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Essay on
‘The role of marketing in creating value for customers and stakeholder engagement and their impact on the marketing activities of Toyota’
[bookmark: _Toc66851352]Introduction 
The practice of marketing has been in constant development over the years. Proper marketing practice brings superior value to the customers. Marketers around the world believe that it is essential to develop marketing practices to minimise gaps between customers and businesses by addressing and solving various problems faced by customers (Agarwal and Wu, 2018). From the stakeholder perspective, value creation for the customers matters extensively for the growth of a business entity in any circumstances considering the significance of customers as stakeholders. Apart from customers, other internal and external stakeholders of a business entity significantly impact the marketing activities of an organisation too. This essay will vividly showcase how Toyota is engaging with its various stakeholders and how they are impacting the marketing activities of Toyota. Toyota is a major Japanese automotive corporation operating in many countries since the late 1930s (Toyota, 2021). 
[bookmark: _Toc66851353]Marketing, marketing process, and STP
Marketing is the idea of undertaking a set of activities by a business entity to promote the buying or selling of products or services to solves certain problems of the target customers while satisfying these customers by creating superior values (Kotler and Armstrong, 2013). On the other hand, The Chartered Institute of Marketing (CIM) stated the idea of marketing as ‘Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably’ (Zervas et al., 2019). These two widely recognised definitions of marketing exclusively portray the core idea of marketing vividly. 



The marketing process is a set of steps that enables a business entity to find out customer' problems, help analyse opportunities available in the market, and create suitable and effective marketing content and materials to reach the target customers in the market. 
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[bookmark: _Toc66851359]Figure 1: Marketing process generalised model (Crane, 2020)
Business entities including Toyota heavily invest in marketing process management to reach their desired customers in their operational regions. 
The power of proper management of customers’ segmentation, targeting, and positioning the business entity in the market is extremely essential (Zervas et al., 2019). Toyota focuses on these 3-particular subject-matters to boost its business performance as well as to create the highest possible values for its target customers in all of its operating regions. Customers' segmentation is necessary because a particular business's products or services cannot be suitable for all the customers in any particular market. Even a variety of products or services from a single business entity such as Toyota cannot solve all the consumer problems even only in the local or global automotive industry (Freeman and Dmytriyev, 2017). This is why customer segmentation is necessary and choosing the most suitable customer segment is practical for overall business growth and ensuring customers' satisfaction. Customers' segmentation can be performed through segmenting customers based on demographic, geographic, psychographic, or behavioural characteristics. After selecting the right customers' segmentation, a business entity approaches to target these customers with a definitive marketing process. After doing this, a business entity exclusively wants to position itself in the market in such a way so that the most valuable customers of this business entity can identify the business and its market offerings easily. Therefore, the importance of segmentation, targeting, and positioning is extremely essential for all business entities. 
[bookmark: _Toc66851354]Roles of marketing in customers’ value creation
The roles of marketing for a business organisation are crucial for proper management of the overall business in any circumstances in any business sector. Salient roles of marketing are research and development, product design, communication, and sales, etc. The roles of marketing help a business to enhance its overall performance while helping to fulfil its goals to create essential values for the target customers (Kleiser et al., 2019). There is no alternative to research and development as a marketing role. Research and development can significantly impact the overall marketing practice of a business organisation such as Toyota. Research and development let a company like Toyota to new opportunities and possibilities that can essentially improve the overall process of value creation for customers while earning competitive edges for the business entity itself (Ito, 2019). 
Again, product design as a marketing role has an extremely significant impact on the success of the business itself and customer acquisition and satisfaction (Kotler and Armstrong, 2013). Customers can be attracted and properly reached through advanced product designs that can be associated with customers expected perceived values from the businesses. Communication is another essential marketing role that creates a pragmatic and effective relationship between the customers and the business organisation (Agarwal and Wu, 2018). The absence of an effective and efficient communication channel can be fatal for the overall business operations of a business organisation in any business sector. Inability to manage these marketing roles will also affect another essential marketing role that is sales. 



Customer value creation has become the ultimate goal of business organisations across the globe (Ishida et al.,   2020). This is why all the business entities in different business sectors are trying to create superior values for the customers. It is to be noted that customers are also trying to figure out which businesses are creating the highest values for them in particular business sectors. Customers determine this based on three crucial factors. These three factors are quality, service, and price. Marketers recognise these three factors as the 'Customer value triad' Rehman et al., 2020). Therefore, customers try to seek the brands or businesses that integrate higher quality, provide superior services, and competitive prices with their products and services. Considering this as this concept is widely recognised by marketers, business organisations across the globe try to address these factors during research and development and prototype designing. 
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[bookmark: _Toc66851360]Figure 2: Customers value triad (Rehman et al., 2020)
Businesses then communicate properly with the target customers to understand their expected perceived values and design their products accordingly. Then the companies will sell the products through their sales and distribution channel to the target customers while solving the customers’ problems and satisfying them. Businesses saliently focus on the overall value chain of their businesses by monitoring and controlling these above-mentioned aspects. This is how proper management of marketing roles helps businesses create desired customers’ values. 
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[bookmark: _Toc66851361]Figure 3: Different business orientations (Soliman, 2020)
On the other hand, the creation of customers' value heavily depends on different business orientations. A brief comparison of these orientations is stated below in tabular format for better understanding. 
	Types of marketing orientation
	Advantages
	Disadvantage 

