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The Role of Marketing in Creating Value for Customers
One of the important business activities is marketing. According to Armstrong, Kotler and Opresnik (2019), It's a process of creating value for the customer, communicating with them, and building long term relationship with them to get value in return. Companies can introduce their product to the customers, analyse customers demand, identify their needs, and create a medium of communication through marketing (Cole, 2014). It's an important and major part of a business that ease up the process of distribution of goods or services to the customers. Through this, the customer comes to know about the features, specification of the product and determine how this product is going to meet their demand. This is called value making which is one of the vital roles of marketing (Fill, 2016). The term value has different meanings. From the customers' viewpoint, it is the worth of a product or service (Polonsky, 2014). Other forms of value are price, benefit etc. Marketing creates value among the customers. It may be for product or information or specification. There are many other rules that marketing play in value making. These are discussed below.

Figure: Role of Marketing in Value Creation (Kotler, 2020)
[bookmark: _Hlk69325384]Share information and inform the customer: The primary task of marketing is to share information with the existing and prospective customers (Mullins and Walker, 2013). It can also be termed as inform the customer or educate the customer. Through marketing, the customer comes to know about the new features, specification, comparative goodness, and problem-solving ability of the product (Polonsky, 2016). Customer also comes to know how this particular product will meet their demand and benefit them. It helps them to figure out for what particular demand, they should buy the product. For instance, a new mobile phone has been introduced in the market. The marketer is trying to show the innovative and creative features of that mobile phone. Its updated display is much more scratch resistance and anti-reflective. Other innovative features of this mobile phone are it is waterproof up to a certain limit and has a long-lasting battery ha. As a result, the customer will find it easier to use. It will also protect the phone from any instant accident and eats long battery ha we will give privilege to the customer to use it for a long time. So, marketing is the easiest way to inform the buyer of a product (Van de Van, 2015).
Create a need for the product: Marketing is also a way that creates a need for a particular product among the customer (Mullins and Walker, 2013). When there are many products in the market, the customer becomes indifferent to choose one of them. In that time, marketers come with the products specification, creative features that will especially meet the certain demand of the customer (Polonsky, 2016). Like the mobile phone example previously used, it is going to need certain demand of the customer by its innovative features and upgradation. Customer will get long-lasting battery ha that will reduce the frequent charging. Its scratch resistance display will make the experience smooth and the customer will be able to roughly use the mobile. This element will specifically create demand for the customer. Among the competitor's products, the customer will find it easier to buy the phone with unique and innovative features as it will meet a certain demand. The benefit the product will provide will be deemed as value created by the marketing.
Ease up a distribution process: Distribution is the process of sending goods or products to the end customers (Mullins and Walker, 2013). It's a long process because it takes many hands to reach the product to the customer from the producers. There's a large gap between the producer and the customer that is bridged by marketing. Marketing bridges the customer with the producer by providing access to buy the product most easily. The customer comes to know about the product specifications, its price, specifications throw marketing. Customers also check the usability and demand meeting qualification of the product before buying it. It is the role of marketing to roll out the necessary information about the product to the customer so that they can know much about the product (Boesso and Kumar, 2016). After a thorough understanding, customers then now choose is specific product among the competitors’ product available in the market and now they have a standing of the use of the product and it demands meeting capability. They can now buy it by communicating with the producer and meet their demand. That's how marketing makes the distribution process easier for both of the party.
Make the customer feel valued: As one of the marketing goals is to create value for the customers, it's also the responsibility of the marketer to make the customer feel valued (Fill, 2016). Customers feel valued and part of the distribution process when they get responses and feedback from the company and companies’ customer-oriented services. There are many ways that the company can arrange to make their customer feel valued. Being attentive to the customer and provide quick responses make the customer feel valued and these create value for them (Isike and Ajeh, 2017). Companies can make that communication process easier and give the customer and as you rent that the company will reach to them in no time. It can also promise them a waiting period after which it will read with the customer or reduce the frequent complaining by the customer. Not making them repeat queries or questions and giving instant call from the company after query will make them prioritized and valued. Not reaching and reacting to customer queries can destroy customer value.
Meet the market demand: Marketing also create value through meeting the market demand. Market or customers are the ultimate receivers of the product. Besides marketer, they also create demand for a particular product. Overtime when necessities accumulate, it creates demand for a product (Mullins and Walker, 2013). For instance, people started to feel for a communication system that will enable them to communicate with the counterpart staying at a distance places and this led to the invention of the telephone. Then It was the marketer’s duty to inform the new customer and cover the prospective customer who was still unaware of the benefit of the telephone. Through marketing, it was possible to educate the customers, make them understand its benefit, receive its value (Polonsky, 2016). That's how marketing meets the demand of the existing customer and the prospective customer receives benefit and value from a product.
Save time and energy for the customer: Marketing also saves the energy and resources of the customer by easing up the product selection process. It's become easier for the customers to know about the product, compare it with the similar product available in the market, and choose the best option available (Van de Van, 2015). Customers don't need to go and search for a particular product as the marketer informed the customer about any new products that will give higher value and meet a particular demand. These save time and energy for the customer which the customer can use for other value making purposes.
