



Marketing Fundamentals

Assessment 2




Student Name: Zheko Valchanov
Student Number: 2024650



Table of Contents

Introduction	3
Role of Marketing	3
Value for Customers	4
Role of Marketing in Creating Value for Customers	4
Stakeholders of Marketing	5
Stakeholder Engagement	6
Impact of Stakeholder in the Marketing Activities	7
Conclusion	8
References	9



[bookmark: _Toc93275102]Introduction
Marketing is one of the most essential aspects of modern business and it is the operational function that interrelates all the other aspects of the business. Marketing identifies the customers and their needs and the perceived value the customers are willing to pay for the product or service. (Baker, 2014) Marketing is also responsible for ensuring the proper design and services of the product so that it meets the needs of the consumers. The major role of marketing is initially to identify the customers, then satisfy the customers with the right products and services and finally retain the customers so that they come back to the company for availing more services or products.  Thus marketing is responsible for creating the value of the customers. The stakeholders are the ones who are influenced by the decisions of any organisation. There are different types of stakeholders in an organisation. The engagement of stakeholders in the marketing of a company is very essential and they also impact the marketing activities in various ways. The influence of stakeholders can be observed in the marketing campaigns of companies and most cases, those are crafted in a way to serve the stakeholders.
[bookmark: _Toc93275103]Role of Marketing
The marketing department plays a very important role in the business as it serves as the face of the company and coordinates all the other aspects of the business. The marketing department is responsible for reaching out to the prospects and customers, i.e. the stakeholders of the company and represents a positive brand value to them. Marketing is responsible for defining and managing the brand as it involves what the brand does and how the company acts. It also shows what experience the customers will get from the product or service. Marketing is also responsible for conducting the campaign management of marketing initiatives that identify the product or services and focus on the communication of the brand. The marketing department of the company is also responsible for producing the marketing and promotional materials so that the brand can communicate its message properly. Marketing also establishes a bridge between the customers and the company so that a liaison is formed between them and the required communication is established. The role of marketing is very important to identify the customers that need the product and the market research required for a product launch. Marketing is also responsible for creating value for the customers through the 4Ps of marketing. The product, price, place and promotion play a very important part in shaping the marketing of a company (Kotler, 2011). It also influences all the other major operational functions of the business. The marketing mix is responsible to ensure that the product is prepared according to the customers, the pricing of the product is based on the perception of the stakeholders, place and the distribution channel is focused on reaching all the target customers and the promotion is also aimed at the right target market. All this ensures that the proper maintenance of the organisation is done regarding the product or service.
[bookmark: _Toc93275104]Value for Customers
One of the major tasks of marketing is to create customer value. Customer value can be termed as the perception of a product’s price or worth to a customer against the other possible alternatives. The perception here is based on the customer and how he perceives the benefits of the product or services and how much should he be charged for it (Dodds, 2003). From the viewpoint of the customer, the customer is not only paying the price through any form of money but also non-monetary items like time, effort, energy and inconvenience. The benefits that our customers expect from a product includes the quality of the product, the brand value of the company, the service it provides, the experience that the product or service gives etc. The people who use the product but do not always buy it can be termed as the consumers while the customers and the ones who purchase the products or make the buying decision. The value for a customer or consumer is affected by processes and systems and also by the mindset and culture of the market. The values for the product or service cannot be only based on the extrinsic values but the intrinsic values as well. The value of the product or service is perceived by the customer during the intent of the purchase, the time of shopping and at the actual purchase time (Christopher et al., 2013). Customer satisfaction is increased by the creation of customer value. A good customer experience will create a good value for the customer as well, which also results in increasing the share of the market, the share of wallet etc. There are various ways through which the value for customers can be created and marketing is one of the major aspects of it.
[bookmark: _Toc93275105]Role of Marketing in Creating Value for Customers
Marketing is responsible for creating most of the value that is perceived by the customers. It is essential to understand the customer value concept which is undertaken by marketing as it helps to understand the customer's value needs and their change over time (Kordupleski and Simpson, 2003). Marketing is responsible for creating a bundle of goods and services that the company can offer at a price that is perceived by the customers. The bundle consists of both tangible and intangible services and benefits for the customer. Marketing is also responsible for creating the entire environment where the exchange of values with the customers is taken place with the company. Marketing is responsible for identifying the customers and how much they need to fulfil their needs. The design of the product is also informed by the marketing as they know the needs and demands of the customers and try to provide value according to the cost (Weinstein, 2012). The communication with the customers about the product is also done by marketing about the company. The customers need to communicate with the organisation to let them know of their needs and conditions for using a product and marketing works as the bridge in this case which creates value for the customers as they feel important due to their opinions is being heard by the company. The location and terms of transactions are also shaped by marketing and the user experience of the product or service is communicated to the customers by marketing and it is how the customers perceive the value and price of a product. The purpose of all businesses is to find and keep the customers and marketing is an instrumental factor in this case as it helps the businesses to achieve the purpose and it is not just by advertising and promoting the company but also taking different managerial decisions and building connections with people that directly or indirectly help the company. This assists the company to expand and increase the brand value which in turn create value for the customers of the company (Wootton et al., 2022). The marketing mix is also responsible for creating value for the customers. For example, the marketing of Unilever is responsible for creating such huge brands that the company has under its name. Having more than 400 brands under its belt, Unilever conducts marketing campaigns for the brands in unique ways to ensure that the brand value increases and the customer satisfaction level are also at the top. Ensuring customer satisfaction also ensure the creation of value for the customers and they would be willing to pay more for the intrinsic value of the product. Thus, the importance of marketing in creating value for the customers is immense in every aspect of the business.
[bookmark: _Toc93275106]Stakeholders of Marketing
