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[bookmark: _Toc96366348]Introduction
In the changing business environment, marketing organisations play an important role in the companies which includes marketing decisions, planning for success, and creating value for their customers. The main motive of a marketing organisation is to retain the customers by providing new opportunities to achieve customer loyalty as well as success in the business. Marketing creates value by developing a connection between people and companies, products and customers. In other words, it means satisfying the customers by providing services or products which result in fulfilling customers’ needs or wants. Moreover, marketing can affect the customer value by providing service and useful products that the customers perceive worthy of their money, time, and energy. Creating value refers to exploiting the benefits with a reasonable price point. On the other hand, the marketing objectives of the business are influenced by many potential internal and external stakeholders. In this assignment, a brief description of the marketing organisations that create value for their customers as well as a discussion about the roles of internal and external stakeholders and their impacts on the marketing activities of an organisation has been put forward. 
[bookmark: _Toc96366349]Discussion 
As stated by Weinstein and Johnson (2020), marketing is known for the set of activities that is related to communication, delivery, and exchange offering in which a company starts promoting the buying or selling of services and products. The main function of marketing is to offer value to their customers which provide the business to gain growth, profit, and retain. In addition, marketing is responsible for identifying customers and their needs. The art of the exchange process in marketing includes the customer, the provider, the products as well as the transactions. As suggested by Varadarajan (2020), while exchanging from individuals on both sides, it tries to maximize sales with minimum costs which helps to gain profitable outcomes.
According to Rahimian et al. (2020), the main motive of all businesses is to search and keep the customers. Marketing is a tool that helps business to achieve their goals and success by creating value from the connections between customers and companies, products, and people. The first role of marketing is to create value by identifying the needs or wants of customers which can be addressed significantly by the marketing organisation. Likewise, the second role is to satisfy these customers by providing services or products which result in fulfilling customers’ needs or wants. The main motive for customer satisfaction is that everyone enjoys the benefits from the exchanges as customers feel happy with the value in exchange of payment and vice-versa. Effecting marketing also includes retaining customers which play an important role in marketing. The main job of a marketing organisation is to retain the customers by providing new opportunities to achieve customer loyalty as well as success in the business.
Based on Donner et al. (2020), the companies need to develop a marketing strategy for making decisions related to the direction that the marketing process and the company will be taking place. The companies concentrate on products, customers, sales, or production. Due to changing business environment, the companies need to focus on their marketing efforts as per the changing environment. As suggested by Tumbas et al. (2020), the companies focus on marketing concepts when they have a good idea or knowledge about the customers’ needs which is related to making decisions in marketing, products as well as creating a strategy on the given information. The marketing concept is based on customers’ needs to create value other than focusing on other factors like an innovative invention or production capacity. For instance, Nike focuses on the marketing concept in which they achieve success by doing better performance than the other companies at understanding, communicating, creating, and delivering value to their target consumers, (Danziger, 2018)
On the other hand, the product concept focuses on the company’s technology and innovation in which the companies invest more capital in showcasing and building remarkable features in products, (Pandey and Kumar 2020). This concept mainly concentrates on technically superior or reasonable products which will be easy to sell the product itself rather. Moreover, this marketing strategy identifies the features that need to be innovated as per the customers’ needs and wants which result in effective selling of the product as well as creating value to their customers. For instance, Walmart focuses on the product concept in which they approach showcasing impressive features and innovating new products at a reasonable price. This concept provides profit to Walmart by selling the products massively and creating value for their customers as compared to other companies, (Banker, 2021)
As suggested by Lim (2020), the sales concept basically concentrates on the good salesperson with the correct tools as well as getting incentives as per selling the products or services. The companies with good dedicated salesperson teams fit in this concept. In addition, this concept refers to the sales of products and services without knowing the actual needs and wants of the customers. Sales and marketing tools consist of promotions, sales methods, and other activities which is related to sales. The main motive is to achieve profit through sales volume and creating value for their customer which helps in the growth and development of the company. For instance, the companies like Samsung generally concentrate on the selling process which can ignore customers’ preferences or manipulate the customers to buy their products from the good salesperson, (Morgan, 2018). This company focuses on selling products that are not the necessary needs of the customers which achieve success, creating value and growth as compared to the other companies. 
