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Role of marketing in creating value for consumers
Introduction
Marketing is described as a way of satisfying the needs and the expectations of the consumers. The company that can address the consumers' needs not only do their win the consumers but also develops a strong bond with the consumer that makes the company remain effective in competitive marketing (Wu et al. 2020). According to Peter Drucker, “The aim of marketing is to make selling unnecessary.” Therefore effective marketing selling and advertising is part of the mix that works together to satisfy the consumers (Nundkumar &Singh, 2016).  
The success of every organization and company is determined by how effective the company approaches the marketing strategies. The marketing strategies are activities that a company has to undertake to increase the sales of their services and products. Various companies employ different marketing strategies; however, the 4Ps of the marketing has been reported to be common in many companies; the 4Ps are defined as product, price place and promotion (Resnick et al.  2016).   
Consumer’s value
Customer needs, demands and wants should guide the company. Human needs are defined as what deprives the consumer’s this takes into consideration the basic requirements of the consumers which include clothing, warmth, food and safety; others need such as social, and individuals are for belonging, and self-expression respectively (Payne et al.2016). The consumer's wants are designed as human needs; however, the wants are shaped by individual personality and culture.   For instances, a consumer may need food but wants rice specifically. The demands are what the consumers want more than the market can offer. Consumer needs want, and demand can be defined as what satisfies the consumer or the consumer value.
A marketer should understand the behavioural acts of the consumer. Satisfied consumers will always appreciate the product and the services; through this, he or she will communicate about the service or the product to the friends or neighbours, and they will always come back to purchase the products. However, unsatisfied consumers will destroy the reputation of the company and switch to the competitors. Through this, the company will lose its brand and the consumers, which are the main stakeholders. It is, therefore, the role of the marketers to address the consumers values and weigh to which level the expectation is worth to both the company and consumers.
According to Ahn & Thomas (2020),  business is driven by the consumers, and the purpose of all the business is to find and maintain the consumers. Marketing is a tool that enables the company to gain and maintain consumer.  The role of the marketing is to identify, retains, satisfy and generate consumer values through creating a bond between the consumers and ten products or the services.
Identify  
The first thing that marketing does to identify a need or a want of the consumers that can be addressed. Marketing, as addressed before involving various elements which includes advertising. The consumer's attitude is shaped with their opinions, experiences and the dealings of the company both directly and indirectly. It is, therefore, the role of the company to identify the needs and the wants of those consumers. It is believed that the consumer's purchases without coming up with the list of requirements; therefore, therefor marketing persuades the consumers. The mechanism of marketing is what makes the consumers feel attached to the product being marketed. This persuades the consumers and their desires to acquire the product are increased.
Satisfy 
The marketing strategies also satisfy the needs of consumers. After the identification of how the needs are met and addressed at a given time, the consumers are satisfied, thus earning the organization continued income.  Marketers, through the use of the adverts, communicate on the timeliness deliverances of the services and the products to the target consumers (Gitman et al. 2018).The marketers also design attractive products that win the eyes and the satisfaction of the consumers. By doing as per the advert, the consumers get satisfied. They aspire more, what remains for the markets is to consistence which every human desire.
Retain 
The meeting of the consumer's expectation as per the adverts or any other marketing mechanism employed by the markets builds loyalty to the consumers. The consistency wins it all, and if the consumers can provide the same product at the same prices, the consumers will continue to use the company products. This can be observed from companies which include Coca-Cola and McDonalds who always meets they services and products as per the adverts, and the consistency makes the company gain loyalty from its consumers (Gitman et al. 2018).  
According to Kotler & Armstrong  (2018), the company uses various strategies that ensure the wants, needs and the demands of the consumers. The realization of the companies that they cannot settles the demands of all buyers at the same time has made the companies to develop different marketing strategies that enable the company to create customer value. The approaches identified include; market segmentation, positioning and targeting and differentiating.
Segmentation   
Segmentation involves the grouping of the consumers based on the need, characteristics, behaviour and the desire of different mix which are reported to differ from one buyer to another (Payne et al 2017). By the help of the segmentation, the company can divide the big market into sub-groups which enables the marketers to reach to the market more effectively and provide the services and the products that match to the consumers' needs and characteristics (Kotler & Armstrong, 2018). The companies consider the following types of segmentation;  
Geographic segmentation 
This enables the organization to divide the market into different units which include; nations, regions, states, counties and cities. This enables the company to address each unit at a time. However, with the help of technology companies such as Wal-Mart has implemented other measures that enable the company to reach the entire localities. This includes the use of advertisements and the promotion mix (Kotler & Armstrong 2018).
Demographic segmentation
This enables the company to divide the market based on age, gender, occupation, religion, education, ethnicity and generation (Kotler & Armstrong 2018)..
