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Marketing plays an important role in creating customer value while greatly impacted by the role of stakeholders. Kumar and Reinartz (2016) articulated that customer value, stakeholders, and marketing are interlinked. In marketing, marketers create and communicate value to customers to drive their loyalty, satisfaction, and firm profitability. For example, in 1991, a Business Week Article illustrated the idea of customer value as a perceived value which became the new mania of marketing and the way to sell products and services in the 90s. Moreover, as per the authors, Marketing Science Institute illustrates that the main task of marketing is to create value for customers to generate customer satisfaction. It depicts the significant role of marketing in creating value for customers. In addition, Hillebrand et al. (2015) propounded that stakeholders become prominent in the global marketing environment. The creation of stakeholder marketing has come into being to focus on stakeholder relationships to maximise the firm performance. As per authors, Kotler and Levy encouraged marketers to broaden their work horizons to formulate marketing activities as per the social responsibility factor. Hence, marketing plays a significant role in creating customer value, and stakeholders hold a prominent role in devising marketing activities. So, an essay aims to shed light on both arguments separately to provide a comprehensive, literature-backed critical reflection to illustrate the understanding of underlying notions, specifically relating them to the automotive industry and Toyota.
[bookmark: _Toc110289379]Discussion
[bookmark: _Toc110289380]Customer Value Creation 
	Customer value creation is a significant task for every organization because companies work to satisfy customer needs through customer value generation and earn profits. Mahajan (2020) propounded that value consists of different meanings. One may consider the value in terms of price, other benefits, and so on. So, value means different to different people. Besides, the dictionary meaning of value includes deserving something, assistance, avail, efficacy, efficiency, and others. Therefore, customer value can be considered the perception of what product or service is worth to the customer. 
	The customer buys a product or service, and the value of the customer influences their decision-making process and buying evaluation. Hence, customer value creation is about understanding customer meaning relevant to value and creating products or services accordingly. Toyota is committed to delivering the customers complete satisfaction and the highest quality through bringing continuous improvement in its products as well as services. One of its examples is given by Liedtke (2018) that a Connected Strategy was developed by the organization for creating value for the customers in which all the Lexus and Toyota cars were connected and formed integrated platforms that act as an infrastructure of information. This platform was further utilized to use big data, which was gathered from cars and made a significant contribution to the welfare of the customers along with society (Liedtke, 2019). On the basis of this platform, Toyota coordinated with a number of IT companies as well as different sectors for creating new services of mobility and establishing a value chain. According to Kawai (2020), Toyota made a collaboration with Microsoft in order to form its BDC (Big Data Center), which played a significant role in enhancing the future of Toyota. With the help of big data gathered, the organization eventually envisioned more customer value. Due to the development of IoT, the connection of cars with the information networks has increased, which enabled consumers towards enjoying numerous innovative services.
[bookmark: _Toc110289381]Role of Marketing in Customer Value Creation 
	Kotler (2020) articulated that marketing aims to create value that satisfies customer needs. So, understanding customers’ value needs and creating products and services accordingly comes under the umbrella of marketing. The marketers try to choose products and service attributes that deliver value. They choose the price that can create value in exchange, and they choose those channels of distribution that ensure convenience and accessibility. Marketers use 4Ps, meaning product, price, place, and promotion, to create value for customers, which depicts the significant role of marketers in the customer value creation process. Patma et al. (2020) discussed relationship marketing as a long-term orientation that aims toward offering long-term customer value by providing long-term satisfaction to the customers. Toyota company practice relational marketing in order to develop strong relationships with the customers, as it provides them with an opportunity towards configuring the offering that best suits their requirements (Abtin & Pouramiri, 2021). While implementing relational marketing, Toyota has focused upon a number of important factors, including profitability, customer retention, and satisfaction, as well as the loyalty of the customer. Considering customer retention was essential as the capability of Toyota to offer quality services to the customers offers customer value. The study of Patma et al. (2020) further elaborated that the adoption of relationship marketing positively impacted the marketing costs’ efficiency of Toyota as the satisfaction of the customers regarding the services and products of the firm increased their loyalty towards the organization, and they recommended it to others and repurchased the products. Hence, customer value creation is impossible with the interference of marketing. 
