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Introduction
A Stakeholder is an individual for a group that possesses an interest in any decision or activity of the organization that is employees, customers, suppliers, investors. This research is focused on the activities of the stakeholder in the marketing and the company and the company chosen for this research is Unilever. The role of the stakeholder in the marketing activities of the organization Unilever is included and the impact of engaging the stakeholders in the activities can also help to make this research understandable in a better way. The role of marketing for the customers to increase value is also explained in this research.
Thesis Statement: The analysis of the role of marketing for creating value for customers and engaging the stakeholders and measuring the impact of engagement on the activities in the market for the company Unilever. 
[bookmark: _Toc80733329]Discussion
[bookmark: _Toc80733330]Role of marketing to create value for customers
Marketing of a company is a set of activities that is related to creating, delivering, communicating, and exchanging offerings that consist of values for others in the system. In the business, the functions of marketing are allowed to bring value to the customers and the business has to identify, satisfy, and retain in the system. This segment would emphasize the role of marketing in the business of any organization and this is focused on the application of nonprofit organizations, advocacy campaigns, and many different activities which aim to influence the perception and the behavior of the customer (Widyastuti et al. 2019). Marketing is recognized as a method which is the act of obtaining any desired object from someone and offering something of value in return is known as the exchange process. In this research, the company that is chosen is Unilever, which is a British multinational consumer goods company and its products circulate in the domestic and international market. Marketing is a kind of exchange process in which people have to exchange objects with something valuable and this process includes
Products: The Product can be physical goods or services or experiences or any idea which is designed to satisfy the customer and fulfill their needs.
Customer: A person or any organization with a need or demand of any product on behalf of the product they are willing to give money or some resources to address their demand or needs. 
Transaction: This term is used for the agreement between the parties to trade the value for value, money for products, money for service, or many more. 
Seller or Provider: The organization or company that is engaged in offering satisfying things or needed things that can be a product, experience, Idea, or service.
These four participants that are explained in the above section are known as stakeholders for the company and they are very important to increase the value of the company, productivity, and demand of the products, satisfied customers, and many more. 
There are various approaches for the company Unilever to create value for the customers and that is

Figure 1: Approaches for the company to create value for customers
(Source: Thomas 2021)
Marketing Concept
The Marketing Concept is adopted by the organization such as Unilever, Tesco, and many more in which the implementation of the concept, theory, methods, techniques, strategies, and many more can be effective for the increasing the marketing demand, understanding, creating, communicating, delivering, and many more.  
Product Concept
The product is very much effective for a business or system and that is directed by the organization in the system. As per the illustration of Thomas (2021), the features of the product mainly vary and the demand for the product is focused on quality, longevity, efficiency, and many more. The product is focused on the demand and needs of the customers in the scenario. 
The Sales Concept
The sales segment of the organization Unilever is very much important for the growth and development of the marketing activities. Sales play a significant role in the system as they can make a major positive impact on the business process. The company mostly hires a few people to increase the sales of the products and services and also maintain the marketing progress in the company. 
The Production Concept
The production is completely related to the demand for the product and the needs of the people in the market. As the company, Unilever has a business in the domestic and the international market, the production rate is very high (Paranjape, 2018). The company mainly deals with consumer goods and that increases the production rate of the company. 
There are various strategies that are implemented by the Companies at the present condition for creating value for the customers. The strategies are making motivational programs, using loyalty programs, sharing valuable content, asking for feedback, holding contests, personalization, and many more (Mukiira et al. 2017). These strategies are mostly implemented by companies such as Unilever for creating value and providing value to the customers for making them satisfied in all aspects. 
[bookmark: _Toc80733331]Role of Stakeholders in marketing
The primary role of the stakeholder in a marketing process is to assist companies in meeting their strategic objectives by contributing the experience and perspective to a project. These stakeholders are also known for providing the needed materials and resources to the company in terms of business. In the marketing process, the role of stakeholders is very effective for making the system smoother and significant in terms of Business and other activities. According to the perspective of Susilowati, (2017), stakeholders in a business organization of many types and their function in the business are different from each other and effective. There are two types of stakeholders that are internal stakeholders and external stakeholders of an organization. Internal stakeholders are part of the management of the organization and they are one of the major investors in the company as a part of the board of directors. External stakeholders are also important in the business part of the organization as they have a major role to invest or disinvest in the company. They do not possess the power of changing any company's direction whether the internal stakeholders can easily change any factors they want in the company. External stakeholders are not even taking part in any business operations or decision-making for the company. They are only attached to external factors of the business organization.
In the company Unilever, the role of stakeholders is huge compared to other companies. The company Unilever is willing to engage the government, suppliers, NGOs, customers, consumers, scientists, community, trade Association, and many more and that helps to increase the market demand of the product and circulation of the product and service of the company in the domestic and the international stage. The impact of engaging the stakeholders is very high in the market, as the company launches its products and new services based on the analysis of the market demand and the requirement of the customers globally. As per the opinion of Susilowati, (2018), the engagement of the stakeholders is one of the best marketing strategies for a company and that can involve a different kind of people and the product and services circulate in the country with various sources which is very much important for increasing the demand of the product and requirement of the services to the people. 
The role of the stakeholders in the business operation of the company Unilever is