Psychographic segmentation
The psychographic segmentation enables the companies to divide the market into segments basing their grouping on personality characteristics and the lifestyle (Kotler & Armstrong 2018)..
Behavioural segmentation
Also, the attitude, responses to a product, and uses are the attributes that enable the company to group their buyers.
The segments give the company a clear identification of its consumers, and through this, it makes it easy to distribute and deliver the company products and the services. This builds consistency, timeliness which with continued time makes the business loyal to its consumers. Also, through this, the company can understand the complaints associated with each segment, thus making it easy to redeem the company reputation. This remains the commonly used marketing strategy in creating and addressing consumer satisfaction and value (Kotler & Armstrong 2018).
Targeting
 According to Kotler & Armstrong (2018), upon segmentation, the company selects the segments that it can address to its best. However, the company does this by ensuring that its resources are effective and enough to address the selected market segment.  The company should also consider the variability of the product and the services, the life cycle of the product and the competitors marketing strategies. Target mechanism enables the company to understand the segments that it can fully address and make extra profit from the segments. This among the mechanism that has made the company such as McDonald's alive and continues to survive in a competitive market (Kotler & Armstrong 2018)..
Differentiation and positioning
The marketing mechanisms enable the company to understand the position of the product in the mind of the consumers. The brand and the look of the product and services by the consumers should guide the company before taking any measures and deciding which market to target and which market to assume as per the segmentation. According toKotler & Armstrong (2018)	
Consumers are overloaded with information about products and services. They cannot reevaluate products every time they make a buying decision. To simplify the buying process, consumers organize products, services, and companies into categories and “position” them in their minds. A product’s position is the complex set of perceptions, impressions, and feelings that consumers have for the product compared with competing products(Kotler & Armstrong 2018, pp.213).  
Q1. Stakeholder engagements and their impacts on marketing activities of an organization
Who are stakeholders? 
The stakeholders drive every organization. Stakeholders are the parties which in one way or the other contribute in creating the wellbeing of the organization; there are therefore considered as the risk bearers of the organization or the beneficiaries. Depending on the definition, the stakeholders include the creditors, employees, directors, government, suppliers, owners, community and unions.  The stakeholders are categorized into external and internal stakeholders.  External stakeholders are said to have not staked financially in the organization despite this; they are indirectly affected by the operations of the organizations and achieve the desired goals. They are the bond that exists between the board of directors and the shareholders. Also, this group of stakeholders is questionable for any decision made in the organization (Martín-de Castro, G., 2020).
Ways in which the stakeholders are engaged 
The organization can engage its stakeholders in different ways. However, to ensure the support and engagement in marketing planning and the process implementations, the following should be understood clearly.  
Consistent and clear communication
Every project and process that the organization needs to launch should involve all parties effectively. The organization should therefore share the information of every stage to all of its stakeholders. It is, therefore, important for both the internal and external stakeholders to understand the goals and aims of the organization.
Design a framework that should define the engagement of the stakeholders 
The organization should arrange and map a process to define the role of every stakeholder in the organization; this will make the stakeholders understand their role in the project or the plan that is to be implemented by the organization (Rodríguez‐Fernández, et al 2020)
Build the project around the stakeholders
The engagement of the stakeholders matters when it comes to the success of the project or the plan that is implemented. Therefore it is the role of the organization to engage the stakeholders who will help to build the project and help in its future continuation. The project should, therefore take enough time to include the parties in the decision making and taking into consideration the stakeholder's views and concerns.
Benefits of stakeholders’ engagements 
Enables the organization to make an effective decision
The stakeholders are with a different mind; therefore taking into consideration, different views form the stakeholders helps the organization make an effective decision that does not affect any of the stakeholders. The involvement of the stakeholders makes the organization understand the effects of any decision on different stakeholders.
   Saving cost
According to the research, it is believed that the organization that involves its stakeholders doesn’t suffer losses. This is because the chances of finishing the intended projects are higher when the organizations involve its stakeholders. The saved cost can, therefore, be used in clearing the ways that may poses challenges when attaining the goals stated. Thus fastening the process of project and goals.
Risk management 
 	The stakeholder involved helps the organization face the risks that may pose a threat to the project; which through prevention reduces costs and harm to the organization.  
Trust
The act of engaging the stakeholders plays a big role when rebuilding trust. Through this, the stakeholders develop a sense of belonging to the organization, thus motivating their work in ensuring the goals of the organization are reached.
