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[bookmark: _Toc54783729]INTRODUCTION
The Marketing function is an essential key to the success of the organisation. Marketing is an efficient yet complex process and a very broad term. Marketing helps to build the company’s reputation as the growth of the organization is completely relates to its reputation. A good reputation tends to have high goodwill in the market. Every organization needs to build a good reputation and recognition in the market for its long term survival. For that, the marketing fundamentals help businesses to develop their strengths and work efficiently. The marketing encloses several traits and strategies through which the business gets close to its objective and increases the efficiency to give a tough competition. Marketing fundamentals involves marketing mix, environment, marketing plan, segmentation and others to develop strategical marketing for an organisation. Marketing fundamentals critically evaluates the strategies applied in the organization.
Marketing is a set of activities to promote and sale the product or service in an organization to achieve the desired objective. Marketing function includes certain factors that influence the marketing of the product or service and strategies to enhance brand value and sales.
This report critically evaluates the fundamentals and principles of Marketing and its application in the organization with respective example.
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TASK 1

ROLE OF MARKETING IN CREATING VALUE FOR CUSTOMERS
Marketing plays a crucial role in creating value for customers in the organization. Marketing is a huge part of a business and responsible for various functions like sales, promotion, customer satisfaction, production and more. Marketing is important as it helps to get the attention of the customers and get aware of the product or service.
[bookmark: _Toc54783731]MEANING AND SIGNIFICANCE OF MARKETING
Marketing is basically a process which helps to promote the products and services of the organization to the potential audience in the market. Marketing is the part of management and can be defined as a responsible process for identification, prediction, and satisfaction of the customers. The marketing significantly plays a role in creating value for customers as marketing is all related to the customers, promotion, sales, customer engagement, etc are directly related to the customer interaction and their satisfaction. Marketing department directly deals with the customers and represents the image of the brand (Kotler et al. 2018).
[bookmark: _Toc54783732]CONCEPT OF MARKETING
The concept of marketing can be defined as a purpose to complete the organisational objectives and to design strategies and plans in order to satisfy the needs and wants of the consumer and build a good customer experience. The concept of marketing can be classified into five categories viz. Production concept, Product concept, selling concept, the Marketing concept, Societal marketing concept, each concept deals with different function and goal. These concepts are based on market research and as per the need of society. Any change in the market tends to change in the concept of marketing.


1. Production concept: As the word suggests production, this concept is more operation oriented than the other concepts. The idea of this concept is that people want those products which are inexpensive and easily available. The concept was initially started in 1950 and became important because of “Says law” which says the supply creates its own demand.
2. Product concept: The concept suggests that people always prefer the products or services which have better quality, features, value, and performance over the competitors. This concept is truly applicable to the niche market of electronic and gadgets.
For example: Apple and Google, both the companies focus on its products and make them feature-rich, high performance, and innovative (Kotler et al. 2018).
3. Selling concept: The concept advocates that the customer will not buy the product or service until and unless he gets convinced for it through the sales efforts. Thus the organization should promote and sell its products or services in the market to become successful.
4. Marketing concept: This concept proposed that the success of any organization depends on the marketing efforts it made. The organization deliver quality, value, services with good strategical promotion.
For example: Soft drink companies Pepsi and Coke. Both the companies deliver similar products and prosper marketing concept. Coke delivers its products holistically whereas Pepsi focuses more on youth. The value proposition of the company Coke has better than the Pepsi which shows that Coke prospers marketing concept and delivers better value.
5. Societal marketing concept: The concept is based to deliver the product which satisfies the needs, wants and expectations of the target segmented customers and a product which is better than its competitors. As well as the product should be friendly with the environment and the people (Kotler et al. 2018).

[bookmark: _Toc54783733]MARKETING MIX
The marketing mix is the set of factors that use in a specific way to achieve the business objective. The factors are called as 4P’s of marketing and includes Price, Place, Promotion, and Product. This marketing mix helps businesses to promote their product or service and make it sell out. The right blend of these 4P’s leads to drastic enhancement in growth and consumer satisfaction and creates value for customers.
The 4P’s can be described as:
Product: The product or service is the represents or reflects the brand image. The product must be a need or want of the people to make them customers. 
Place: Placing the product is very important as the customer buys from there, the place should be convenient and easy to reach for the people to buy the product or service.
Price: Price decides the value for the customer of the product or service. Thus, the price should be kept competitive and value for money to attract customers.
Promotion: Right promotion leads to the high growth of the sales graph. Promotion is the way to make people aware of the product or service. It includes advertising on radio, TV, social media etc (Wu and Li 2018).