On the contrary, the production concept refers to the organisations making efforts to obtain low production costs, mass distribution as well as highly efficient processes which helps to provide low-cost products at the best reasonable price other than providing suitable products as per the needs of the customers in which they are ready to pay more. In other words, the companies focus on reducing the overall operation and logistics cost per unit and provide their products in a cheap or affordable way to their customer. The major advantage of this concept is to achieve economic scale as well as produce more quality products at an affordable price which certainly creates value for their customers. The advantage for the customers is that they can get the products anywhere and in a reasonable way. For instance, the companies like Costco focuses on low-cost products which are readily available and widely successful in seeking economic profits and growth in the manufacturing sectors as well as creating value for their customers, (Loeb, 2021).
From the above context, it acknowledges the importance of production, product features, and sales by keeping in mind a marketing strategy that will result in greater success and growth of the company. In addition, collecting information regarding customers’ needs or wants and competitors’ capabilities can be used to create value for the customers which will provide advantages to compete with the other companies.  
Marketing is known for helping companies to understand, reach and create value for their customers. The term value means the measure of the benefit gained from selling the products or services compared to the full cost of the goods, (Liebowitz and Beckman 2020). Value needs to be created for the marketing exchange process. In addition, the marketer needs to understand the greatest value for the target customers which can be used as information to develop a total contribution that creates value. On the contrary, price plays a vital role in addressing the value but it is not only reflecting on value. Value is considered much more than the price, for example, two products are having the same ingredients but customers will choose the high-priced products due to the brand name which means the brand is adding value to the business. On the other hand, customers abandon online orders because of too many steps in the purchasing process which can add costs that will be subtracted from the value of customers’ preference. It is very challenging to determine the value of a contribution and combine it with the target customer’s needs and wants. Therefore, it is important to keep in mind about the value which can impact the buying decision for the customers in day-to-day life. 
Based on the above context, it has been discussed about the complexity in understanding the customer’s preference regarding value. It is essential for the companies to understand and enhance the value of their offering as well as communicate the important activities of values to the potential customers. This process is done by creating a value proposition that focuses on the marketing efforts with uniqueness to benefits customers. As indicated by Camilleri (2020), a customer value proposition means the promise of potential value in which the business offers the essence to the customers that makes the customers choose to be involved with the business. In other words, the promise of value refers to the solution in which the business offers help to the customer for solving the problem. 
As argued by Othman et al. (2020), based on the customer value proposition model, there are three types of value which are social value, emotional value, and functional value. Social value refers to the sense of the relationship between customers and the business by using images or symbols. This concept is used by many companies like Zara clothing stores which often try to introduce their new products in a trendy environment that makes the customers feel the cutting edge of fashion, (Danziger, 2018). This helps the company to gain growth and create value for its customers. Likewise, emotional value involves the ability to suggest an affective or an emotional response which can help the business to attract a lot of customers for buying the products or taking the services. For instance, the companies like Starbucks are currently producing a line of different types of coffees. This is designed to attract customers for a sense of nostalgia, (Mainwaring, 2021). In addition, functional value means the products or services have the capability to work on the basis of utilitarian or physical performance. Physical performance is related to the features which can be measured such as speed of service, quality, reliability, and appropriate performance. On the other hand, the functional value must reflect about the products or the services that provide the correct characteristics, as well as functional value, needs to be related to the final outcomes produced by the companies. For instance, the companies like Apple Inc. have a good functional value which helps the company to gain growth and create value for their customers, (Moorman, 2018).