	Production orientation
	1. Potential for economies of scale
2. Ensured low cost to the customers  
	1. Disregards customers’ needs and demands 
2. Setting-up costs are generally higher


	Product orientation
	1. Focus on product quality
2. Innovation and skills development 
	1. Possibility of missing various market opportunities
2. Probable obsolescence 

	Sales orientation
	1. Short-term sales opportunities 
2. Rapid revenue generation
	1. Puts customers’ confidence in jeopardy 
2. Not sustainable enough

	Societal orientation
	1. Brand image is enhanced 
2. Ethical marketing practice
	1. Probability of sending an unclear marketing message 
2. The budget is usually limited

	Market orientation 
	1. Superior customers’ satisfaction
2. Constant investment in R&D
	1. Reactive and may not be innovative in many aspects
2. The constant change of market scenarios 



From the advantages and disadvantages of different marketing orientations, it is apparent that market orientation seems very suitable for business management through superior customers' value creation. The above discussion vividly indicates how the modern practice of marketing has been increasing customers' value with the help of the above-mentioned strategies and tools. The impact on customers’ value creation has been further explained below. 
Now is the time to go beyond research and development for creating superior customer values. Root level market research is necessary to reach the target customers to understand their emotional values and intelligence to understand how their perceived values. Information gathered from such market research will impact heavily on the research and development programs of a business organisation as there is no alternative to research and development as a marketing role (Crane, 2020). 





Toyota in the United Kingdom has been dominating the automotive market by satisfying the customers to a great extent. It has been offering energy-efficient vehicles to mitigate the customers' needs and demands in practice. Toyota is extremely focusing on energy-efficient gasoline and diesel-run hybrids, PHEVs, and EVs to offer to the British automotive market (Automotive World, 2021). This will incredibly help the government to achieve its ‘Decarbonisation 2030 Goals’ and create a better environment for the British population (Toyota, 2021). On the other hand, Toyota is creating supremacy in the British EVs market too. This is an incredible example to showcase how a business entity can create superior values for its customers and be better off itself at the same time. 
Product design as a marketing role has endless opportunities to leverage and bring success for the business entity itself while creating extreme values for its customers at the same time (Agarwal and Wu, 2018). It is to be noted that product design as a marketing role has an extremely significant impact on the success of the business itself and customer acquisition and satisfaction. Customers can be attracted and properly reached through advanced product designs that can be associated with customers expected perceived values from the businesses. For example, Toyota has been focusing on design its products so that they are more aerodynamic, durable, weather-proof, stylish, and sustainable. Toyota is always trying to associate its products' design senses with customers' perception of having an 'All-rounder' vehicle. In reality, Toyota is very successful in this regard (Toyota, 2021). 
In the market, Toyota is recognised as a market-oriented business organisation that focuses on customers' needs and demands while being one of the largest 'Production-based' automotive corporations in the world (Rehman et al., 2020). This fact sends a message to the customers that ‘Toyota does care about what customers think about Toyota’. Constant effective communication is another essential marketing role that has been helping Toyota to create such a pragmatic and effective relationship with its customers. This is necessary as the absence of an effective and efficient communication channel can be fatal for the overall business operations of a business organisation in any business sector (Kleiser et al., 2019). 

Creating a strong sales channel is advised to every business entity as the inability to do this will also affect another essential marketing role that is sales. Sales help a business entity to achieve its desired goals and the absence of the desired rate of sales will prevent a business organisation from delivering adequate products or services to the target customers (Kotler and Armstrong, 2013). This will also become a fatal situation for any business entity. Sales can help benefit both the businesses and the customers. 
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[bookmark: _Toc66851362]Figure 4: UK's automotive market share of different vehicle manufacturers including Toyota in 2020 (Automotive World, 2021)
The above statistical representation proves that Toyota is in the top 10 vehicle manufacturers in terms of sales in the United Kingdom in 2020 amid the Covid-19 pandemic. On the other hand, millions of people are purchasing vehicles from Toyota because these products from Toyota are solving many crucial automotive-related problems of customers in this market while creating superior values that other vehicle manufacturers cannot create (Ishida et al.,   2020). 





