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Introduction
Marketing is a crucial component for every organization. It is used for the promotion of the products and services of different companies. The process of marketing also helps in creating value for the clients in different ways. Companies strive to build an emotional connection with their customers, which is achieved by understanding the clients' needs and wants. Also, companies strive to have deeper relationships with their clients to ensure success in the marketing process. Marketing strategies are developed to provide the consumer is put ahead of everything during the marketing process. The clients' needs are served to ensure customer satisfaction which serves as a way of creating value for the consumers. Through marketing, effective relationships are built between the clients and the employees, increasing the value that clients get from the products.
Internet marketing also aids in creating convenience, which effectively serves the clients' needs, thus adding more value for them. The stakeholders also take part in the global marketing environment as they take part in decision making. The stakeholders include the employees, customers, investors, non-governmental organizations, government and suppliers. The governments cause great impact in the performance of the organisations as it influences things such as the regulations, the policies and taxes. It works to ensure that the global market of an organisation is effective and conducive for the marketing activities.  The stakeholders directly impact the marketing activities, which include differentiation and position of the company. Differentiation allows the company to stand out and appear different from the rest of the competitors. Positioning is also essential because it is a way for the companies to grow and expand on how well they are positioned. The following content aims at giving an in-depth exploration of the role of marketing in creating value for customers, the role of stakeholders within a global marketing environment, and the impact of the stakeholders on the marketing activities of an organization. 
Role of marketing in creating value for customers
Marketing helps create value for the company in different ways. Building a solid relationship with the clients is the first step to creating value for the customers Jensen, (2015). For instance, the company identified as P&G was created to have deeper connections with the customers. To achieve this, the global marketing chief for the company ensured that the employees spoke to the consumers eye to eye instead of just speaking about the benefits of using the products. This idea is backed up by the fact that competitors quickly copy the help of the products. Through creating a substantial relationship with the clients, a company secures the clients as the company cannot replicate how consumers feel about the brand. Therefore, creating a strong connection with the clients is the first step in creating the desired value for the client (Pearsoned.ca. 2021). 
The emotional aspect of advertising also comes out as a deeper connection between the people and the services and products. For example, the T&G company focused on getting a deeper understanding of the clients emotionally; for instance, a deeper connection was created for the female consumers as they were more connected with their products. Therefore, through marketing, employees and businesses understand the emotional desires and effects of their services or products on their desired customers Pearson, (2016). For instance, according to a study conducted by the P&G company, women are more attached to items such as their clothes. They are more concerned with their clothes as they hold memories. Some clothes link with certain situations in their lives; therefore, these create an emotional link. Hence, marketing through an emotional approach helps create more value for the customers (Pearsoned.ca. 2021).
When developing a marketing strategy, companies are expected to put the consumer ahead of everything. This implies that the needs of the clients give value to the marketing process. Human needs are linked to feeling deprived of a particular thing which includes food, clothing and security. Wants are the things that create the personality of an individual. When there is a higher buying power, the wants become demands; hence people demand products that benefit and add up to the most value and satisfaction (Coviello and Joseph, 2012.). Therefore, during the marketing process, the company is expected to ensure that it served the needs and wants of the clients. Through this, more value is created for the consumer. Also, identifying the needs and wants that the clients have and serving them through marketing the products aid in creating value for the products (Pearsoned.ca. 2021).
Customer satisfaction is also a way of creating value for the customers; the market has a wide variety of products expected to serve the needs; however, satisfaction allows them to choose their most preferred brand or products (Rahim et al., 2012). When the customers are satisfied, they buy more and sell out the products to their friends. On the other hand, when customers are not happy, move on to better sellers and give negative feedback to the clients. Therefore, through marketing, there should be the creation of the right level of expectations. Therefore, high-quality products are attractive to not only loyal customers but also potential customers. Therefore, through having more value, there is better satisfaction which is a foundation for better customer relationships (Pearsoned.ca. 2021).