It has been analysed from the above context that marketing organisations significantly create value for the customers which results in organisational growth and success but the need to consider the influence of potential internal and external stakeholders of the organisation towards marketing activities is highly essential to consider. On the other hand, Marques et al. (2019) argued that as per the stakeholder theory, organisational management is highly impacted by the perspectives as well as opinions of external and internal stakeholders. In addition, a stakeholder is any community, group, or individual that influences the operations and various activities of the organisation which means their voice is highly significant in how the organisation functions. Likewise, the internal stakeholders are groups or individuals who are financially and directly integrated into the operational process. The three major internal stakeholders of an organisation are managers, employees, and owners and their impacts on the operational and marketing activities of an organisation are essential to consider for the growth and success of the firm. 

Fig: 1 (Influence of internal stakeholders of a firm towards marketing activities)
Source: (The writer)
Based on the above figure, it has been comprehended that employee are the primary internal stakeholders of a firm who have both time and financial investments in the organisation while playing a significant role in the operations, strategy, and tactics carried out by the organisation. It is essential for organisations to take into account employee values, opinions, and concerns in shaping the mission, strategy, and vision of the firm, Lehtinen et al. (2019). In terms of marketing activities, it is essential for an organisation to create a culture of internal marketing as it has a tremendous impact on employee retention and engagement. As a result, employees that believe in the brand or the organisations’ products and services are more likely to become brand ambassadors on social media, more motivated, communicate their enthusiasm to the customers and increase their productivity. This positively leads to internal marketing which in turn engages employees to take part collaboratively for accomplishing a common goal. Other than that, Erhardt et al. (2019) stated that employees can suggest ideas regardless of a job title for achieving the marketing task successfully while continuously enhancing the way they serve the external customers. By building an ambiance of loyalty, trust, and confidence among the customers, employees have an opportunity to contribute to creating an excellent customer experience leading to a positive brand image in the marketplace. Hence, it can be stated that employees play a significant role in positively influencing the marketing activities of an organisation leading to a boost in sales and wider market share for the organisation.
On the other hand, managers are also the major internal stakeholders of an organisation who play a significant role in identifying the strategy of the organisation and a substantial voice in operational decisions including marketing. It has been well stated by Winkler et al. (2019), in the context of marketing, managers are accountable for the decisions made as well as act as a medium of contact between the board of directors, shareholders as well as the organisation itself. Likewise, managers in the marketing organisation analyses marketing trends with a focus on evaluating new or unexploited markets for the products and services of the organisation. In addition, by identifying the purchasing patterns of consumers and sales forecasting, managers contribute to the marketing activities in terms of analysing off-peak and peak demand periods as well as estimating future performance of the products and services of the organisation, (Svensson and Hambrick, 2019). Also, it is their duty to ensure that employees offer excellent customer service to their clients for developing lasting relationships. By such analysis and forecasting, managers further assist organisations to enhance marketing activities which in turn ensures the organisation remains competitive and attracts a wider customer segment.
With regards to internal stakeholders, owners are the individuals who have significant shares of the organisation and in a publicly traded organisation, it can include shareholders, as per (Giacomarra et al. 2019). Additionally, owners are responsible for the influence the organisation has as well as have a substantial role in strategy formulation for different business functions including marketing. This internal stakeholder often makes important decisions in terms of both external and internal stakeholders of the organisation which in turn influences different operational activities. Likewise, in terms of marketing, it is the duty and responsibility of the owners to establish the strategy of the organisation which is the key goal of the marketing plan and relevant activities. As the strategy of the organisation establishes what kind of businesses the organisation will be in along with potential objectives for each, the owners are liable to show the direction and assist the individual action plans for marketing at each step. Other than that, Weerakkody et al. (2019) further indicated that owners are responsible for developing the marketing plan to drive sales while enhancing sales revenue by getting involved in marketing activities including social media marketing, establishing campaigns, doing email marketing, as well as placing adverts as required. Hence, it can be stated that owners play a significant role in marketing activities while positively influencing and contributing to such aspects.