[bookmark: _Toc54783734]MARKETING AND CUSTOMER VALUE
The Functions of marketing is more than buying and selling of the product. Marketing helps to find potential customers and then provide the best possible service to expect customer loyalty and retention. It creates a link between a brand and the customers. The brand can create the value of customers firstly by fulfilling the needs and wants and identifying the target group of customers. Below are the roles of marketing:
Identification of the customer: The first thing is to understand the needs and wants of the customer and then find whom to target and the ways to reach out.
The satisfaction of customer: The brand can satisfy the customers by delivering the right product at the right time with good customer services.
Retention of customers: Retain the customer with quality product or services and a competitive advantage with a USP (Moenardy et al. 2016).
Customer value can be referred to as the level of satisfaction a consumer feels after purchasing a commodity or a service. Here, the value just not only refers to the price but also for the quality and worthiness. The consumer often questions himself before purchasing a product or service like its benefits, requirement, worthiness and more. Understanding customer value is very essential to businesses in order to know the behaviour of the customers and their perspective about the product or service. Below are the measures to understand customer value. 
Measures to understand customer value:
· Identify benefits to customers: The consumer keeps certain points in mind before the purchase like,
1. Firstly, the quality of the product or service,
2. Brand recognition,
3. Quality of service team and after-sale services (Moenardy et al. 2016).
· Customer cost: The two types of costs involved in customer cost which are intangible and tangible cost. With the help of the identification of these costs and their difference, the customer cost can be identified easily.  
· Customer value formula: The formula is nothing but a difference between the customer benefits and customer costs.

Customer value = (Total customer benefits – Total customer cost)

Marketing helps to create more value to the customers which lead to make customer permanent and loyal towards the organisation. Customer value has become essential in any organization with increasing competition. For the survival of the business value of the customer is significant because nowadays people have many substitutes of the product with highly competitive prices, to retain customers in the organisation then the product or service must be innovative with a consistent update and the value of the customer (Moenardy et al. 2016).

[bookmark: _Toc54783735]IMPORTANCE OF CUSTOMER VALUE
Creation of customer value is a very essential part of the business. It not only helps to retrain the customers but also distinct from the competition. With it, the organization cannot work efficiently and leads to the loss of potential customers.
Value proposition: Consider the competitors that offer similar products. Similar or substitute products often confuse people. Through value proposition, one can win the market. One needs to interact that what is the thing that differentiates from others.
Segmentation: Customers have different tastes and preferences, it is important to know what is more important to them. Simply segment your audience with a different value proposition. The values can be based on seasonal, geographic and demographic.
Not to compete on price: Often businesses make a mistake by competing prices according to the competition and as a result, lose the potential customers. Some consumers do not focus on prices but on the quality and features that the product offers and they are willing to pay more if the prices are justified.
Focusing valuable customers: The organization must value the most potential customers as an organisation cannot expand evenly the resources, service teams, to entire customer base but to the valuable customers who give good returns thus, organizations focus on to the existing customers (Kumar and Reinartz, 2016).
CONCLUSION
Above discussion clears that the marketing helps in the creation of value to the customers and ensures to expects loyalty and satisfaction. Above, marketing concepts, significance, importance, customer values, marketing mix etc have been discussed which ensures the value of the customers. In any organisation value of the customers is way important than attracting the customers. Value to the customer shows that the organization is loyal towards them. Every organization needs to focus on valuing the customers for its growth, survival, and goodwill.
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STAKEHOLDER ENGAGEMENT AND THEIR IMPACT ON THE MARKETING ACTIVITIES OF AN ORGANISATION
[bookmark: _Toc54783737]MEANING OF STAKEHOLDER
A stakeholder is the people who are company’s employees, investors, customers and suppliers and plays important roles in the business activity. A stakeholder can affect the business and at the same time can be affected by the business as well. The stakeholders can be internal and external. An internal stakeholder is the person who is directly linked with the organization such as owner, investor etc and external stakeholder are the person who is not directly related but still affect the activities of the organization like creditors, suppliers etc (Pirozzi, M., 2019).

