Module code: LCBB4004
Module Title: Marketing Fundamentals
Assessment – 2

                  Student ID’S: 2011636
                 Student name: Salomia-Roxana Dincu 
                 Lecturer’s name: Tushara Balendran 


The role of marketing in creating value for customers
As per McKay, Hopkinson and Hong Ng (2018) “A business organisation have to undertake different functions in order to operate the business and marketing is one of the major functions of a business”. The marketing function enables the organisation to communicate with the customer base and hence inform the customers about the products and services of the company and hence influence the purchasing decision of the customers. Anderson and Vincze (2014) have defined marketing as the process of obtaining potential customers for the organisation who are interested in the offerings e.g., products or services of the company. A more comprehensive definition of marketing has been provided by Wilson (2017) outlining that “Marketing signifies the organisational function in which an organisation creates value for the potential customers and deliver the value to the customers and hence attain value in return from the customers in the form of organisational profit”. On the other hand, the term ‘Customer Value’ has been outlined by Oresky (2014) as “Customer value is the perception of the customers regarding what value will be received by the customers from a product or service against the price which the customers will have to pay to avail the product or service and the potential alternatives of the product in the market”. Again, Kumar and Reinartz (2016) has mentioned that “Customer value denotes to the level of satisfaction of customers by using a product or service of an organisation in relation to the cost which the customers have to bear to purchase the product or service”. The marketing function of an organisation plays a significant role in terms of generating value of the products or services offered by a business firm. Although there are different conflicting opinions regarding the role of marketing in creating customer value. As per McKay, Hopkinson and Hong Ng (2018) “Marketing does not create value for the customers rather it informs the customers regarding the value of a product or services and hence influences the purchasing decision of the customers”. Marketing plays the following roles in creating or adding value to the products or services of an organisation.
Tool for education: Marketing is the process undertaken by a business firm in which the organisation communicates with the target market and exchange information where information about the organisation and its offerings are communicated to the customers and also information about the customers and the market are received from the customers (Anderson and Vincze, 2014). One of the major functions of marketing operation is market research and analysis in order to understand the market better. Thus, the marketing function of a firm enables the company to understand the wants, demands and expectations of the customers and therefore, develop quality products and services which will meet the wants, demand and expectations of the customers and hence increase the value of the organisation’s offerings to the customers (Kumar and Reinartz, 2016). Moreover, creating superior value is not sufficient in this highly competitive market and the value should be competitive as well. Marketing by conducting appropriate market research provides information about the market, the competitors and the value offered by the competitors and hence enable the organisation to develop a better value compared to that of the competitors to be offered in the marketplace (Mahajan, 2016).
Creating needs among the customers for the organisational product: When a new product is developed for the first time, the customers do not have a need for that product and the organisation is required to create a need for that product among the customers and that task of creating need is done by the marketing function (Mahajan, 2016). For instance, when the smartphone was first created, the customers may not have felt the need for a customer since they did not know what this product is for. The marketing function is involved in informing the customers regarding the features, benefits of the products to the customers and why customers should have this product and how this product will meet their needs and what benefits will be received by the customers by using this product (Kumar and Reinartz, 2016). Thus, marketing enables an organisation to create the need for the product or service among the customers. The more need for a product the customer feels, the more value that product will have to them.