The stakeholder of a company can be termed as an individual or group who has an interest in the organisation and the outcomes of the organisation affect him or the group. There are various types of stakeholders which include the customer of the company, the employees, the shareholders, the suppliers of raw materials, the communities and the localities, the government etc. The interests of different stakeholders are different and it is a conflicting phenomenon for the organisation to meet the interest of all the stakeholders. There are mainly two types of stakeholders which are the internal and external stakeholders (Baugh, 2015). The people who are internal stakeholders are significantly impacted by the performance of the company. For example, if a person is a shareholder of a company then he is an internal stakeholder. The interests of the internal stakeholders come from the direct relationship of the company which includes employment, ownership or different type of investments. Some of the examples of internal stakeholders include the employees and managers of the organisation, the investors, the shareholders etc. The people who do not have a direct relationship with the organisation can be termed as the external shareholders of the company. The government, the customers, the localities can be termed as the external stakeholders of an organisation.
The internal stakeholders are also called the primary stakeholders of the company. The employees are one of them as they invested in the company's performance which ensures their job and payment. The employees also have a wealth and safety focus depending on their jobs. The shareholders are very much focused on the performance of the organisation as they have invested their money in the organisation and must make a profit. The managers are the ones who manage the company and they are responsible for the directions and the performance of the company. So, the performance of the company directly influences their job position. The board of directors are interested to maximise the profit of the shareholders and they are as well directly influenced by the company performance.
The external shareholders are also called secondary shareholders. One of the major stakeholders is the customers as they are the ones who purchase the products or services from the company. It is in the best interest of the customers to get the best possible product or service for the lowest price. The suppliers also want to see the increased demand for the product so that they can sell the raw materials to the company even more. The government is also another form of external stakeholder ensuring that the company follows all the rules and regulations. The localities and communities where the organisation operates and have factories are also other stakeholders of the company (Polonsky, 2005). As the organisation is a separate entity in the civilised social network, some aspects are expected from the organisation to the localities and they have to be maintained to ensure the corporate social responsibilities.
[bookmark: _Toc93275107]Stakeholder Engagement
Stakeholder engagement can be termed as the systematic identifying, assessment, planning and implementing actions and plans that are prepared to influence the shareholders of a company (Anastasi, 2020). The strategy identifies the needs of the stakeholders of different groups and tries to ensure the maximisation of satisfaction of them. According to the stakeholder theory, sometimes there might be conflict among the different stakeholders and it also affects the marketing of a company (Franklin, 2021). The investors would want the maximisation of wealth, while the customer would want the best products at the best price and the managers would want the growth of the company. To ensure the satisfaction level of all the stakeholders, in this case, might be difficult as they are in some cases contradictory to one another. Thus the engagement of stakeholders have various aspects and is different from one another and the marketing of the product or service is impacted by them.
[bookmark: _Toc93275108]Impact of Stakeholder in the Marketing Activities
Stakeholder engagement and its marketing can advance the company's mission and visions and also address the objectives that are meant to be met. As it is an ongoing and systematic process of communication and connection, thus the engagement of the stakeholders and the creation of value between them is essential (Harrison et al., 2019). Stakeholder engagement is very essential for organisations. For example, Unilever maintains a transparent and responsible stakeholder engagement system that helps the company to be one of the most successful in every aspect of the business. The organisation maintains good relationships with the government and follows all the rules and regulations. Unilever is also associated with different NGOs, suppliers, researchers and scientists, communities, trade associations and most importantly, the customers and consumers (Unilever PLC, 2021). One of the examples of Unilever being influenced by the stakeholders in the responsible engagement in climate policy. This is due to their engagement with trade associations and business groups. Due to their engagement with that shareholders, they have to ensure that their marketing and operations were focused on the change of the climate and sustainability. The various internal and external stakeholders of the company are responsible for impacting the marketing activities. The various impacts of the stakeholders in marketing will be discussed in this section.
The shareholders are one of the primary internal shareholders of the organisation and they look for profit and wealth maximisation. They also have a vote on the business objectives and directly influence the price of a stock in the market. They are also responsible for ensuring what the company markets to the people and how it is marketed. For example, the shareholders of Unilever has compelled the company to ensure sustainable measures in its marketing campaigns. The employees and managers are internal shareholders who are responsible for running the organisation. The thinking of the employees in the marketing department influence the communication of the brand and thus affects the marketing activities of the organisation. 

The customers are the ones whose needs and demands are fulfilled by the organisation and the change in behaviour of customer purchasing habits can greatly influence the product and service of a company. The organisation also have to cater to the marketing needs according to the demands of the customers so that they can be reached and their perceived value can be achieved. Most organisations focus on the demand of the customers and it greatly affects the marketing activities of the companies which ensure the sustainability of the company in the market for the long run (Riad Shams et al., 2021). The suppliers influence the marketing of the company, as, when the price of raw materials is low the company can initiate different promotional activities for marketing, which is due to the low priced raw materials from the suppliers (Harrison et al., 2019). The government also affects the marketing of the organisation as different rules have to be maintained while creating any advertisement or campaign for the mass people. Thus, the stakeholders affect the marketing of an organisation to the core.
[bookmark: _Toc93275109]Conclusion
The role of marketing in creating value for the customers is of great worth and undeniable in the present era of business. The value for customers is created not only by the product but the value of the brand and its experience as well. Thus the role of marketing in creating value is immense. The various stakeholders of a company influence the marketing decisions and the campaigns. The major stakeholders like the customers are one of the main targets of marketing the production services, and thus their perspective and perception are greatly valued by the organisations and this impacts the marketing activities dearly.
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