[bookmark: _Toc110289382]Theories, theoretical models, and frameworks 
	The theories, theoretical models, and frameworks establish the foundation to understand better the role of marketing in the customer value creation process. Such models theories and models facilitate knowing what, how, when, and why marketing interferes in creating value for customers’ process. 
[bookmark: _Toc110289383]Theory of Customer Decision Making Process 
	The theory is based on the reasoned behaviour of customers to purchase that product or service that ensures high customer value. Lynch and Barnes (2020) elucidated that marketing plays a significant role in influencing the customer decision-making process through the omnichannel distribution system to deliver customer value through a convenient process. Today customers are interlinked with multiple channels and devices to experience a single purchase journey. So, customer decision-making theory believes that marketers provide easiness in all steps for customers while making a purchase. Marketers also analyze the customer decision-making process to articulate what, when, where, and how the customer wants value that enhances satisfaction. Stankevich (2017) illustrated that customer decision-making theory enables marketers to understand the customer behaviour relevant to customer value. Customer decision-making consists of initial consideration, active evaluation, potential purchases, and closure. The example of Toyota is associated with Gen Y of the United States, who wanted vehicles with stylish features to match their personalities as well as lifestyles. For this, innovative strategies of marketing were developed by the organization in order to cater to Gen Y's needs. The organization developed a new design named Black Box, which made a number of young people fascinated by the car and its amazing features. However, the launch of the product was challenging for Toyota, so for attracting a large number of customers, different marketing techniques were utilized (Muller & Bevan-dye, 2017). For instance, the students of the college were hired to volunteer the model, specifically at sports events, by using guerrilla methods of marketing. Along with that, drive programs for consumers were designed that gave a chance to the consumers towards participating within test drives. In addition to that, the consumers' behaviour was exploited by the firm with the use of its website, which allowed the customers towards utilizing the internet to develop their dream car, provide opinions as well as research regarding the new cars type they wish the company launch in the future (Ottman, 2017). Thus, the theory of the customer decision-making process illustrates that marketers understand customer behaviour and formulate product formulation, promotion, and delivery strategies accordingly. 
[bookmark: _Toc110289384]Marketing Communication and Customer Perceived Value Framework
	Corporate marketing decisions are based on creating greater customer value. Kovanovienė et al. (2020) articulated that marketing is about increasing customer satisfaction, building loyalty, and enhancing customer brand equity. Therefore, marketing plays a significant role in creating customer value. To elucidate the role of marketing in customer value creation, Kovanovienė et al. (2020) performed qualitative (observational research) and quantitative (survey filling) research methods. The authors have developed the following marketing communication and customer perceived value framework based on their research. 
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Figure 1: Marketing Communication and Customer Perceived Value Framework (Source: Kovanovienė et al., 2020)
	The framework developed by Kovanovienė et al. (2020) depicts that different marketing communication tools influence customer perceived value parameters. For example, advertising influences function like price, quality, and assortment perceived value of customers. Sales promotions influence the social like belonging to a group or community, consumers’ perceived values, and others. Such perceived value influence urge customers to purchase value created by a company. For example, if the company advertises a product to a range of customers with the desired quality, the customer buys it, and it satisfies functional customer perceived value. In addition, Alimamy and Al-Imamy (2022) propounded that customer perceived value is all about customer experience with the product or service created by the marketer. Therefore, using the marketing communication tools relevant to augmented reality (AR) can provide the customer desired experience and enhance a marketer’s role in the customer value creation process. Newman (2019) via Forbes explained that Toyota introduced an immersive experience of AR for its consumers all over the U.S that brought virtual vehicles to them. With the use of digital media, they can experience AR; for instance, by clicking a banner advertisement on the page of social media, the AR experience of Toyota is launched for the consumers. Furthermore, Aung (2019) narrated that this technology helped the organization effectively engage with the guests as AR created a highly interactive online experience of vehicle for the consumers by which the models of Toyota are highlighted within a personalized manner for every user. The rationale is that marketers identify the communication tool that can influence customer perceived value and use such perceived value information in value creation. So, as per marketing communication and customer perceived value framework, marketing helps in collecting customer data through communication tools to create products or services as per customer feedback. 