Determining the marketing components which influence customer value: The marketing function is responsible for determining and designing the marketing mix which is comprised of different marketing components directly influencing the value of the products or services (Anderson and Vincze, 2014). There exist four major components of a marketing mix including price, product, promotion and place. Product denotes to the product, service or experience which are used by an individual to meet his certain needs. An organisation delivers value to the customers through the products or services of the company (Mahajan, 2016). Hence developing an appropriate product or service will enable the organisation to satisfy the needs and wants of the customers and hence increase the customer value. Price denotes to the amount of money which are paid by the customers to gain a product or service. The price of a product highly contributes to the customer value since customers value is determined by considering the benefits which the customer has received over the price of the product in comparison to any other alternative products (McDaniel, Lamb and Hair, 2013). If the product’s price is too high that the customers cannot afford or they can avail themselves products from alternative brands which can satisfy the same need, the value of the product will decrease to the customers. Place denotes to the distribution place or channel through which the firm delivers the value to the customers (Oresky, 2014). If getting the product of an organisation is complex or the customers can get other products offering similar value easily, the later product will have more value to them and the customers will purchase that alternative product. Promotion is the method of informing the benefits and other features of the product which will contribute to creating a perception among the customers regarding the product and also influence the decision of the customers regarding buying that product (Russell, 2018). A product will not have value to the customers despite of having high quality, competitive price and convenient distribution channel unless the customers know about the product. Hence value regarding a product will only be created among the customers when the customers will come to know about the product, its features and benefits (Schofield, 2021). Therefore, all these marketing elements contribute to the creation of customer value, both individually and combinedly and the marketing function of an organisation determines all these components and designs the marketing mix of the company and contributes to the value created by the organisation.
By enhancing an organisation’s reputation and credibility: The value of the products and services does not only rely on the customer’s perception regarding the products but also the perception of the customers regarding the brand also determines the value of products or services (McDaniel, Lamb and Hair, 2013). Business organisations with high reputation and credibility in the market create a positive perception among the customers regarding the brand and its products and services. Marketing deals with creating a better positioning for the organisation and developing better products and services by undertaking appropriate market research (Schofield, 2021). Thus, by offering better products and services, the organisation attains credibility and reputation in the marketplace and hence adds value to the products and services of the company (Oresky, 2014). For instance, due to providing better products and services to meet the customer’s needs, Apple has attained higher credibility and reputation against the competitors and therefore the products and services of Apple has higher value to the customers.
Thus, the marketing function of an organisation contributes to creating and increasing the value of the products and services to the targeted customers of the organisation.


Stakeholder engagement and their impact on the marketing activities of an organisation
In the context of a business organisation, a stakeholder signifies an individual, a group or a party who have a certain interest in the organisation itself, its operation and the outcome of the organisation (Isike and Ajeh, 2017).  Every aspect of an organisation is comprised of several stakeholders who takes part in the operation either directly or indirectly. The stakeholders of an organisation can affect the decision making of the organisation and also be affected by the decision making of the organisation. As per McDaniel, Lamb and Hair (2013) “The primary stakeholders of a business organisation are the shareholders of the company, its employees, suppliers and customers and the increasing awareness regarding the CSR – Corporate Social Responsibility in the business sector, the scope of organisational stakeholders has become more comprehensive which includes the community, government and trade associations as well”. There are mainly two types of stakeholders and they are internal stakeholders and external stakeholders (Stone, Desmond and McCall, 2017). The internal stakeholders are directly associated with the operation of the organisation and hence directly influence the organisational decisions. On the other hand, the external stakeholders are not the direct part of the organisation but they have an interest in the company, its operation and its outcome and also affect or be affected by the decisions of the company (Isike and Ajeh, 2017). The engagement of organisational stakeholders and how they affect the marketing activities of the organisation are discussed below.
