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[bookmark: _Toc49350307]Introduction:
This essay aims to illustrate the development of marketing in relation to creating values for customers. It will also investigate the relevant stakeholders as well as the influence of stakeholders on the organizational marketing practices. In this way, this essay will also describe the role of marketing in developing or creating values regarding customers in the context of Nivea. At the same time, this essay will also investigate the relevant stakeholders to Nivea and their engagement in the company. It will also evaluate the implications of the stakeholders of the company on organizational marketing practices.  
[bookmark: _Toc45197911][bookmark: _Toc49350309]Role of marketing in creating value for customers:
As per the American marketing association, marketing is a set of different processes in relation to develop, provide, and communicate the customer value and to increase customer relations (Rao, 2011). Marketing includes all things that enterprises are needed to satisfy the customer’s needs as identify the target market, developing new products, aware customers, set prices, managing relationships with customers, inspire people to buy goods, and deliver them to people while marketing is just not advertising and marketing. According to CIM, marketing refers to a marketing process responsible for anticipating, exploring, and satisfying the consumer’s needs profitably (Lancaster and Massingham, 2010). This supports the company to give effective or best value products or services and develop long term consumer relationships. At the same time, marketing is also defined as a strategic business function that creates values by stimulating, facilitating, and fulfilling the consumer’s demands. This is done by developing brands, nurturing innovations, develop relations, give effective customer service, communicate advantages, and others. In this way, marketing keeps the consumers current as it keeps the targeted customers up to date with business changes and the latest trends as well as launch new products. the website of the company is constantly marketing of the business that allows the customers to access the company website when they have time and they can place an order easily online (Wilson, 2010). Furthermore, marketing via the internet also causes to grow consumers more about brands. The consumers can access the information about business offerings and company that leads to form opinions regarding certain brands or it open door to create relations with the company they trust. 
Societal marketing refers to a marketing concept which holds that a business firm must create marketing judgments not only through including the wants of consumers, needs of the company, as well as long term interests of society. The concept of societal marketing puts the welfare of humans on top before fulfilling the wants and profits (Lamb et al, 2011). The societal marketing concept is identified as the consumer's interests and needs and provide them quality products or services in comparison to competitors that aids in maintaining society and consumers in well being. It also aids the consumers in the long term welfare of society as business firms need to balance the satisfaction of consumers and profits of the business.  
Branding can be defined as a marketing practice in that a business firm develops a symbol, name, and design which are identifiable easily as belonging to the business enterprise. The main benefit of branding to the company is that it develops wide awareness and aids to face competition easily (Beverland, 2018). This also supports increasing the business value and acquires customers easily with maximizing business profitability and enhancing employee's productivity.  
[bookmark: _Toc49350310]Marketing creates value for customers: 
In the views of Theodore Levitt, all the businesses are aims to explore and keep the consumers. Marketing has developed the value by building and creating connections and relations between the companies and people, products, and customers (Armstrong et al, 2018). Marketing plays a significant role in business firms in terms of evaluating, fulfilling, as well as retain consumers. In relation to create values, the businesses first need to identify the consumer’s needs or wants that can be addressed by the company and explore prospective customers for identified wants or needs. After doing this, businesses need to work regarding the satisfaction of consumers by delivering them those products/services that can fulfill their wants or needs when they want. The main key to the customer's satisfaction is making sure each people is felling that they are benefited from using products (Lancaster and Massingham, 2010). Good marketing needs to emphasize retaining consumers by creating new opportunities in relation to the loyalty of customers and win the business. 
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(Source: Lumen, 2019)
The main focus of marketing is on various practices that are focused to explore the customers, make customers satisfied, as well as retaining the customers in the business. The approach and activities of marketing in the company conduct daily practices and vary operations widely. In this way, Nivea is emphasized on identifying the consumer's wants or needs in the market that is targeted which support in knowing about the needs or wants of consumers and planning of target market as well as how effectively they may be reached (Lamb et al, 2012). After evaluation of consumer’s needs or wants for personal care products, Nivea introduces effective goods or services to people in the targeted market which contributes to making satisfied consumers with meeting their desires. For instance, Beiersdorf’s continuing market research program indicates a change in the market that leads to introduce and launch Nivea Visage including wide products range that purpose to young women. This gives strengths to the organization to its brand image to 13-19 aged girls in the target market (Boone and Kurtz, 2013). Concerning this, Nivea Visage Young aids the girls to develop an effective skincare route regarding help them with skin looking healthy and beautiful. At the same time, providing products or services as per consumer’s wants or needs also aids the firm to retain its existing consumers and influence new consumers. The main emphasis of Nivea is on exploring the new market opportunities to win the business and retain the customers.
The research in the market is enhanced the customer's value as marketing completes the research in the market to develop new products and improve existing products as per consumers' wants or needs. Providing goods or services as per wants or consumers’ desire at a reasonable price may develop consumers' value as they get good value for money to quality products. At the same time, creating an effective value proposition for consumers is essential for the company to differentiate its offerings from competitor’s offerings. Better understanding and knowledge of customer's needs is also important to create a better value proportion (Bartlett and Beamish, 2018). The marketing management aids in executing this function effectively and aids businesses to get sustainable competitiveness in the market that is targeted. For instance, BMW is working for a value proposition that is an effective machine of driving. Luxury cars are produced by BMW for those people who can afford cars as well as other companies are also producing luxury cars so BMW has identified the need of differentiating its offered products from competitors by add a value proposition (Nijssen and Frambach, 2013). The company added a plan of no-cost maintenance to add value proposition to customers which provide owners of car no-maintenance costs for the 50000 miles or first four years. The other car companies in the market are not offering such type of services. 
Apart from this, marketing is also a significant function of the business which makes aware or communicates to consumers in the targeted market regarding products, features, organizational plans, and others that attract a large number of people to buy offering to meet their wants or needs. The marketing practices aid the company to provide customers about the products and businesses that create consumer value by communicating them about the company and offered products according to their wants or desires (Wilson, 2010). Nivea is the purpose to making the consumers happy or satisfied and retains them in business for the long term by developing and providing the products or services accordingly. 
[bookmark: _Toc45197912][bookmark: _Toc49350311]Stakeholder engagement and marketing: 
[bookmark: _Toc45197913][bookmark: _Toc49350312]Stakeholder engagement: 
A stakeholder refers to a party that has an interest in the business firm as well as may impact by the business. The stakeholder is group, individuals, and organizations who are influenced by the project outcomes and stakeholders own a share in the business (Coote and Klein, 2007). In any business firm, primary stakeholders involve the customers, employees, investors, suppliers, trade association, government, community, and others. In other words, the person who has an interest in business performance and operations can be called stakeholder. The stakeholders can be divided into two different categories as internal and external stakeholders. The engagement of stakeholders can be stated as a procedure, businesses generally communicate with them as well as use to know about every stakeholder (Freeman, 2010). This supports Nivea to understand effectively stakeholder’s expectations and their interests for determining how stakeholders in the company are engaged and how their actions can affect the business goals. The success of a company can depend on the engagement of stakeholders as clear organization's vision and goals as well as communicating business vision and goals with stakeholders can enhance collective efforts and business planning (Crowe, 2017). This can allow the company to achieve goals. This also makes sure good innovations in the company and can help in expanding the business to achieve business mission and vision. 