Marketing allows for exchange and relationships. There is obtaining the desired objects from the person through the exchange process by giving something different in return. Marketers bring in more than the products and their benefits. A desirable exchange relationship is created through the marketing process, and it involves the products, services, ideas, and other objects. When the exchange and relationships are enhanced, companies retain and win over more clients Hassan et al. (2015). Therefore, the aim that marketers have is to build strong connections by offering outstanding proper customer value. This also goes hand in hand with maintaining the relationship through consistency (Pearsoned.ca. 2021).
Marketing channels also serve to offer more value to the clients because they enhance the exchange and relationships. The marketing channels helps in strengthening the relationships that clients have with the sellers. Markets are the clients' source, which allows the seller to get the right customer, identify their need, and design an appropriate market by setting prices that help promote, store, and deliver the products. These activities create convenience for the customers, which adds value to the products they buy (Roberts and Zahay, 2012). Through the marketing channels such as social media, they create a convenient space within which the customers can easily communicate and share their views. Social media serves as the appropriate space within which direct contacts between the clients and the marketers are made. It makes the process more convenient for every consumer. Therefore, the value is created by applying the proper channels for the discussion (Pearsoned.ca. 2021).
Internet marketing is also identified to be crucial in most companies' success as it allows for continuous contact between the clients and the company. It is a space where companies can efficiently market their products to a large number of people. When marketing online, the clients have the opportunity to ask relevant questions, which make it possible for them to understand and get more information about the products. This is also an opportunity for the clients to get more value for the products as they know the benefit of the marketers. The advantages create more quality for the content making it more attractive (Roberts and Zahay, 2012). It is also an opportunity for the customers to interact and offer their view of the products directly. Internet marketing is also convenient as it allows the clients to contact the seller from any location; the response is instant. This is also a place where word of mouth is applied because there is sharing of the rating of the products. it is also a platform where clients can directly buy items. Hence through internet marketing, there is the creation of a higher value (Pearsoned.ca. 2021).
Role of stakeholders within a Global Marketing Environment
           Generally, stakeholders have a role in serving in decision making. The stakeholders include the suppliers, employees, and investors; hence, they are involved in decision-making, which can help analyse and study the global marketing environment. They participate in issues such as pestle analysis which gives a deeper understanding of the environment. Once the external environment analysis is done, the stakeholders take the appropriate action plan to enhance the performance of the general state of the company (Benn et al., 2016).
Multiple stakeholders are responsible for a company's success; this is because they are primarily involved in the marketing sector. Marketing has evolved from being customer-oriented to being something about all the parties engaged in the business. This brings in the idea of the exchange of values between two people, including the stakeholders. Stakeholders affect how a company appears in the public's eyes; therefore, they have a positive response about the social objects. Since marketing is based on exchange, the stakeholders are well served through the exchange process. The process ensures that the people engaged in the business, such as the employees, suppliers and customers, are done as they enhance the organization's performance (Frow, and Payne, 2011).
Investors also appear in the global market, and they directly link to the success of a company. They are helpful in the marketing process because they include the people that have financially invested in the company. Investors have the right to know and have information about the product or the business. When working with the investors, they are essential as they aid in decision making. The external market is sometimes negative and unconducive for a business to thrive; the investors help deal with possible challenges that keep a company stuck. Investors can also offer financial support to fuel the marketing process and win over more clients. Through the investors, the company markets itself to the best networks, thus building the right connections. Networking not only makes the right connections but also creates a pool of potential buyers. The marketing sector also benefits from this as it helps promote and enhance the business's image (Evers et al., 2012). 