[bookmark: _Toc54783738]STAKEHOLDER ENGAGEMENT 
Stakeholder engagement is simply the process between the interactions of potential stakeholders with the organization and gets the knowledge about the person. Companies get to know with the help of this interaction that what they want when they want it, how engaged they are with the company and how the organisational activities and plan affect them. The engagement directly relates to Corporate Social Responsibility (CSR). Companies interact with the stakeholder to find what the issues or concerns are there in the society and the environment that matters most according to their perception and involves in the process of decision making (Pirozzi, M., 2019). The following are benefits of stakeholders: 
Knowledge: engaging with the stakeholders are benefits the organization to get knowledge about their perception, and also helps to provide the new innovation in the intensely competitive market.
Decision making: stakeholders are proved to be a good decision maker and help the organization with a different way of sigh and the perception which helps to make the most efficient decision. 
Cost-effective: The stakeholders are many costs saving to the company and their engagement ultimately saves the cost and the time. The companies who engage with the stakeholders have improved results and more chances of finishing the project on time.
Manages risk: Stakeholders help to identify the risk and assist the organization in dealing with it before the risk becomes a potential threat. By preventing risk the threats will automatically be eliminated.
Trust: When the organization reaches out to the stakeholders they know the company value its standpoint. The collaboration helps to build trust between the organization and the stakeholders (Birchall and Sacchetti, 2017).
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Engagement with the stakeholders is a very pivotal part of business activity and it directly leads to the success of the organization. The organization needs to have clear and robust marketing plans and strategies for its succession, and that comes from the engagement of stakeholder to the organization. The effective engagement converts stakeholder's needs into the goals of the organization and develops effective strategies for its achievement. Stakeholder differs and depends on the organization and business and includes shareholders, government agencies, the board of directors, customers, employees and more. Each stakeholder has a unique perspective and importance in the organization. The following are the roles of the stakeholders in an organization:
Direction: The major roles of stakeholder is to direct the organization towards its objective. These can also be part of the board of directors who takes major decisions and action and manages the department (Woerkom and Zeijl-Rozema, 2017).
Financial roles: Stakeholders brings money and are the top investors of the organization. They are free to bring or take money anytime from the organization and are very concern about their investment and can force management for any change and financial statements.
Corporate value: The major stakeholders are the large investor of the company and plays role in the entire decision-making process. Stakeholders also monitor all the activities of the business and alter if there is any need. 
Other responsibilities: Other than all the above major roles they also identify the areas of market penetration and help to increase the sales. They bring new marketing ideas according to the trends and attract other investors also (Woerkom and Zeijl-Rozema, 2017).

[bookmark: _Toc54783740]AIM OF STAKEHOLDERS
However, stakeholders have the same aim or objective but it can differ from different sectors and the market conditions. The following are the aim of stakeholders in different sectors:
Banks: The main aim of stakeholders in the banking and finance industry is to provide loan and interest payment on time and grants power and to set the interest level to be paid back.
Government: In the government sector stakeholder complies with the laws and pays the right taxes and helps to create employment for the people of a country. Stakeholders also help to make laws and allow organizations not to carry the strategies.
Society: The biggest aim or role of the stakeholder in the society is to play corporate social responsibilities, make the free environment, makes sure the employees and consumers are treated fairly and no exploitation. The major role of stakeholders is in Corporate Social Responsibility (CSR) (Dembek et al. 2018).