The following are the five different levels at which stakeholder’s engagement in any company can be measured:
	Novice Level
	There are fewer guidelines or instructions are available for managing the engagement of stakeholders with substantial training.

	Managed Level
	There is a clear metric is developed for helping stakeholders in implementing or executing the decisions and ideas. In this level, the proper process is followed for the management of the engagement of stakeholders (Antonucci, 2016).

	Ad Hoc Level
	At this level, individuals work independently as well as they are shared all the tools and they can freely adopt the situations. In Ad Hoc Level, there is no uniformity among the stakeholders (Heravi et al., 2015).

	         Repeatable Level
	The stakeholder’s engagement process and policies are developed with assigning the responsibilities as well as available training from them. 

	         Embedded Level
	This is embedded in the company process and culture as it is part of the culture of the entity and daily business operations. 






There are numerous methods that may be applied to improve and manage the stakeholder’s engagement. The role of different methods may be understood through provided metric as:
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(Source: YouMatter, 2019)
Communicating with the stakeholders can be an effective force that may have effects on the stakeholder’s engagement in any company. In this way, passive communication may reason to less degree of stakeholder engagement as there is no frequent dialogue that can cause to variation in the relations with stakeholders as well as can affect the engagement of stakeholders (YouMatter, 2019). There are different strategies that may be applied to enhance stakeholder’s engagement. Concerning this, it is needed that stakeholder’s needs must be considered, employee participation, getting feedback from customers, communication on a regular basis, and others may be significant to enhance the stakeholder’s engagement. 