Customers are assets to the company. However, they also serve as stakeholders, influencing how a company is likely to turn out. They affect the marketing environment because they are the recipients of the products. Marketing is also done for the customers; therefore, their roles include buying the item. Customers also offer loyalty to the company, which ensures that they have a reliable market that can support and enhance the company’s performance. Customers also help in marketing the company through strategies such as word of mouth. Word of mouth allows potential customers to like or dislike the products. Through word of mouth, a higher number of clients build trust in the brand. Networking is also a role played by the clients as they share information about a product or a service. As they share there to create more links with the right people, thus ensuring that the company continually grows. Customers also shield the company from the competitors as they buy the products from the company, thus promoting the products. Therefore, a company cannot exist without customers (Hult et al. 2011).
The government is directly responsible for the safety and security of a company because it affects its global markets through laws and regulations. Issues such as the tariffs also affect how a company does in the outside markets. Therefore, a government has the role in creating a conducive environment for its companies to thrive in the external markets. Through the government, there is also protection from negative policies and laws. They are also expected to create a proper political environment under which companies can thrive. The licensing process is also affected by the government, thus affecting the convenience of the organization's operation.
Additionally, the government has the role of creating affordable taxes and tariffs, which allow for the desired success of the companies. Export and import conditions lie in the hands of the government, which should be executed effectively to ensure that companies thrive. On the other hand, non-governmental organizations such as the World Health Organisation and the environmental bodies also play a crucial role as stakeholders. The organizations make it possible for the companies to understand the limit, thus create better strategies for approaching the market without breaking the laws or policies (Hult et al., 2011).
Employees are also part of the stakeholders as they directly connect with the customers or the market. Employees are ordained to deliver high-quality services to the clients, which enhances the marketing process. Employees also offer the best performance to create more sales and profit for the company. They have the key to make the company fail or succeed. Employees are also expected to create custom services that serve the needs of each client. The department of sales and marketing is also run by the employees, which requires them to be effective and thorough in what they deliver. Employees can also take different roles, such as being the suppliers, owners, or community members who can adversely affect the company. Hence employees serve a critical role in driving for a successful marketing process (Evers et al. 2012). 
Stakeholders also play the role of setting goals for the marketing strategies. The purposes are used to promote the success of the marketing process. This is, for example, the investors and the employees who aid in setting the right marketing goals and working towards them. They also offer support in learning the appropriate ways in which they can acquire new customers. Besides, the stakeholders help identify the way to have a mutual goal and the KPIs that help in the sales and the company's success. Therefore, the stakeholders serve in achieving the marketing goals by creating appropriate strategies (Evers et al., 2012). 
The impact of the stakeholders on the marketing activities of an organization
As mentioned earlier, relationships are at the heart of all processes; this implies that companies require a positive relationship with their stakeholders to experience positive impact from the latter. The roles of the stakeholders also determine their effects on the organization. Some of the effects are identified as the is a direct link between the organization and the stakeholders. This is also guided by the stakeholder theory which stresses on engagement of all the stakeholders. It stresses that companies should not just focus on the customers as there are different determinants of the organisational success (Hult, et al 2011).  
Working with the current generation of the millennials, companies are entitled to corporate social responsibility. This is affected in different ways, such as the service companies have to their employees. Companies are expected to offer their best to their employees as they directly affect the company's success. Employees are the significant people who hold together a company. They serve as the company's intangible resources; therefore, the organization is mandated with the responsibility to protect them because they directly affect the performance of an organization. When employees are satisfied, they participate well in the marketing activities. They also create a strong relationship with the clients as they feel honoured and connected to the company. Satisfied employees translate to happy customers. They also produce a conducive environment that allows for the clients to comfortably and directly communicate. The impact of the employees is also in the company's performance; success is attained more when the employees are happy (Bourne, 2016). 
Exchanges and relationships are crucial as they affect how the stakeholders market the products. The marketing strategies should be made clear to the stakeholders depending on their level. Marketing increases the support from the stakeholders such as the customers. Therefore, companies benefit from attaining the best out of the experiences. Thus, they commit resources to fund the stakeholders. There should be more priority given to the different stakeholders to help create more impact in the organization. This implies that various stakeholders have other effects on the organization. Some stakeholders have more effect on the company, such as the government, which can block the success of an organization (Lusch and Webster 2011).