Stakeholder Engagement and Their Impact on The Marketing Activities
An organization comprises many individuals and group of people. Some of them are directly involved in decision making and business process, some of them are part of the environment in which the business operates (Isike and Ajeh, 2017). These large stakeholder bases can be divided into two main types- internal and external. According to Huang, (2019) Internal stakeholders are individual and group of people who have direct influence over the business decision making and can control the operation. Companies owner, employees, managers at the part of internal stakeholder. The external stakeholder base is comprised of the person who resides outside the organization and cannot directly take part in decision making or influence the operation (Fill, 2016). They have indirect influence over the business and resides in the frontier in which the business operates. The role of stakeholders is very much important in an organization perspective because organization policies and strategies are muchly dependent on both types of stakeholders (Geraerdts, 2012). One type of stakeholders directs and formulate best strategies while other types of stakeholders received output from those strategies. Like other business activities, these parties play signification role in marketing activities also. Their engagement impacts the internal and external policy formulation. So, stakeholders’ engagement is a process to communicate, understand stakeholders and include those who are likely to be affected by the organization policy (Boesso and Kumar, 2016). It is the way by which stakeholder get involved in the discussion, implementation of business operation and policies. They are involvement also impact the marketing activities. Their role and activities are broadly discussed below:
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Figure: Business Stakeholders (Isike and Ajeh, 2017)
Internal Stakeholders and Their Impact: One of the important bodies of any business organization is the internal stakeholder. Internal stakeholders are individual and group of people who have direct influence over the business decision making and can control the operation (Mullins and Walker, 2013). Internal stakeholders mostly take part in formulating and implementing marketing strategies. They are responsible for the market selection, strategy formulation etc. There are mainly three sub-parties in the internal stakeholder base. They are the board of directors, management, employees (Kotler, 2020). The Board of directors stays at the top level of the hierarchy. They are involved in making top marketing decision, strategy formulation and selection. The board of directors chooses the region and target market in which marketing strategies will be implemented. They also formulate effective marketing policy, select the target market, make market segmentation (Geraerdts, 2012). Later on, it comes as the management responsibility to do the marketing mix and find out ways to carry out these strategies through the employees. Management is the body that bridges the activities of directors and employees. Theirs’s significant role helps to put a plan into action and make the ask easier for the employees to complete the marketing activities effectively (Mullins and Walker, 2013). One of the crucial bodies of the internal stakeholders is the employees. Employees are responsible for the direct marketing activities and work hand in hand to implement the policy in the market. The success of the activities and policies muchly dependent on the efficiency and workability of the employees (Polonsky, 2016). They interact directly with the customers, handle customer queries, and complete the marketing process. That's why it's very important to distribute marketing activities among the employees proportionately. After the role of the directors and management, employees make several subgroups to control the different aspect of the marketing. Teams are then divided into direct marketing, sales group, promotional team, online marketing team, IT and social media team etc. Their interactive activities and efficient interaction with the customer make the marketing policies successful (Kotler, 2020). So, marketing activities is an integrated process that needs participation from all the bodies of internal stakeholders.
External Stakeholders and Their Impact: External stakeholders are the entities that reside outside of the organization. They cannot take part in the decision-making process but can indirectly influence the business strategies and planning (Isike and Ajeh, 2017). External stakeholders comprise a wide range of entities or members including customers, suppliers, government, investors, media, communities or society, different agencies etc. Mostly they reside in the environment in which the business operates. So, they are the drives upon which the business policies and strategies are implemented (Polonsky, 2016). The board of directors and top management of a company have to consider the interest of this part of stakeholders in formulating organization policies. They are the part at which the marketing activities comes to end. The goal of marketing activities is to provide value and distribute products to these end stakeholders (Van de Van, 2015). So, they have an important role in marketing activities and the success of any policies. Their role in marketing activities is discussed below.
The most important body of this part of the stakeholder is the customers. They pay a price for the products they receive or availing of the service. That's why any business organizations primary goal is to satisfy the customer with high-value products (Kotler, 2020). They reside at the end of the distribution process and all business policies are formulated considering their interest. While formulating any business policies are market campaigns, top management needs to analyse the interest of the customer, their perception of their demand, behaviour, their purchasing power and pattern also. Because the success of any marketing campaign highly depends upon these aspects of the customer (Geraerdts, 2012). Change in customer behaviour or buying pattern can make effective marketing policies a futile attempt. It is the top management responsibility to consider the customers' interest at first while setting up marketing policies. Another important stakeholder body is a supplier. Suppliers are the stakeholders who provide resources and materials for the business operation and marketing activities as well (Fifield, 2012). Business organization are directly dependent on the supplier and their capability of supply material. In any business, top management has to take a decision considering the resources available to the organization. While formulating marketing activities, management has to be dependent upon the resources available to them and the capability of the supplier to provide necessary resources in need of time (Fill, 2016). Suppliers behaviour and relation need to be considered in marketing activities also.
After the customers and suppliers, companies need a medium to distribute goods and services to the customers and conduct marketing campaigns and promotional activities. After product innovation and introduction in the market, the marketer has to communicate with the customers to inform them about the product, its specification, its demand meeting capability, its problem-solving usability (Fifield, 2012). After hearing from the marketers, the customer comes to know about the product. It creates demand among the customer. Marketers use a medium like social media, newspapers, online portal s etc reach to the customer. These mediums are also used to conduct promotional activities, offers, discounts etc. Government is also an important body as it controls the market through regulatory activities and laws (Huang, 2019). From formulating marketing activities to implementing them in the market, businesses have to abide by laws and comply with the regulation. This norm and policies make the strategy and activities ethical in the manner and legal. Top management and marketers also have to follow the competitors’ activities. Marketing activities need to be effective in the market and gain competitive advantages. Communities’ beliefs, norms, behaviours also affect marketing activities. The community comprises the environment, population, society in which the business organization have to implement they are marketing strategy (Isike and Ajeh, 2017). So, considering their interest in this community and prioritizing their beliefs, norms would make the policy more aligned with the community.
So, the role of marketing cannot be ignored as it creates value for the customer and makes the distribution process easier. It is necessary for both the producer and customers. Besides these, marketers also have to consider the interest of all the stakeholders to make an effective and customer-driven marketing policy (Kotler, 2020). Concentrate on the interest of all the parties will ensure the successful implementation of marketing activities.
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