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[bookmark: _Toc48550899]INTRODUCTION 
The main purpose of making this essay is to understand the fundamentals of marketing in the context of the New Balance. This easy covers concept, roles, and functions of the marketing and have highlighted two main factors that are understanding the importance of customer value creation and stakeholder engagement with their different impact over the organisation’s different marketing activities in the context of the New Balance. 
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MARKETING 
Marketing is such an activity that the companies undertake to promote and advertise their products and services to make them available in the market and increase its sale with profit. The term involves different activities like selling, advertising, and delivering the products to either their customers or other businesses or companies.  In simple words, the term marketing means undertaking different promotional activities that any company uses or practices to sell their products and services in the selected market with the motive of earning profit and market share (Perreault, 2018). 
The core concept of marketing is also to identify the market and target audience by analysing the market through different research processes and gain the customers’ attention to the products and services offered.     
Marketing acts as creating the discipline by practicing different actions that draw attention towards the customers and make a better relationship with the customers and stakeholders (Hollensen, 2019). Marketing plays an important role in enhancing the potential network by making an effective relationship with the customers through the different platforms and this marketing majorly makes the business clients seek the best suitable products and services who want to access the available products. The marketing undertakes the essential job of analysing the customers' needs so that New Balance can provide their customers with exactly what they expect.  
The New Balance is the private footwear and apparel company that majorly deals in sportswear and is an American company (Wyndow et al., 2017). The New Balance was founded on 1906 by William J. Riley This sports footwear was originally named as New Balance Arch Support Company and at present, this company's name is branded as New Balance Athletics Inc. that is Multinational Corporation and is headquartered at Boston, Massachusetts, US (Cateora et al., 2020). The New Balance majorly provides sportswear such as athletic shoes, apparel, sportswear, different sports equipment. At present, the New Balance has 5,497 employees from across the world. 
The New Balance is known to be the world's major and most successful sports footwear and apparel manufacturer brand and this company largely provides its services and products in the US and UK. The New Balance provides a variety of products and services to manage the competition in an intensely competitive market (Kotabe and Helsen, 2020).        
DIFFERENT FUNCTIONS OF MARKETING 
The New Balance organisation performs different marketing functions within the organisation and with the outside environment (Khalilzadeh and Wang, 2018). Different marketing functions of the New Balance are:  
· FINDING THE BEST DISTRIBUTION CHANNEL: the marketing is all about ensuring the presence of products and services through the effective distribution channel as New Balance is providing its products and services majorly in UK and US so they ensure fast and efficient distribution channel that makes the availability of products and services at a good price.
· INVESTING ON THE ENTERPRISE: for the New Balance management, it is tough to manage their business activities in such two big nations, therefore, they spent a lot to bring their business activities on the proper track and to make huge money after investing money. The top-level management and the owner of the New Balance spent a huge amount on the business so that they can get the expected result.  
· MAKING MARKET RESEARCH: after spending a huge amount the management of the New Balance ensures that overall production is made according to the customers by following their fashion and trend. Therefore the New Balance uses proper and effective measures to undertake the market search as this is the crucial activity or function performed by the marketing team because the marketing team is one that makes direct contact with the customers to identify their expectations (Martensen and Mouritsen, 2017).    
· PLANNING PRICE STRATEGY: setting up the price is the next important activity to be performed by the marketing department of the New Balance as this is crucial because price should be set as such that the customers can easily afford and recommend to other. The price is such a factor that creates competition for the New Balance that the price must neither be too high or too low, should be fixed with such that both the New Balance and their customers enjoy its services and monetary return.  
· MANAGING PRODUCT AND SERVICES: once all the crucial activities are done by the marketing department of the New Balance they look for making or hiring different teams like distributors, retailers, manufacturers or suppliers to keep targeting the market and customers with some innovations and ideas so that their business objective and goal become easy for them to achieve by effectively managing their products and services.   