Stages or steps in stakeholder engagement:
Stakeholder mapping: this is a visual procedure of arranging the business stakeholders on a map as well as providing the visual presentation of stakeholder’s power and their effects on the company.
Engagement Strategy: in this goals and vision regarding future stakeholder’s engagement is decided with defining and explaining the previous engagement (BSR, 2019). 
Following are the different categories of stakeholders depending on interest and power as: 
· Manage closely: it states that Nivea must emphasize to involve its stakeholders in managing closely categories for enhancing their engagement. 
· Keep informed: it states consulting and inclusion with stakeholders in relation to build important judgments or decisions (Brown et al., 2016). 
· Minimum efforts: it defines Nivea’s efforts for monitoring the stakeholder’s impact and interest as they require proper monitoring in the company. 
· Keep satisfied: it defines high author or power while less interest in the company and they must be communicated about the products and announcements of the company. 
Preparation: the Nivea company must emphasize on long term goals and vision to develop rules and setting up the logistics for enhancing the stakeholder’s engagement. 
Engagement: the company must make sure equitable contribution as well as may remove the conflicts and tension of stakeholders for enhancing the engagement of stakeholders.  
Action Plan: effective tactics and actions are developed in this stage for planning future engagement and improve engagement (BSR, 2019). Concerning this, Nivea may decide the actions as per stakeholder’s expectations to increase their interest in the company as well as maximize the degree of their engagement for meeting their aims with achieving the organizational goals. 
[bookmark: _Toc45197914][bookmark: _Toc49350313]Influence on the marketing of NIVEA: 
The good engagement of stakeholders can support Nivea to decide the stakeholder’s expectations and needs as well as prioritize their expectations for meeting them. For instance, better consumer engagement can support Nivea to decide their practices, behavior, needs, and other forces which may affect their behavior. This can be helpful for the company to take decisions for the marketing mix strategies of the business to achieve marketing goals or objectives. It may provide a better basis regarding creating good strategies of promotion, place, price, and product to achieve objectives (Sheldrake, 2011). In this way, Nivea may consider the consumers in the process of decision making for the promotion, place, price, and product through conducing consumers survey and market research. The company would be able to collect effective information related to consumers as well as it will support the company in organizational success. Therefore, consumer engagement can enhance marketing and may have great effects on company marketing (Hult et al, 2011).
Similarly, in business marketing employees are important and their engagement can impact the effectiveness of policies or strategies used by the company for marketing. The business strengths regarding marketing as well as meet the consumer's needs can be influenced by the employee’s engagement, performance, and productivity. The good level engagement of employees in Nivea can support to make sure better services to customers to aid them setting their problems and queries (Kull et al, 2016). The satisfaction of the customers may be influenced by the speed in services and responses of employees. Nivea must emphasize to keep its workers happy or satisfied to make consumers happy and satisfied. 
Apart from this, business firms get the material from suppliers which may be applied to convert in the final products which are demanded by the customers. The supplier’s involvement and consideration in the production or manufacturing of products or services can cause to enhance the effectiveness in the business operations. This provides the effective advantages for Nivea to make a better return through fulfilling the desires as well as avail products as: face, personal, skin, and others to targeted consumers timely. The supplier’s engagement will support Nivea in gaining good benefits in terms of getting material continuously on time to make sure continuous manufacturing to achieve benefits (Hillebrand et al., 2015).  Furthermore, the marketing of the company is affected by the government through proving some restrictions on promotion and advertising of personal care, face, skincare, and other products to targeted customers. There are certain regulations that are provided by the government that what content company may present in promotion and advertisement as well as the company cannot breach these regulations or laws through providing wrong information. 
[bookmark: _Toc45197915][bookmark: _Toc49350314]Conclusion:
It is concluded that marketing is significant in relation with creating consumer value through satisfying or fulfilling their needs at an affordable cost. Improving its visible experts team and trying to dominate the social media space can add more value to Nivea brand. The engagement of stakeholders is emphasized on Nivea to enhance marketing to get success in the market. There are different stakeholders like suppliers, employees, consumers, government, and others which have played an effective role to influence marketing. The company should regularly share information about its aims and achievements, with its stakeholders through its websites and social media. It is important for improving and maintaining a good  contact with them. 
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