Figure 2: Role of stakeholders
(Source: Jurietti et al. 2017)
Employees 
Employees of the company are the most significant stakeholder at the present condition as they have constantly supporting and providing service to the company for making growth and development in the market. From analyzing the market condition to implementing the strategies each and every function is directed by the employees of the company and that it increases the significance and value of the stakeholder’s role in this company (Jurietti et al. 2017). Challenges that are faced by the company are mostly mitigated by the employees and that increases the mobility and flexibility of the company in the market and it also leads to making a competitive advantage in the present condition globally.
Governments
The company Unilever works directly in contact with the government in different countries, they can easily maintain the regulations and legislators, trade associations, and also help to develop the laws and regulations that can affect the business in that country. The company participates in their policies and other factors so that they can make a comfortable environment for the company in that country. The company mainly gets an advantage by maintaining the laws and regulations of the country and also makes progress in the business easily.
NGOs
The company is very much attached and engaged with the NGOs of those countries so that the company can help in the global sustainability and Corporate Affairs network. The value of the company increases by helping the NGOs in the country and that is why its market condition makes a huge growth of this company rapidly.
Suppliers
Suppliers place a significant role in the marketing of a company as it helps to connect the company with the customers and that can help to get an advantage for making growth constantly. The strategies implemented by the company are directly connected with the suppliers and they make those strategies more useful and engage with the customers.

Customers
In this present condition, the company is trying to reach the customer for fulfilling the demands and needs of the company as the company is one of the largest consumer goods retailers. The company has also started their online delivery of the products so that the customer gets satisfied and it also helps in increasing market growth and development during the pandemic situation globally.
Scientists
The company engages scientists as they are committed to investigating scientific research for improving the product and services for making advantage to the public health and wellbeing.
Consumers
Consumers of the company are recognized as one of the largest customers in the world as the percentage of consumers is very high for this company because the products are focused on the consumer. As the company has started their online delivery of the products the consumer rate has been increased at a high rate in various countries during the pandemic situation and that makes a huge profit to the company.
There are many other stakeholders who are engaged with the business and operation of the company at the current condition as the company has to make a major profit from the engagement of these stakeholders. The role of the stakeholder is always significant for any company and engaging them in every operation can help to make growth, development, and improvement of the company business and other factors in the market. According to the illustration of Gupta, and Anand (2019), there are stakeholders who have more knowledge about the demand of the customer than the company and based on that the company's productivity rate becomes higher for several products. With the up-gradation of technology the stakeholders also have to engage themselves in a better way with the company operations and business so that they can aid the company in more profitable and increase the demand of the product and quality of the service in the market.
[bookmark: _Toc80733332]Impact of stakeholders on marketing activities
The significance and influence of the stakeholder for a company are increasing continuously and that is because the company's operation and responsibility are in the hands of stakeholders. The stakeholders are of different types are internal and external and both have equal significance for the growth and development of the company. As per the view of Susilowati, (2018), the company Unilever is always willing to add stakeholders according to the country and business operations and that can help to expand their market easily and distribute their products and services rapidly. The company Unilever also hires different people for analyzing the market demand and the requirements of the people of the country and based on that the products and services are launched and provided to the country's people (Chernobay et al. 2020). The customer is also engaged with the business and operation of the company and that creates a major advantage for the company to make the evolution of that branch in the country. The analysis of the market done by the stakeholders is focused on beliefs, thoughts, needs, and feedback of the product and services they need from the company and based on that the company applies strategy on the marketing activities.
In the present condition of the market, the competition becomes very high for this kind of Company and that can be improved by the engagement of the stakeholders. The companies have to explore their products and services so that the demand for the product and services increases constantly in the market and they can also capture the domestic and international market eventually. As the company engages the stakeholders because the roles and responsibilities the company provides to them are very effective for their growth and as well in the market. According to the opinion of Melton et al. (2017), the company also faces lots of issues regarding locality, loyalty, availability, and many more with the local people who are more engaged to support the local companies rather than International companies. The company provides products and services at a fixed price in the market that affects the market demand of the products and the productivity of the company. Companies have to implement strategies, techniques, methods, and many more to maintain the market demand of the product and also make a profit from the market compared to other competitive companies.
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Figure 3: Stakeholder Mapping
(Source: Gaiga, and Thorngmun, 2017)
In the above figure, the stakeholder mapping is shown which analyses the requirement and demand of the product and services provided by the company in a specific market. The stakeholder map mainly engaged the internal stakeholders such as managers, employees, directors, and connected stakeholders so that they can easily change the methods or implement any strategies focusing on the requirement of the company in the market. According to the opinion of Gaiga, and Thorngmun, (2017), the external stakeholders are also very much important to make growth and to maintain the market value of the company and that is the organization of media and news, local communities, government, NGOs, and many more. There are few stakeholders who are engaged with the market and play a hugely significant role for the company and they are company shareholders, customers, distributors, and consumers.
The outcome of engaging the stakeholders in the company operation and business is increasing in demand of the product, quality of the services, the efficiency rate of the company, productivity rate, competitive advantage, and many more. The challenges that are faced by the company in the market would also be mitigated by engaging these stakeholders in the business and operation of the company.
[bookmark: _Toc80733333]Conclusion
This research is portraying the value and significance of the stakeholders and engaging them in the marketing activities of a company. The impact of the engagement of these stakeholders and the role of marketing to create value for the customer in the company's operation is also involved in this research. The stakeholders of the company Unilever and their roles in the company as a stakeholder is also described in detail in this research for increasing the value and significance of the study.
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