[bookmark: _Toc54783741]IMPACT OF STAKEHOLDERS 
The stakeholders relate to the business in a great context and impact on business functions directly or indirectly. Customers, employees, owners, partners, are the groups who impact the business. The stakeholders impact in marketing functions of the business and help to create more opportunities. The following are areas of business where stakeholders lay a great impact:
Government and society
The stakeholder lays a great impact on society on the government of a nation. In the terms of society, stakeholders help companies in terms of corporate social responsibility and manage social and business responsibilities.
Customer relationship management
 Customer satisfaction is very important in any organisation as it ensures customer loyalty and retention. Stakeholders attract customers and create opportunities for the business and help to retain the customers by creating values. Organization use CRM, a process of marketing the business and collect the data of the customers for future perspective and activities (Grama-Vigouroux and Royer, 2020).
Vendors
A vendor is a person who supplies the material or services to business operation and needs but the business needs to consider their wants and needs also for satisfaction and retention. If the organization considers them more for their activities than the suppliers also try to give their best to the organisation and become loyal.
 For example: Toyota, the company knows the significance of the stakeholders and the relationship with their suppliers. In fact, the company follows the phrase "achieve supplier's satisfaction". And in the mission statement of Toyota, it is one of the cornerstones. 
Investors
When the people invest their hard-earned money in the business then maybe they have less chance to say in the operation and become a silent partner. But if the investor gives money on time or in the need then definitely they expect the more profit sharing, demand and operation of the company (Grama-Vigouroux and Royer, 2020).
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Stakeholder plays a crucial role in the marketing function and helps businesses to create market opportunities. The stakeholders are not only in the marketing department but they can be anyone who wishes to successful marketing in the organization. They can be salesperson, in public relations, human resource and more. Stakeholders are not limited within the boundaries of the organization but they can be customers, channel persons and more for organizational success. The prime stakeholders may be customers and employees are drives the marketing functions. The types of stakeholders are discussed below who plays role in the marketing function:
Salesperson: The salespersons of any organization always focus on the growth and development of the business and ensure the marketing functions are doing the best. The salespersons are the most evident stakeholders in the organization. Basically, the salespersons are recruited to engage in the employee advocacy program. According to recent data, it has been shown that the salesperson who engage in social selling likely to get 45% more opportunities than who don’t, hits 51% more on their quotas (Domegan et al. 2019).
Human resource: Human resource department always wants to make brand appealing and the recognizable in the market. Human resources engage with those potential people who become proud of the brand later and help the organization to make flourish. Human resource not only deals with the buyer of the product or service but also with the potential employees, partners and investors. These stakeholders help to recruit and retain the right people at right people along with the promotion of the brand.
Public relations: These stakeholders often help in the promotion of the brand and the employees. The main job of the public relation department is to be a great stakeholder of the brand.
For example: A cybersecurity brand, Carbon black uses this trait to promote the news reports along with brand promotion. In the interview with CNN, it is found that the company is engaged with the stakeholders in the social groups and posts. 
Channel partners: The channel partners focus on the brand's succession because their own success depends on the success of the brand. They ensure the brand is doing well and promote the products or services of the brand on their behalf (Domegan et al. 2019).

Conclusion
From the discussion of the above essay, it makes clear that the stakeholders are the one who is very much responsible for the business activities and impacts in a great context directly or indirectly in the marketing functions. Stakeholders are the person who influences internally and externally in the business. Above, the stakeholders, their importance, impact, objective, role and more have discussed which shows how stakeholders create business opportunities in an organization and play a crucial role in the marketing function. Any organization or business must value their stakeholders for the growth, survival and goodwill of the business.
[bookmark: _Toc54783743]CONCLUSION
From all the above discussion, it is clear that the marketing fundamentals are very much important in any type of organization for its survival and growth. The marketing is all about fulfilling the needs and wants of the consumers in order to catch customer loyalty and retention. Marketing does not just mean to sale the product or service but also makes sure that the customers are well satisfied or not because after all the customers are the heart of any business and without the customer, the survival of business can be possible. In this assignment, marketing, its concept, importance, marketing mix, customer value and marketing, stakeholders, their need and significance in the business, stakeholder engagement, impact and more have been discussed in context to understand marketing fundaments and its principles. The above essay clears why and how marketing and its application is important for running a business. The strategies and planning are part of marketing essential and creates value for the business and helps to grab potential market attention. For survival in the intense competition it very essential for any business to adopt marketing fundamentals and principle and run the business according to the pre-described marketing strategies and plans for the success of the business.
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