Fig: 2 (Influence of external stakeholders of a firm towards marketing activities)
Source: (The writer)
Based on the above-figure, there are potential external stakeholders for businesses that must be considered when carrying out marketing and other operational activities along with decision-making aspects for addressing values and morals in managing an organisation in terms of stakeholder theory, (Derakhshan et al. 2019). Likewise, the three major external stakeholders who directly influence the marketing activities of an organisation are customers, suppliers, and the government. The major purpose of every organisation is to offer products and services that can fulfill the needs and demands of the customer which means that the importance to comprehend the needs of the customer base while optimising marketing operations is essential for managing a business. Other than that, the marketing organisation must focus on interacting with customers through user testing groups, social media, storefronts, and emails along with adequate delivery of products and services have become a substantial aspect of maintaining a strong community. In other words, customers play a vital part in shaping and establishing the marketing strategy of the organisation as their trends, habits, and trajectories in terms of user data need to be well anticipated by organisations for fulfilling their needs and refining their value proposition. As a result, organisations can experience a boost in sales and revenue which can offer competitiveness and success in the marketplace by providing a satisfying experience and developing a committed relationship with the customers.
On the other hand, Hur et al. (2019) argued that suppliers and other strategic alliances of an organisation are interrelated where the success of one can positively influence the success of another. This means suppliers are closely linked to organisations and their marketing activities as key external stakeholders. Additionally, the need for effective supply chain management is essential to create better customer value which requires relationship marketing that focuses on developing, enhancing, and maintaining multiple relationships in a supply chain. Suppliers offer the resources and materials required by the organisation for producing its products and services which means an issue or conflict with a supplier can create serious problems for organisations in terms of marketing strategy. Other than that, suppliers can track several elements by brand such as cost trends, price sensitivity, the effectiveness of promotion campaign as well as advertising effectiveness whereas marketing managers track products and service progress by competitor, region, and channel, (Richards and Morton, 2019). This means that suppliers are closely linked to marketing operations as their pricing and relationship with the organisation are interrelated which directly influences costs, assets, and sales of the organisation in the marketplace. Hence, it is essential for organisations to foster a healthy relationship with suppliers as their resources and materials are used to develop products and services that can fulfill the needs and demands of customers.
Lastly, the government is considered as a primary external stakeholder of an organisation considering the profit and operational motive integrated, as suggested by (Herold and Lee, 2019). In addition, governments offer a national defense, define and protect property rights, address environmental concerns as well as attempt to make markets more competitive. This means the government plays an economic role in a market economy. Other than that, the government further increases efficiency, fosters macroeconomic stability and growth, provides infrastructure, and promotes equity which can be well capitalised by the organisations while adhering to policies and guidelines in terms of marketing activities. For instance, government policy directly influences interest rates which increase or decrease the cost of borrowing in the marketplace. As a result, it directly impacts consumer spending based on which organisations need to strategize their marketing and operational activities in terms of the policies of the government. In addition, the government creates special agencies to control and monitor different business activities including marketing whether they are ethical or not. Hence, it can be stated government plays an important role in influencing different business aspects including the marketing organisation at a significant level.
[bookmark: _Toc96366350]Conclusion 
From the above context, it can be concluded that marketing strategy plays a vital role in the business to achieve their goals. Marketing refers to creating value by identifying the needs or wants of customers which can be addressed significantly by the marketing organisation. Likewise, to satisfy these customers by providing services or products, it can result in fulfilling customers’ needs or wants.  The companies need to develop a marketing strategy for making decisions related to the direction that the marketing process and the company will be taking place to achieve growth, success and creates value for their customers. Moreover, marketing acknowledges the importance of production, product features, and sales by keeping in mind a marketing strategy that will result in greater success and development of the company. In addition, collecting information regarding customers’ needs or wants and competitors’ capabilities can be used to create value for the customers which will provide advantages to compete with the other companies. A customer value proposition focuses on the marketing efforts with uniqueness to benefits customers. In addition, it has been identified that the employees, managers, and owners of an organisation are the major internal stakeholders whereas the customers, suppliers, and the government are the major external stakeholders of an organisation and their impacts on the marketing along with other operational activities towards the organisation needs to be well considered. As a result, growth, and success are inevitable for every company in the global marketplace while creating customer value at an elevated level through effective marketing approaches.
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