Level 4 Assessment Specification 1
Level 4 Assessment Specification 8





Marketing Fundamentals Essay

By Maria Ion.












Introduction
Marketing is the collective mechanism by which individuals and organizations generate and share value with their customers to achieve what they need and want regarding the objectives they have set out, mostly profit (Kotler and Armstrong, 2016, p.26). From this definition, one of the significant intent of marketing is to establish value for customers. This is based on the fact that for customers to be consistent in seeking a specific product or service, it has to stand out to them in a certain way (Payne and Frow, 2005, p. 168). A product or service does not stand out by itself, but rather the experience it provides to customers is memorable (Kotler and Armstrong, 2016, p. 31).  Therefore, the creation of value and satisfaction gives an edge for companies or sellers over their competitors. Given that any monetary-motivated business's primary intention is to make a profit, the business has to satisfy its customers, which further credits it with opportunities for growth (Peng and Li, 2011). Amazon is one such company that has taken keen management of its relationships with customers. It has structured its goals around ‘obsessing over customers’ (Kotler and Armstrong, 2016, p.26), which has inspired it to be customer motivated in its products. For instance, it took time, but Amazon developed the Kindle eBooks, a necessity they saw from the eBook customers (Kotler and Armstrong, 2016, p.27).  Customer Relationship Management (CRM) has been used to create customized marketing rather than general marketing that has been practiced in the past (Peng and Li, 2011). Therefore, firms are proving the essence of adopting customer value creation mechanisms into their businesses as a pathway to achieve their objectives.
Stakeholders are the group of persons in a business who can make decisions of varying effect to the business depending on their influence. The stakeholders can also be directly affected by the activities of the business. Of any business, the primary stakeholders include the employees, customers, suppliers, management, and investors (Polonsky et al., 2005). For instance, McDonald's policy regards customers, suppliers, and employees as the company's main stakeholders (McDonald’s, 2019). Considering their close association with the business organization, the stakeholders highly influence its marketing activities. For instance, relationship marketing has been mainly embraced to retain the loyalty of the business’ customers, who are part of the stakeholders (Polonsky et al., 2005). Therefore, stakeholders, more so the internal stakeholders, determine the business's feasibility based on their influential decisions (Matuleviciene and Stravinskiene, 2015, p. 80).


The Role of Marketing in Creating Value for Customers
The creation of value for customers by a business is an important factor in retaining a customer's presence in the long term. The retention of customers helps guarantee the stability and success of the business. The value created for customers is effectively intertwined with the business's ability to retain these customers; hence, marketing plays a role. In applying marketing to create value for customers, value is also created for a product or a service. When these products or services are given to a customer, they are but one item that is determinant in customers' value.
The main purpose of marketing is to create value for customers by instigating, enabling, and satisfying customer demand. Once customer demand is satisfied, there is a positive return to the business, profit for money-instigated businesses, and business objectives for non-profit organizations (McKay, 2016). The creation of value can be done by nurturing customer relationships, building a proper customer service portfolio, and supporting innovations. These are elements that can be marketed to improve the business's state (McKay, 2016). Marketing has developed to create customer value in several ways, as discussed below. 
Customer Relationship Management (CRM) manages the interactions between the business, the current customers, and potential customers (Peng and Li, 2011). Managing these three components of an organization is the main intent of marketing. Customer Relationship Management gives the customers the leeway to directly communicate with the organization, and therefore it is classified as a relationship value to the customers (Hassan, 2016, p. 564). Technological advancement has allowed more efficient Customer Relationship Management by applying software tools that help in the management. Therefore, it analyses the customers’ interactions with the organization to determine ways that can be used to improve the customer experience. The results of the analysis are what create value for the customers. Customer Relationship Management has proved helpful in several organizations, an example being Shell Pakistan, which has adopted CRM software to manage customer interaction (Hassan, 2016, p. 564).