[bookmark: _Toc110289385]4P’s of Marketing Theory and Customer Value Creation 
	Creating value is the core of every company’s action, and features of 4P’s help create value per customer demand. Vuorio (2017) articulated that in marketing, 4P’s, meaning product, price, place, and promotion, are aimed to create value as per customer demand, price as per target audience purchase power, distribute conveniently and promote through channels that can influence customer purchase intentions. Such a whole process or P’s depicts that marketing is all about creating customer value and delivering it to them to generate profits for the company. In addition, Resnick et al. (2016) articulated that the marketing theory of 4Ps is customer-centric, effective, and interactive, engaging entrepreneurs and customers at one platform to build products per customer demand. Hence, the 4Ps of marketing enable the marketer to get involved in the value creation process and deliver products or services per customer demand. Harsono (2016) discussed that the 4Ps (marketing mix) in Toyota determine the strategies of the organization for product pricing, placement, distribution, and advertising. The satisfaction of the customers significantly affects their loyalty toward Toyota products. Therefore, the use of marketing mix, particularly price as well as product, impacts the loyalty of the consumers. Additionally, as the target market of the firm is diverse with regard to local as well as international market conditions and consumer preferences, a marketing mix is utilized for addressing such variations. Hence, It has been demonstrated that 4Ps enable marketers to create a product to customer needs. Hence, 4Ps marketing theory believes marketing is indispensable in creating value for customers. 
[bookmark: _Toc110289386]Stakeholders and their role in the global marketing Environment
The global marketing environment, in the view of Alon et al. (2020), is the forces as well as factors outside or inside a firm by which the marketing strategy is affected towards establishing and maintaining effective relationships with the customers. Stakeholders are identified in the study of Donaldson and Preston (1995) as the group sets that are interested in enhancing the overall performance of an organization, such as investors, regulators, customers, employees, shareholders, community groups, and suppliers. The decisions of an organization related to its finances and operation are significantly impacted by the stakeholders. Considering the global environment of marketing, it is noticed that an important role is played by the stakeholders in impacting the corporations along with overall markets. When the organizations are operating their businesses globally, the relevance of the stakeholder theory increases due to the fact that they are associated with distinct stakeholders in order to operate their business effectively in several regions and nations. For example, when the decision is made by the organization to open its business globally, the government could play a significant role in these activities as it would help and foster the firm toward developing its internationalization activities. Different activities are developed by governmental agencies for developing an optimistic perception of global operations (Guerrero-Villegas, 2019). 
The easy-to-understand guidelines are provided by the stakeholder theory for the managers as many organizations describe their responsibilities along with roles in relation to their traditional stakeholders. It is because the business values, morals, and ethics are addressed by the stakeholder theory while managing the organization’s stakeholders (Laczniak & Murphy, 2012). It helps in optimizing the relationships with them, which improve the business efficiencies and overall organizational performance. Thus, it is important for the managers to gather knowledge as well as information relating to the complex and new stakeholders’ demands.