Impacts of engaging the stakeholders in the marketing activities
Both the internal and the external stakeholders play a vital role in ensuring the success of the marketing initiatives implemented by the organization; some of the impacts of the stakeholders in the marketing includes  
The stakeholders fund the marketing strategies
The internal stakeholders, such as the shareholders and the owners, contribute to ensuring the success of the marketing strategies implemented by the organizations. It is reported that more of the funds used in creating adverts are from the owners of the organization; mainly, the CEOs and directors who owners half of the organization. This increases the chance of success for the mechanism implemented (Martín-de Castro, 2020).
Stakeholders build the organization reputation
Without the stakeholders, the organization is no more. The stakeholders such as consumers and the employees help build the reputation of the organization to the society. It is believed that for satisfied consumers, he or she will communicate ten times about the organization through this; the stakeholders make it easy for the organization to market its products to the public. Also, involving employees in marketing the employee will most like to communicate positively about the organization, thus reaching a lot of people (Yang & Basile, 2019). However, when both the consumers and the employees are not satisfied with organization products and services, the stakeholders will tarnish the brand of the organization, thus affecting the marketing initiatives of the organization. It is, therefore, of great importance to consider the stakeholders in the organization.
Provides more ideas
Stakeholders provide more idea when involved in marketing plans. The broad ideas enable the organization to select the most effective one. This increase the chance of success and the ability of the organization to reach broad customers. It is believed that organization stakeholders are part of the market, and therefore, they have great knowledge both on the market and the main competitors of the organization. Therefore considering them gives the organization ideas on what the competitors are doing and what they are not doing thus exposing the weak points and the strong points of the competitors (Yang & Basile, 2019). Also, the stakeholders provide useful information about the market; behaviours of the consumers, needs, wants and demands of the consumers; through this, the organization can design a product and service that fits the characteristics of the targeted market.
Provides security for the marketing strategies 
Stakeholders such as government play a critical role in ensuring the organization understands what is legal and illegal (Yang & Basile, 2019). This reduces the chances of being charged for illegal acts of marketing that harms the others. Also, the government provides the organization with the friendly mechanism of marketing that enables the organization to compete effectively in the markets.
Provide a medium
Stakeholders such as society provide a medium through which the organization develops its marketing strategies. Some of the markets strategies require a friendly society. By the help of this, society has enabled the organization to express its products effectively. Some of the strategies of marketing that has been appreciated by the society include; advertisement in social media, television, radios blogs and the posters (Yang & Basile, 2019). Also, physical marketing that involves people has been acknowledged; through this, the society has enabled the organization to reach the required customers at a defined time.      
  
           
   
 









References
Ahn, J. and Thomas, T.K., 2020. The role of customers’ perceived values of integrated resort brands in destination. Journal of Destination Marketing & Management, 15, p.100403.
Carrillo-Durán, M.V. and García García, M., 2020. Exploring the need for stakeholders' engagement through social networking sites to build the reputation of higher education organisations. Higher Education Quarterly, 74(4), pp.442-457.
Chahal, H., Kumar, P., Kumari, N. and Sethi, S., 2020. Exploration of stakeholder marketing orientation and its impact on business performance in Indian pharmaceutical marketing companies. International Journal of Pharmaceutical and Healthcare Marketing.
Gitman, L.J., McDaniel, C., Shah, A., Reece, M., Koffel, L., Talsma, B. and Hyatt, J.C., 2018. The Federal Reserve System. Introduction to Business.
Herhausen, D., Miočević, D., Morgan, R.E. and Kleijnen, M.H., 2020. The digital marketing capabilities gap. Industrial Marketing Management, 90, pp.276-290.
Kotler, P. and Armstrong, G., 2018. Principles of Marketing, 17h Edition.
Martín-de Castro, G., 2020. Exploring the market side of corporate environmentalism: Reputation, legitimacy and stakeholders' engagement.
Nundkumar, P. and Singh, A.M., 2016. Repositioning the Durban Chamber of Commerce using the 4Ps of marketing. The Retail and Marketing Review, 12(2), pp.1-13.
Payne, A., Frow, P. and Eggert, A., 2017. The customer value proposition: evolution, development, and application in marketing. Journal of the Academy of Marketing Science, 45(4), pp.467-489.
Resnick, S.M., Cheng, R., Simpson, M. and Lourenço, F., 2016. Marketing in SMEs: a “4Ps” self-branding model. International Journal of Entrepreneurial Behavior & Research.
Rodríguez‐Fernández, M., Gaspar‐González, A.I. and Sánchez‐Teba, E.M., 2020. Sustainable social responsibility through stakeholders engagement. Corporate Social Responsibility and Environmental Management, 27(6), pp.2425-2436.
Wu, Y.L. and Li, E.Y., 2018. Marketing mix, customer value, and customer loyalty in social commerce. Internet Research.
Yang, J. and Basile, K., 2019. The impact of corporate social responsibility on brand equity. Marketing Intelligence & Planning.