Marketing creates product or service credibility to the customer (Zulfiqar, 2019, p. 34). More often than not, most customers meet new products in the stores or a mall. While some customers may be intent on trying out a new product, others may be reluctant. Marketing takes a play here to eliminate the fear of new products. Marketing does this by providing enlightenment on the product, its features, and the verification of price. Word of mouth or even the use of adverts creates trust and credibility in a product (Zulfiqar, 2019, p. 34), rather than a complete lack of information. One of the most effective ways this credibility is established is using an already established brand for marketing. Stuntman Felix Baumgartner had five GoPros on one of his greatest jumps (Kotler and Armstrong, 2016, p. 165). This created an unconscious increase in demand from customers. Moreover, where marketing involves the use of giveaways or sample products, further trustworthiness ensures that it is valuable for the customer. Different companies use varied methods of creating value for their customers. Already established brands use product extensions pushed by the brand to have a marketing effect for the new product. For instance, if a company like Google launches a new product, its brand will market the new product to the already existing customer base.
The explanation of pricing is an important aspect of value for customers. Customers need to understand the reasoning behind product pricing, and mostly, the pricing is justified by the quality of products that are being sold to a customer (Codini et al., 2012, p. 539). Marketing helps relate the pricing of a product to its value and quality. Marketing can do this by using comparative methods of two products, and upon verification, the customers will have confidence that they are getting the value for their money. Again, marketing requires an understanding of the profile of customers that a product intends to engage. Some consumers would automatically relate the low price of a product to poor quality and equate a higher price to higher quality (Kotler and Armstrong, 2016, p.27). YETI coolers work and any other, but the catch is the perceived value that the company has built around its customer base. This has made its customers specific to the belief that YETI coolers are the best (Kotler and Armstrong, 2016, p.38). Product pricing for such a profile of customers should be highly considerate of this assumption to ensure a perfect compromise of price and is found to fit a certain quality of the product (Codini et al., 2012, p. 544).
Promotional marketing and promotional pricing are two major aspects of marketing that create value for customers. Promotional marketing and promotional pricing involve the use of subsidized prices and giveaways for products consumed by customers. The essence is to give the customer a feel of what they are being asked to spend their money on. There are several strategies in regards to the pricing applied to sway the market towards taking customers' position. As part of promotional pricing, promotional allowances offer customers the chance to receive price reductions for participating in marketing activities such as advertisements or sales support programs (Kotler and Armstrong, 2016, p. 352).  Promotional pricing also uses flash sales and limited-time offers (Kotler and Armstrong, 2016, p. 355) to push customers into these discounted offers and create a perception of more value. These two aspects of marketing easily provide the customer with the opportunity to review the products on sale. More often than not, once the quality is ascertained, the customer always comes back (Loureiro et al., 2015, p. 67). The intent of value providence and assertion to the customer is fulfilled, and in extension, the purpose of marketing is achieved.
Stakeholder Engagement and Their Impact on the Marketing Activities of an Organisation
Stakeholder engagement is the process of involving the people who have a decision making an influence on the business in the processes of the business. For instance, Crowe Global holds up its values in engaging stakeholders, especially in making crucial decisions that affect the business, especially in the early development and planning stages (Crowe, 2017). However, stakeholders will have different levels of information and influence. The internal will be more acquainted with the organization while the external stakeholders will have less influence but will be equally important (Herrera, 2016, p. 1727). Furthermore, a stakeholder's position in an organization also influences its impact on an organization's marketing activities. Unaware, resistant, and neutral stakeholders may not necessarily positively influence marketing activities in an organization. However, the supportive and leading stakeholders will push have a positive influence on marketing activities.
Considering all the stakeholders in an organization, different roles are played, and as such, the impacts vary. Internal stakeholders have the biggest influence on the marketing activities of an organization. They are the people whose major role is to either make influential decisions or influence the making of such decisions (Matuleviciene and Stravinskiene, 2015, p. 78).  The senior management, such as the Chief Executive Officer (CEO) of an organization, is tasked with making decisions but under the strict advisory of the other internal stakeholders, such as the chairpersons of departments.