The automotive industry throughout the world is changing significantly due to the pressure the organizations receive from different stakeholders, which forces them to rethink the ways they operate their business. An influential, as well as an important role, is played by the government agencies to grow the momentum of the automotive companies towards sustainable practices. For example, in the United Kingdom, as a result of the new directives like The Paris Agreement and The European Green Deal, organizations associated with automotive industries are forced towards looking for a greener solution to accomplish carbon reduction targets (Pohl, 2021). Likewise, other important stakeholders are employees, investors, and customers, as their expectations frequently change, which significantly influences the automotive industry (Kumar & Rahman, 2016). The intuitive technology within vehicles is demanded by the eco-conscious and tech-savvy consumers, which also pressures the organizations towards focusing upon alternative models of fuel and sustainable practices, for instance, electric vehicles. Automobile corporations face not only external pressure from the investors as well as the customers but also internal pressure from their employees. Long-time workers retire along with traditional mindsets and methods and are replaced with employees who are eco-conscious and tech-savvy (Pohl, 2021). As the pressure of the investors, employees, governments and consumers to improve accelerated, a large number of companies in different parts of the world jumped upon boards, and the goals of sustainability were set by them. At Toyota, stakeholders are considered an important part of the firm, and they include suppliers, sealers, customers, the community, and employees. Kotabe and Helsen (2020) discussed that in order to haunt the satisfaction as well as the trust of the stakeholders, Toyota has adopted the approach of Corporate Social Responsibility (CSR) as the stakeholders’ significant concern is relating to the company’s sustainability as a result of the increased challenges towards the operation growth of the firm within the competitive environment of the business. Moreover, Toyota is compelled by the ecological change to make the revolutionary alteration within its marketing strategies in order to remain relevant towards the market of the consumers by representing compliance for the protection of the environment. Additionally, customers are viewed by Toyota as the organizational spine because they directly influence the overall sales. Therefore, numerous initiatives have been taken by the organization in terms of CSR, for instance, TPS (Toyota Production System) as well as Toyota way so as to maintain the quality along with the efficiency of the products and the customers’ trust (Bouterfas, 2019).
[bookmark: _Toc110289387]Impact of Stakeholders on the firms’ marketing activities
According to the study of Evers et al. (2016), it is recognized by a number of marketing studies that in order to perform effectively, companies are required to consider an extensive stakeholders range, which just not involve competitors as well as consumers. From the point of view of marketing, it is further advocated by Ferrell et al. (2015) that organizations must move towards a perspective of stakeholders from a market-oriented viewpoint as it helps in acquiring a detailed understanding of their performance along with effectiveness. Hence, it is important to recognize the value of these diverse actors within the market environment of the firms for sustaining and strengthening the performance instead of emphasizing particular groups, such as competitors or customers. Moreover, the marketing capacities from the perspective of the stakeholder are examined by Greenley et al. (2013), and they revealed that stakeholder portfolios’ nature within the big organizations identifies the marketing capabilities’ types that are deployed by them together with the market assets’ deployment. Therefore, while establishing the strategies of marketing in pricing, promotion, product and distribution, firms must address the perspectives as well as needs of the stakeholders so that the decisions will not be fully in favour of the consumers (Evers et al. 2016). 
The customer-driven strategy of marketing was adopted by Toyota for its product “Prius”, which has given a noticeable success to the company in the marketplace of hybrid cars. In this strategy, an important role is played by suppliers of Toyota as the company works closely with them in order to make strong associations and reduce costs (Balqiah, 2018). This helped the company to market its product efficiently in the market. Also, the government, as well as the media public, played a noteworthy role in the sales of Toyota’s Prius. Because of the environment as well as economic forces that the world is facing, it was depicted by the media public that Toyota is working hard to provide sustainable services by reducing the dependence of the people on fossil fuels.
