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The essay aims to provide the role of marketing in creating value for customers and to describe stakeholder engagement and their impact on the marketing activities of an organisation. To offer in-depth knowledge of marketing concepts the team has chosen the organisation Amazon and it is a famous multinational technology company which is American based. The essay also covers advantages of marketing, branding and its advantages, Ansoff matrix, relationship marketing, stakeholder, internal and external stakeholder, and its impact on marketing activities. 
Amazon is an American multinational internet-based company across the world, and it was founded by Jeff Bezos in 1994. It was initially launched as an online bookstore and later on sells everything like groceries, electronic goods, beauty products, furniture, jewellery, apparels, and home appliances. It is famous for one stop shop and offering service to attain its vision and its future market too. Many acquisitions and mergers took place each year and people could realise many innovations and creativity in its service and delivery. Its operation and logistics is highly works well due to its AI assistant provider, cloud computing platform and through implementing many advanced technology in its process and system. 
[bookmark: _heading=h.30j0zll]The role of marketing in creating value for customers
Definition of marketing concept or societal marketing concept 
According to (Gitman, 2018), marketing concept refers to marketing data that is collected to develop marketing strategies in order to attain needs and wants of customers as well as to achieve objectives of the organisation.
With references to (Kotler, 2019), societal marketing concept focuses on organisation’s tasks and it includes to deliver target markets based on needs, wants and preferences more effectively and efficiently and also considering society’s wellbeing. 
Amazon’s mission is to provide lowest prices to the customer by selecting the best collection with utmost convenience. Amazon’s vision is to sustain earth’s most customer centric company and customers believe to find anything that they can buy online. From examining Amazon’s mission and vision statement itself clearly shows that the firm shows high preference to satisfy customers and plan for the future for them only. Customers are most important stakeholders thus corporate vision will be focusing on product mix to attract target customers and contribute to business growth (Gregory, 2019). Marketing concept is considered by Amazon to satisfy the customer and offer product or services to meet the high expectation of customers. Amazon has a diversified business model to achieve its primary revenue streams through e-commerce platforms. Its main objective is to focus selection, price and convenience for the customer (Miller, 2016). 
Advantages of marketing to consumers 
(Gitman, 2018) defines marketing as a process to create customer interest to sell a product or service and through strong customer relationships it assists the company to create value for their customers. The main benefits of marketing to consumers are 
· It enables the consumers to choose based on their interest
· It increase levels of consumer consumption 
· Consumer able to research product design, quantity, colour, price before choosing a product 
· Marketing allows consumers to check time utility, place utility, information effectiveness and possession utility (Kotler, 2019). 
· Marketing allow people to live high standard of living
· Efficient marketing system able to offer quality product or services at competitive prices
· It allow consumer to choose products across the globe
· Easily the consumer could recognise the product
· Marketing improves quality of life by creating awareness about the product
· Allow a consumer to choose a product whenever needed at a particular time at a particular place (Tiwari, 2018)

Definition of branding 
Jay Baer defines branding is the art of inducing people mind to think about the company with what people actually do think about the firm. It is an identification of product and services that showcases the non-tangible concern and emotional relationship (Popoli, 2017). 
Brand is referred to as a symbol, name, sign, design, term etc that shows difference from its seller’s services or products. The brand could stand for a single item, as company trademark, a family of items etc (Popoli, 2017). 
Brands produce a wide range of benefits for businesses, individuals, groups, products in the current improving dynamic marketing landscape and image or idea that have in mind by seeing or thinking on particular activities of the firm, services, products etc (Popoli, 2017). 
Advantages of branding
Branding brings huge benefits to the business and is easy for consumers for identifying the products and chooses the most preferred one. It is the process in developing specific product, service, organisation through offering image and figure to fix in consumer minds (Popoli, 2017).  Following are the common advantages of branding 
Customer recognition: Customer recognition is possible when strong brand notification is possible even if they are unfamiliar to the product or firm.
Introduction of new products: When loyal customers are familiar with a brand, it is most easy to introduce a new product. For example Microsoft firm can introduce new electric products or by diversification products like textile, beverages etc (Popoli, 2017)
Competitive edge: Customers can easily identify the brand even with high competition at market and this shows customer interest in the brand for example McDonald’s logo, it shows its powerful taste and smell of their fries and chicken (Tiwari, 2018).