 Internal stakeholders: Internal stakeholders are those individuals or group of individuals who form the organisation, operates the organisational functions and makes decisions for the organisation (Stone, Desmond and McCall, 2017). The internal stakeholders of the organisation include the owners or directors of the organisations, managers and employees of the company. The overall operations of different functional areas of an organisation are conducted and managed by the internal stakeholders (Isike and Ajeh, 2017). They take parts in operating the organisation and making the decision for the organisation directly. The owners or board of directors of an organisation is responsible for formulating the mission and objectives of the marketing function of the company. The core corporate strategy following which the overall organisational functions are conducted including that of marketing is determined by the owners or board of directors of the organisation (Palmer, 2012). The major marketing decisions such as marketing strategy which will be followed by the organisation, the market segments which the organisation will serve, the marketing mix and so on are determined by the board of directors of the company in association with the managers of the organisation (McDaniel, Lamb and Hair, 2013). Therefore, this stakeholder contributes to the formulation of the core marketing mission and objectives to accomplish which the overall marketing activities of the company are conducted. Another significant internal stakeholder of a company is the managers of the organisation who are engaged in managing the operation of the company effectively to meet the corporate objectives as determined by the directors (Palmer, 2012). In relation to marketing, managers direct the employees of the organisation in terms of conducting the marketing activities effectively and control their actions so that the predetermined marketing objectives of the organisation can be achieved (Parry, 2015). The managers are responsible for developing business strategy complying with the corporate strategy of the organisation. Hence the managers of an organisation deal with implementing the marketing strategies and plans into action to achieve the marketing objectives of the organisation. The employees of the organisation are another significant internal stakeholder of the organisation who is engaged with implementing the marketing strategy and plan into action as per the direction of the organisational managers (Isike and Ajeh, 2017). The internal stakeholders are highly significant for an organisation in terms of conducting the marketing activities of the organisation since the overall marketing activities are planned and implemented by the internal stakeholders of the company. They make all the organisational decisions in relation to its marketing activities.
External stakeholders: The external stakeholders are not part of the organisation and hence they cannot affect the decisions of the organisation directly but they have a certain interest in the organisation and its outcome (McKay, Hopkinson and Hong Ng, 2018). The primary marketing stakeholders are customers, government, marketing agencies, media channels and so on. Customers are the key stakeholders of the marketing functions of an organisation since all the marketing activities and strategies of the company are undertaken with regard to informing the customers about the products and services of the organisation and delivering superior value to them (Palmer, 2012). Customers are directly engaged with the marketing activities of the organisation since the marketing is undertaken to establish a profitable relationship with the customers by providing appropriate value to them. Apart from this, when customers become loyal to an organisation they are considered as a marketing asset for the organisation since they will promote the organisational products and services to others and engage in the marketing operation of the company more (Russell, 2018). The market is highly dynamic in nature and hence different aspects of the market such as needs and wants of customers, demand for products and services, purchasing power and behaviour of the customers and so on keeps changing and hence the organisation should also make changes in its marketing operation to comply with the changing market condition (Stone, Desmond and McCall, 2017). Thus, the customers of an organisation, an external stakeholder, affects the marketing activities and decision making of the company. The government has now become highly concerned regarding business operation and hence every organisational functions and operation are governed and controlled by the government (Parry, 2015). The government of every country has a certain piece of legislation with regard to governing the relationship of the organisation with different parties including customers, competitors and so on. While conducting the marketing activities of the organisation, an organisation must comply with relevant legislation and regulations to avoid any legal offence which may cause adverse impacts to the organisation (McKay, Hopkinson and Hong Ng, 2018). The community is also a significant stakeholder of an organisation since the operation of business organisations have certain impacts on the community as well. Community affects the marketing activities of the organisation since the organisation is required to follow the community policy, norms and standards in terms of conducting its marketing activities. Incompliance with community rules, norms and standards in the marketing activities will affect the reputation and acceptance of the organisation in the society and hence affect the organisation unfavourably (Isike and Ajeh, 2017). Marketing agencies assist the business organisation in terms of attaining their marketing objectives by formulating and implementing an effective marketing strategy and plan. Marketing agencies conduct the overall marketing operation on behalf of the company and hence makes decisions and strategies for the company as well.
From the above discussion, it is evident that both the internal and external stakeholders of an organisation have certain roles in the marketing activities of an organisation. Therefore, the management of the organisation must manage these stakeholders effectively so that the maximum contribution of these stakeholders can be ensured in the marketing activities of the company and hence attain the marketing objectives effectively.
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