[bookmark: _Toc110289388]Adoption of Green Marketing Strategy
Many organizations all over the world are pushed by the stakeholders towards lessening the activities of environmental dilapidation and adopting several environmental strategies during day-to-day business operations, which has drastically reformed the landscape of the market and increased the responsibilities of the companies to remain competitive (Mukonza & Swarts, 2020). In order to respond to this worldwide market trend, organizations have added the sustainability viewpoint to their businesses, specifically in the operations of marketing by being green (Ara et al. 2020). The green strategy of marketing involves the procedure of assimilating the organization movements of marketing mix with the considerations of the environment for making a balance between planet, people, and profit. It consists of procedures, practices, and policies in a marketing context, which integrate an eco-friendly focus, aiming to establish profit and revenue while fulfilling the demands of the stakeholders for sustainability (Ara et al. 2019). The strategy of green marketing has been adopted by a number of industries across distinct sectors, such as textile as well as apparel, real-estate, hotel, furniture, automobile, and numerous giant companies espoused it, including Nike, Unilever, P&G, Starbucks, Toyota, and Johnson (Raska & Shaw, 2019). 
In order to evaluate the green marketing strategy’s effectiveness in managing the environmental awareness of the stakeholders, stakeholder theory is chosen, which denotes that a sincere devotion must be paid by the corporations to the interests of their stakeholders by whom the organizations’ route towards success and business operations are influenced (Haque & Azmat, 2017). Hence, it is advocated by this theoretical perspective that corporations are required to handle their relationships with the stakeholders for the purpose of lessening the rate of failure and enhancing ecological responsibility. It is further identified by Ara et al. (2020) that pressure from the stakeholders has made it necessary for organizations in different industries to implement the strategy of green marketing. This pressure mainly stemmed from the micro as well as macro drivers, such as organizational principles, suppliers’ pressure, organizational values, green products’ demand from consumers, etc. One of its examples is given by Chew et al. (2020) as Toyota forced by the growing environmental concerns of the consumers towards employing various environmental strategies so as to diminish its business operations that are harmful to the environment, which is which the company adopted the strategy of green marketing to remain competitive in the market and aimed towards expanding the triple-bottom-line performance. 
In addition to that, the study of Kumar et al. (2016) disclosed the stakeholders’ influence in the adoption of sustainable strategy by Toyota, specifically in supply chain and marketing activities, due to the increasing concerns of the people regarding the goods and services they received. The managerial choices are influenced by stakeholder pressures, which are perceived as opportunities as well as restrictions. For example, the research of Rivera-Camino and Molero (2018) discussed that when the managers perceive the pressure from the stakeholders are restrictions, swift socialization is brought about by the companies in order to get legitimacy from their stakeholders along with accountability and measurable outcomes. Conversely, in case these pressures are observed as opportunities, an incentive structure is created by them for promoting corporate green awareness so as to increase support from stakeholders and obtain positive attention from the public (Mishra & Sharma, 2017). For example, in most organizations, the pressure from the stakeholders is perceived by the managers towards acting in an eco-responsible way in order to satisfy the demands as well as increase the satisfaction of the stakeholders. For this, specific environmental techniques, such as green marketing, are formulated and implemented in response to the primary stakeholders’ expectations or government regulation (Kirchoff et al., 2014). 
[bookmark: _Toc110289389]Conclusion
In order to create value for the customers, an important role is played by marketing, which is significantly influenced by the stakeholders. This essay assessed the role of marketing in creating customer value and the role of stakeholders in the international marketing environment is evaluated and how they influence the activities of marketing in the automotive sector, specifically Toyota. With the use of different theoretical frameworks and models, it is observed that a theory of customer decision-making is helpful in satisfying the needs of the consumers and offers a competitive edge to corporations. Moreover, the decisions of the customers are influenced by the tools of marketing communication as they depict the value developed per the perception of the customer. Along with that, it is noticed that stakeholders are vital for organizational success in terms of marketing, as the pressure from the stakeholders influences the decisions of the firms in a significant way. The marketing activities of the firms are also impacted by the stakeholders, and its numerous examples are associated with the automobile industry, in which Toyota adopted sustainable and green marketing strategies to satisfy the needs and concerns of the consumers. 
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