Credibility enhanced: Credibility enhances between customers and firms, it also improves recognition, competitiveness and loyalty. Brands also build trust, like an image when a firm has high credibility.
Strong Communicator: Branding communicates the message of a firm on what it tries to inform the customer such as size, quality, experience, and charging a premium through retaining loyal customers (Linda, 2020). 
How branding creates value for customers
As stated above branding is a very essential experience for both employer and employee and the same ensures value for customer and benefit for employer. Branding offers product innovation knowledge to the customer of any organisation. Through product innovation, Apple is able to create new competitive markets and reshape the industry activities. Thus product innovation is crucial to brand success for any company in the current market (Popoli, 2017). 
The product that makes customers happy by satisfying the needs and wants will have high branding power. Branding is not just the name to understand the product difference but then it purely offers the feeling and experience that the product offers and benefits the customer and ensures value received. Brand ensures by offering solutions to the problems and challenges faced in experiencing the product or time, or money or through physical capacity (FERNANDO, 2021). 
Amazon values the customer thus it keeps up the promise by offering lowest prices and gives convenient experience to the hundreds of millions of customers. To maintain its brand image, it offers best services through instant access, comprehensive selection, and value to the customer by following the latest advance technology such as machine learning, big data, artificial intelligence, internet of things, robot process automation, ERP, cloud computing etc. Enticing benefits stimulate customers mind thus Amazon always ensures to introduce new schemes, offers, discounts, new discounts, new experiences etc and this way the branding of Amazon creates value to the customer (Rahman, 2020).  
 
Ansoff matrix strategies 
The Ansoff matrix was introduced in 1957 by H.Igor Ansoff and it was published in Harvard business. The matrix is also known as product or market expansion Grid and represents four strategies that necessarily require improving organisation to next level (Dudovskiy, 2020). 
Marketing penetration: It is the safest option among four quadrants which means selling existing products in the existing market. Amazon always serves the existing market with new discounts, promotions, bulk purchase bonus and prime service. Through introducing new facilities and various small brands Amazon ensures enhancing its market share. Aggressively Amazon works on marketing penetration and this is exclusive success through efficient application of data science and machine learning software which evidently shows how Amazon provides customer value as a whole (adamkhankasi, 2020).
Product development: It is a little more risky because the firm will introduce a new product into the existing market. Amazon adopted a mock press release in order to introduce new products and latest products like Echo studio and Echo buds etc. working backwards document is helpful for Amazon to decide on the next implementation said by Miriam Daniel, Vice president Amazon. Recently Amazon crossed 500 million products and is the largest retailer brand across the world and this result shows how Amazon brings value to the customer (Lisa, 2019). 
Market development: The existing product of a firm to introduce an entirely new market but then required modification based on product need, new features or benefits accordingly. Amazon is not only engaged systematically in market development, where it ensures customers are able to utilise the products to the maximum by introducing different languages options to choose products (adamkhankasi, 2020).  
Diversification: It is the riskiest of four quadrant options as the firm finds new products to sell into an entirely new market. When people in a new market do not understand about unproven products then it is risky to reach the market. For Amazon the branding concept will support to create a customer base through influencing branding image. Ansoff strategy creates value to the Amazon customer through entering into product development or diversification (Miller, 2016). 
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Relationship marketing 
Relationship marketing is a much essential strategy to foster customer loyalty, conversation and fixed engagement. This strategy assists the firm to bring strong connections between employer and employee through sharing strong interaction directly according to their needs, interest and through encouraging direct communication (Gitman, 2018). 
Amazon is said to be a good employer in using relationship marketing to ensure customers are free to communicate and share the grief if any to the customer care department. Amazon influences the power of big data and web research to gain entire information on customer experience through incorporating data-driven relationship marketing, e-commerce, a share worthy experience and convenience at the heart of the experience (Gregory, 2019). Using Artificial intelligence, IoT, RAP, big data, data science and other data analytic software, Amazon is able to provide a confident purchase experience and comfortable atmosphere to the customer. Hassle free shopping, feedback sessions made easier to share their experiences, convenient shopping etc. some of the best strategies used in relationship marketing. Amazon uses its own customer relationship management software in-house to receive exact requirements and needs of the customer in order to offer customized service and great on-site experience (Chakrawarty, 2017). 
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Definition of a stakeholder 
With reference to (Rahman, 2020), stakeholder is an individual or group has interest towards a business and on its decision or activity of an organisation. The primary stakeholder includes employees, investors, suppliers, customers, staff members and shareholders. Other important stakeholders are regional communities, purchasers, owners, government, clients, agents, financial institutions etc. 
