunities that can lead to avoiding or minimizing costs and creating and optimizing value. The businesses and stakeholders recognize that current problems cannot be solved on their own. They require a coordinated multi-stakeholder effort that contributes to innovative and sustainable solutions. Effective stakeholder involvement provides the opportunity to manage challenges and find solutions to create value for those involved. 
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Based on what was written in the essay, it can be concluded that organizations, no matter what field they operate in, need the involvement of stakeholders on their operational strategy, in order to build a sustainable organization. Without incorporating stakeholders into an organization’s culture as part of the company’s values, behaviors, and norms, involvement can only be an “add-on” viewed at reduced value, finally unsustainable, and an activity with unfavorable value for the company. Stakeholders have a crucial role to play in the successful management of a company's activities. Stakeholder management allow for the cognition of needs, wants and demands of company, it also allows companies to growth the clarity of their policies, operations and purposes. Also, building customer relationship and value are important today. The companies distribute an intensity for satisfying customer needs in defined target market. The companies give motivation to everyone to maintain durable and profitable customer relationships and communication focused on creating and delivering value to their consumers of product or service. By building relationships and customer engagement, the companies capture in return profits and customer equity.
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