[bookmark: _Toc66851355]Stakeholder and types of stakeholders 
A stakeholder is a person who is professionally involved or affected by a business entity by any means (Crane, 2020). The idea of a person being a stakeholder encompasses a wide range of persons from the CEO to the person who designs the product or service to the person who is selling the products or services at the root level of the market (Freeman and Dmytriyev, 2017). However, customers, employees, business partners, shareholders, and local communities, etc. are considered as the prime stakeholders of a business entity. In some cases, global communities are considered as valuable types of stakeholders in the case of multinational companies. In general, customers and the stockholders/shareholders of a business in any industry are given the highest priorities (Kotler and Armstrong, 2013). Amid this pandemic, in many business sectors, higher management has enhanced the priorities for employees so that the moral values of the employees increase. Employees with higher moral values and satisfaction not only raise employees' performances but also boost the overall business growth and performances. 
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[bookmark: _Toc66851363]Figure 5: Stakeholder analysis of Toyota by Mendelow's Matrix (created by the student)
There are two prime types of stakeholders and these are internal stakeholders and external stakeholders. Internal stakeholders are the people who have direct interests in the business entity and have direct relationships through investments, ownership, and employment, etc. and on the other hand, external stakeholders are the people who have indirect or distant relationships with the business entity such as suppliers and communities, etc. (Rehman et al., 2020). Toyota’s main internal and external stakeholders are customers, employees, business partners, shareholders, and global societies or local communities, etc. (Toyota, 2021). All of these internal and external stakeholders of Toyota can be divided into 4 quadrants according to Mendelow's matrix for stakeholder analysis. Quadrant with low interest and high power represents customers and investors as they play extensive roles in increasing the operational growth of Toyota and help ensure the overall growth of the company. Quadrant with high interest and high power represents the management of the company as they devise organisational strategies, run organisation, and have superior influences. Quadrant with high interest and low power represents the stakeholders of Toyota who are essentially required to keep informed about the organisational decisions, strategies, and changes, etc. Finally, the quadrant with low power and low interest represents stakeholders of Toyota such as local communities and media who are responsible for the overall branding of the company in general. Toyota carefully deals with this type of stakeholder to keep its brand image intact. 











[bookmark: _Toc66851356]Stakeholder engagement and their impact on Toyota’s marketing activities 
Toyota sincerely communicates and deals with its stakeholders while keeping a valuable and meaningful relationship with them under any circumstances and in market environments (Soliman, 2020). Toyota heavily invests in quality management of their products to keep all the stakeholders extremely satisfied. Toyota stated that 'A product should never be sold unless it has been carefully manufactured and fully tested in the commercial trial, with completely satisfactory results. 
[image: ]
[bookmark: _Toc66851364]Figure 6: Toyota's quality management framework (Toyota, 2021)
The above illustration showcase that Toyota never compromises with quality management because superior quality management can keep the stakeholders satisfied. Toyota also advertises these facts heavily as part of their marketing practice to showcase how much they care about their stakeholders. This is one of the ways how Toyota engage with their stakeholders and how stakeholders are impacting Toyota’s marketing activities. 
Toyota believes in the 'Customer First' philosophy as stated official guiding principles. Toyota takes pride in developing and providing innovative, safe, durable, sustainable, and superior quality products to its customers (Toyota, 2021). Toyota performs thorough market research to learn what the customers need and provides the customers with vehicles with the above-mentioned characteristics. Toyota maintains such a superior relationship with its investors and sponsors too. Again, Toyota believes that its success is highly dependents on the well-being and high moral values of the customers. Toyota ensures fair working environments, safe and healthy working facilities, provides adequate remunerations and treats them with respect. 
Employees significantly impact the marketing activities through devising and partaking in different marketing campaigns, contributing to market research, manipulation of market research data sets, and managing sales and distribution channel, etc. (Kleiser et al., 2019). On the other hand, business partners help Toyota to ensure mutual growth. Toyota ensures that business partners are benefitted from the mutual relationship. Toyota manages its shareholders with high priorities. Sometimes, for ensuring the highest benefit for shareholders or investors, Toyota amends its marketing practices to some extent.  Toyota engages with local or global communities through CSR activities (Soliman, 2020). They even heavily promote such activities through their marketing practices. Toyota deals with media with sincerity too. Such engagements with communities and media help Toyota to keep its brand image positive in the markets. Toyota believes in giving back to the societies and their stakeholders while maintaining an equilibrium relationship status with its stakeholders. For such purpose Toyota, Toyota's marketing practices are heavily impacted by its stakeholders. Its marketing roles generate superior values for its stakeholders to a great extent. 









[bookmark: _Toc66851357]Conclusion
This essay has vividly showcased how Toyota has been engaging with its various stakeholders and how they are impacting the marketing activities of Toyota. Toyota heavily invests in marketing management to reach its desired customers in its operational regions while focusing on the ‘Customer Value Triad’ to boost its business performance as well as to create the highest possible values for its target customers in all of its operating regions. This essay has also showcased how Toyota’s research and development, ground-breaking product designs, effective communication, and calculative sales strategy drive Toyota to new opportunities and possibilities that can essentially improve the overall process of value creation for all the stakeholders while earning competitive edges for the business entity itself. Finally, this essay showcase how engagement with stakeholders impacting Toyota’s marketing activities. 
From the overall data representation and analysis, it is understood that there are no alternatives to customers' perceived value creation to minimise marketing gaps and stakeholder’s management regardless of impacts on the marketing activities of a company. Toyota understands the gravity and importance of these aspects. This is why Toyota is always one step ahead of standardised value creation process for customers. Again, all the stakeholders including customers also conform to Toyota's superiority in value creation and stakeholder management. This is why Toyota never hesitated to bring changes in its marketing activities whenever necessary to keep its stakeholders satisfied. 
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