· SETTING UP THE PROMOTIONAL CHANNEL: management of the product and services is only effective and useful after which strategic promotional activities are ensured through the most attractive promotional activities so that the customers can get highly attracted with the sports attire and shoes, the strategic and innovative promotional activities focus on gaining the number of customers to make strong customer base and this is only possible after the effective marketing functions (Deepak and Jeyakumar, 2019).   

ROLES OF MARKETING 
As the function of the marketing shows how effective and crucial are the marketing activities for the New Balance are, like that role of the marketing has great importance over the different activities for the New Balance in the highly competitive market of two big nations UK and US (Hall, 2019). There are different roles of the marketing performed by the management of the New Balance: 
· MANAGING THE BRAND: this role of the marketing practiced by the marketing department of the New Balance defines the product and its services in the international market showing the company’s activity to the customers and collects the feedback from the customers to improve various activities and create the brand name.  
· UNDERTAKING SOME CAMPAIGNING MANAGEMENT TO UNDERTAKE SOME MARKETING INITIATIVES: the campaign activities for the products are termed as essential as this helps marketing department of the New Balance to proactively identify such products and services that require a proper focus on its sales cycle and production so that proper communication can be created within the production and sales department. 
· PLANNING DIFFERENT MARKETING AND PROMOTIONAL ACTIVITIES: the marketing department of the New Balance focus on making effective promotional activities so that customers at large can be aware of the products and services that the New Balance provides to their customers for making their sports activities memorable and comfortable (Maisam and Mahsa, 2016).  
· MONITORING AND CONTROLLING THE SOCIAL MEDIA: the New Balance highly uses social media as their promotional platform and makes proper control over the online promotional activities because there are many fake and fraud companies that might sell the sportswear in the name of New Balance for gaining profit. As this as a result create a bad impression over the customers regarding the sportswear and different apparel of the New Balance.  

IMPORTANCE OF CUSTOMER VALUE CREATION  
Creating the customer value is highly essential for the New Balance as this will help them to make strong customer base by providing them valuable products and services and return receives valuable feedback and comments from the customers of different region and age group as sports is a priority for the majority of the population in UK and US as the population their especially teenagers and mid-age group are health conscious therefore they take part in different sports activities to stay fit and healthy therefore they expect to get such sportswear that can help them to stay fit and sportive (Sánchez-Gutiérrez et al., 2019). Providing the customers with valuable products and services makes them to make beneficial results like increase market share, reduction of errors and competition risk, and increasing productivity with efficiency. This as large makes the New Balance make a strong customer base and an opportunity to expand the marketing activities in other different nations and regions or the world (Morales, 2017). 
Creating and establishing the customer value is essential for the New Balance as this helps the New Balance or other organisations to measure their efforts that they made in providing the customers with valuable products and services, this overall helps the management of the New Balance to measure the perception that the customers received after using the product and services of the New Balance through feedback. 
Marketing plays a crucial role in creating customer value through all its major functions and roles. The marketing department of the organisation helps the New Balance to get positive feedback from the customers that can boost their confidence and sales with profit (Saunila et al., 2017). The essential role of the marketing within the New Balance is to satisfy, identify and retain their large group of customers and other businesses as customers. For providing valuable and good quality products to the customers it is important to identify and know their needs and expectations like what trend they expect from their sportswear, whether is sportswear suits to all the age group and gender, whether the products are easy to find and afford, etc. all these are identified by the marketing department as they are the one who makes direct contact with the customers and can easily identify their needs and expectations to provide them exactly that which they demanded. This way value is created to satisfy the customers with valuable products and services that surely meet their requirement of buying sportswear (Zhang et al., 2017).         
STAKEHOLDER ENGAGEMENT AND ITS IMPACT OVER THE ORGANISATION     
Stakeholder engagement is the tool or process through which the New Balance communicate with their stakeholders and tries to attract other new stakeholders who can invent within the New Balance’s organisational activities to meet the business objective successfully. This way the New Balance aims to bring some innovations by understanding the demand of their customers and stakeholders like what they want, went, etc. This way they engage their stakeholders by showing their company’s organisational structure and overall success chart so that they can be easily convinced for investing within the organisation to get high returns (Heikkinen et al., 2019). 