Internal and external stakeholders
Internal stakeholders
(FERNANDO, 2021) states that internal stakeholders are people who directly link with a company with a strong relationship and they are ownership, employment or employees or investment. 
Internal stakeholders are attracted through good communication and gain greater understanding so that the firm is able to achieve overall goals and objectives. The main internal stakeholders are working in the management, designers, manufacturing, sales, employees, managers etc. they are potentially work hard to run the business to get reward by success of the firm. 
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External stakeholders 
With reference to (Huizenga, 2019), external stakeholders are who do not connect directly to the company but then they influence due to actions or result of the business. Some of the external stakeholders who expect the growth of the firm are customers, distributors, financial institutions, government, communities, suppliers etc.  External stakeholders keenly watch the operational activities for society’s wellbeing thus management has more responsibility and challenges to attain the goals (FERNANDO, 2021).
Examples of company’s internal and external stakeholders
Internal stakeholders of Amazon are employees (internal and external employees), directors and shareholders. The most powerful shareholders of Amazon are Jeffrey P. Bezos president, CEO and BOD. Other important shareholders are Vanguard, McKenzie Bezos and others (Dudovskiy, 2020). The employees of Amazon are trained and experienced people to offer full time and part time services. Many numbers of external stakeholders of Amazon are available and they are competitors, third party sellers, local communities, government, online sellers, customers etc. wide spread customers are considered very important external stakeholder and they influence positively the market through increasing number of purchases. Across the world 197 M customers visit Amazon each month (Rahman, 2020).  

Stakeholders communication model
The stakeholder communication model assists the organisation team to plan and implement their stakeholder communication activity. The model has been structured into four phases such as exploring and engaging, building and formalizing, implementing and evaluating and developing further (Rahman, 2020). 
Explore and engaging
Here in the first phase stakeholder participation is given importance thus relevant stakeholders are selected to share the information to understand the potential obstacles if any on the project plan or on any decision taken. Amazon ensures stakeholder trust thus it offers a friendly working environment and opinion from the top management for the decision taken will be discussed in this first phase (Kotler, 2019).
Building and formalizing
This phase is ready to process the stakeholder communication and spread through formal acknowledgement thus Amazon necessarily schedules meetings to develop and put agreements signed. Amazon decides the meeting or visit based on the importance of communication. The team of Amazon ensures allocation of work with prior information and process design based on the importance (Serrat, 2017). 
Implementing and evaluating
Based on the discussion, with the announcement of key performance indicators the implementation phase takes place among stakeholders with the expectation of change or benefits or sometime stakeholder of Amazon may lose the interest. Due to covid-19 there shall be complexity to achieve stakeholder interest and opinion thus firms must monitor the system to achieve the goals (Gitman, 2018). 
Further development 
To sustain the changes made in the firm and the same accepted by the stakeholder through the best communication process. Sometimes the decision making structure is valued so that stakeholder participation is ensured (Tiwari, 2018). 
Stakeholders impact on the marketing activities
Many firms aim to take decision making on operation based on the stakeholder’s interest and expectation (Henisz, 2017). Governments as important stakeholders may strictly provide rules and regulations to stop plastic and plastic related products so that packaging and supply chain management is affected and this influences marketing activities.  Customer is another important stakeholder of Amazon because success of business depends upon the primary stakeholder and their reaction towards the service. Based on the customer, the promotional marketing and advertising marketing is decided. Communities expect sustainable development and corporate social responsibility processes to be performed. That's the reason Amazon donates its percentage of sales revenue to charitable organisations (FERNANDO, 2021). 
[bookmark: _heading=h.3znysh7]Conclusion and recommendation 
It is concluded that Customers are the most important stakeholders thus corporate vision will be focusing on product mix to attract target customers and contribute to business growth. Branding brings huge benefits to the business and is easy for consumers for identifying the products and chooses the most preferred one. Branding is not just the name to understand the product difference but then it purely offers the feeling and experience that the product offers and benefits the customer and ensures value received. Amazon influences the power of big data and web research to gain entire information on customer experience through incorporating data-driven relationship marketing. The Amazon team should ensure no hassle experience is provided to customers and balance CSR activities along with growth performance plans. Amazon must ensure environmental preservation and project plans on “go green” across the globe to reduce impact on the environment.
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