Differentiation is also achieved through stakeholders as they create an opportunity for organizations to identify the best area to focus on. Through differentiation, companies gain a higher rate of customers as their products are unique and serve the actual need of the clients. Therefore, through stakeholders impact the businesses through differentiation. Differentiation is part of a marketing activity that allows the company to cut a niche and serve a specific part of the market that needs the services. Hence the stakeholders, such as the employees in the marketing department, aid in the product or service differentiation process (Frow, and Payne, 2011). 
Effective positioning of the company is also an impact that the stakeholders cause. As mentioned earlier, there are the stakeholders who aid in the company's success, such as the investors. Often investors are highly connected people who create an influential position for an organization. Therefore, attaining the right investors becomes crucial. It is also essential for the company to carefully choose the stakeholders depending on their effect on the organization's success for the desired outcome for the company (Bourne, 2016). 
Public relations also impact stakeholders as the employees and the investors are expected to give the best image to the company. During the marketing activities, the company brings out different kinds of information according to the type that the company wants to promote or sell out. Through marketing, companies offer an opportunity to build their image through public relations. For instance, the companies that provide hospitality and medical services often gain positive public relations through marketing. Therefore, stakeholders help in enhancing the reputation of the company (Park et al., 2014). 
Stakeholders help in the achievement of social responsibility, which is inclusive of social and environmental expectations. For instance, when working with non-government companies, businesses are expected to serve the needs of the clients and other people. For instance, some businesses decide to use charity services to market themselves. For instance, companies such as the world bank have created a positive image by finding a vaccine for Covid-19. Stakeholders impact the companies by ensuring that social responsibility is served. It is also a way of maintaining ethical standards during their interactions with stakeholders such as the suppliers. The process of interaction also helps in creating a positive image for the company. There is also a practical impact that is attained through the success of a marketing activity that employs the stakeholders. Business evolution and growth is encountered because there is a continuous change that raises the standards for the organizations and businesses (Park et al., 2014). 
Additionally, the stakeholders leave a positive impact in offering the appropriate marketing strategy. This aids in lowering the expenses that could be put in creating the goals. They also provide an overview of the external market, which enhances how the companies turn out by picking out the correct key success indicators and applying them in the organization. Their impact is also felt in giving direction to the organization because they help create and identify the most approachable way to achieve the goals. Hence stakeholders help in enhancing the marketing process (Bourne, 2016).
Conclusion
This paper has given an in-depth discussion of the issues surrounding the aspect of marketing. Marketing plays a significant role in the creation of value for the clients through having a direct connection. Emotional connection with the clients allows for the company to serve the personal needs of the customers. Marketing strategies are also developed to ensure that the needs of the clients are served, which helps in the creation of value. Besides, internet marketing has been identified to create a high link between the clients and the organization as there is convenience which creates more value for the company. Through the services, there is the delivery of the clients' services, which enhance customer satisfaction, creating value for the products. There are exchange relationships that enhance the performance of the organizations as the employees are always engaged. Stakeholders also take part in global marketing as they play a role in decision making. Stakeholders enhance the marketing activities through creating goals and appropriate strategies. Customers are important stakeholders as they ensure that the company is successful in buying the products. Due to the commitment of the stakeholders, there are inevitable impacts of their engagement which include polished relationships with the clients. There is also differentiation that allows the companies to have a niche that enhances how much a company sells. It is also a way of positioning the company to allow for appropriate selling of the products. Besides, stakeholders enhance the networking process through the different clients and the people, such as the investors. A positive company image is created through the highly connected stakeholders. Therefore, the marketing process is made possible through the different people, both the internal and external stakeholders. The paper has also shown how the government is a major stakeholder in an organisation. It emphasizes that companies require an involvement of the tariffs and taxes to perform as desired. Adhering to the governmental laws and policies is a way of promoting a company. 
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