The internal stakeholders' role in an organization is the determination of financing to the marketing activities. Depending on the nature and financial strength of the business, the amounts used to finance are determined. The amounts that are allocated determine the strategizing of marketing activities and their intensity. It is the role of these stakeholders to evaluate the organization's position concerning the business's goals and objectives (Matuleviciene and Stravinskiene, 2015, p. 78).  This analysis is then used to determine how much financial investment is viable for the business. Furthermore, the value of undertaking marketing activities is determined by comparing the profit and cost to determine the feasibility of investment in these activities.
Employees, as part of the internal stakeholders, are directly involved in marketing activities. Most companies have specific marketing departments tasked with engaging in all marketing activities (Bowen, 2016, p. 4). The employees in these departments are involved in all the processes of marketing. This starts from surveying the market, creating recommendations, structuring a customer-valuable marketing program, and building customer relations (Kotler and Armstrong, 2016, p. 31). Any institution needs to have a highly qualified crop of employees involved in these marketing departments as they are significant in achieving business objectives and, in extension, the business's overall success. These employees may also be required to be conversant with several marketing techniques such as conversational marketing, social media marketing, point of purchase marketing, and content marketing. A huge consideration for the huge companies is that they insist on significantly experienced personnel because they already feel the overlay of the market.
Under advisory, the internal stakeholders determine the type of marketing activities that are to be undertaken and the target audiences of the marketing activities. These two determinations are important facets of ensuring the effectiveness of the organization’s marketing. Market segmentation is one of the most important tools used to pick out the most viable markets and determine the techniques applied to them (Kotler and Armstrong, 2016, p. 223). For instance, a market with people from a specific culture may find one-on-one conversational marketing to be intrusive, and they may prefer promotional marketing. In such an instance, the institution will model its technique to invest more in promotional items rather than use marketing personnel. The internal stakeholders are also required to identify hugely viable markets and push marketing activities to such markets. 
Like any other activity carried out by an organization, marketing is guided by the set-out institution policies. The internal stakeholders determine the policies as they are part of the institution's decision-makers (Matuleviciene and Stravinskiene, 2015, p. 78). Therefore, the policies that are created influence consequent marketing activities. This could be regarding the amount of time invested in marketing, the criteria for a viable market, the strategy for determining to finance, and the acceptance criteria for a marketing procedure. The stakeholders also evaluate the progress and effectiveness of applied marketing techniques. Marketing activities are only helpful if the cost-benefit ratio remains positive. The stakeholders are, therefore, essential in ensuring this ratio is maintained. In the quarterly or annual meetings, information about the progress is sought. If there is a significant return from the marketing activities undertaken, marketing can continue or be further invested. However, a slump will require re-evaluation before proceeding further with the marketing. The decisions made are dependent on the stakeholders’ critical thinking and situational judgement. 
The external stakeholders of an institution also play a significant, though lesser, role in influencing an organization's marketing activities. First is that they influence the structure of company policy with regards to marketing. Therefore, specifically on marketing activities, organizations consult these external stakeholders before making important decisions such as determining the most appropriate marketing techniques for a target market (Lemon and Verhoef, 2016, p. 70). Beyond the consultation, the external stakeholders offer unsolicited feedback on ways that can be used to improve the customer experience. This information is used to help shape marketing techniques applied for that specific market. External stakeholders can also directly be used to market products or services, for instance, in referral marketing (Berman, 2016, p. 20).
Conclusion
The creation of value for customers by a business is an important factor in retaining a customer's presence in the long term. There are several ways that this customer value is created. Firstly, Customer Relationship Management gives the customers the leeway to directly communicate with the organization, and therefore it is classified as a relationship value to the customers. Marketing creates product or service credibility to the customer regarding new products, and established credibility is perceived as value. Promotional marketing and promotional pricing also create value for customers.
Stakeholders also have a significant influence on an organization's marketing activities. To begin with, internal stakeholders determine the financing of marketing activities. As part of the stakeholders, either employees are directly involved in marketing, for instance, on conversational marketing. The internal stakeholders also determine the institution’s marketing policies as guided by its policy and input from the external stakeholders. Therefore marketing plays a significant role in customer value creation as influenced by the stakeholders.
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