For any organisation like New Balance, it is crucial to make more engagements with the stakeholders for more investment as high investment ensures success for the organisation and to get high returns on the investment it is important to make a clear vision of the New Balance by making some strategic planning or a market plan that can attract both the customers and stakeholders. Customers to make them regular buy sportswear from New Balance and recommend to their contacts and stakeholders to get impressed with the functioning and success of the New Balance so that they can make good and huge investment over the organisation (Grushina, 2017). The effectiveness of stakeholder engagement helps the organisation by making the stakeholders meet all the organisational needs and requirements that can help the New Balance to practice their overall organisational activities in benefit like they provide positive workplace to their employees to making payments in time with all the other benefits like bonus, a good deal and price to the suppliers and manufacturers, profitable returns to the stakeholders, etc. For any organisation like New Balance that is world’s top brand providing sportswear and sports shoes, it is essential to bring some innovations after some particular period so that they can remain at the top in the highly intense market where competitors are making best and effective use of the technology to gain the huge amount as investment by attracting the biggest stakeholders and investors so that they can make such innovations in their existing products and services that can gain a good number of customers and increased number of market share (Boaz et al., 2018). 
IMPACT OF STAKEHOLDER ENGAGEMENT OVER THE NEW BALANCE
The effect or impact of the stakeholders within the New Balance can be seen on its regular activities like the overall performance of the organisation, it is completely dependent on the stakeholders' investment that how the business activities will take place and will make different strategies and marketing plans. For this purpose management of the stakeholder engagement is essential so that they keep inventing within the business of New Balance so that the top-level management can plan such activities that can benefit the organisation in making more profit and gaining the number of loyal customers for the brand for products and services (Ray and Miller, 2017). 
There can be many ways to engage the stakeholders with the New Balance and get some new stakeholders so that they all together can make good investment over the New Balance’s different business activities. Some of the ways to engage the stakeholders to benefit the business activities of the New Balance are:
· MAPPING UP THE ENGAGEMENT REQUIRED FOR THE STAKEHOLDERS: making up the projects for getting a good investment is recognized as improving the internal part of the organisation to get high benefits with the help of investment.                    
· CONSISTENT COMMUNICATION: there must be a clear understanding between the management of the New Balance and the stakeholders so that they can get a clear idea about the process and objectives of the New Balance’s business activities and its product and services (Evans et al., 2017).       
· BUILDING THE PROJECT OVER THE ENGAGEMENT: any organisation like New Balance needs to outline different steps or processes for milestones with the stakeholder's support and investment because after clear planning only the stakeholders will be able to invest within the New Balance to make the company achieve its business objective. 
There are many benefits for customer engagement, some of them in the context of the New Balance are (Bijmolt et al., 2018):
· Helps the New Balance to get protection from the competitors and substitute products that might act as more successful in the competitive market.
· Stakeholder’s engagement ensures to have greater clarity to make a clear vision using different functions and roles of the stakeholders.
· The stakeholder’s engagement brings all the internal and external factors engaged with the organisation to work together and achieve the common goal through their experience, great pool of knowledge, and expertise. 
·   This also helps and benefits the New Balance by building collaborations with existing and new partners to enhance the value creation
· This engagement helps the New Balance to identify the most effective and beneficial stakeholders to maintain a good and long relationship with them to benefit overall the organisational activities and the customers (Harmeling et al., 2017).
· The stakeholder’s engagement helps the New Balance to make and identify the best strategies for the New Balance    
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CONCLUSION 
The motive of making this essay is to understand the marketing in the context of New Balance with its functions and roles that the business activities of the New Balance. This essay also shows the importance of marketing in creating value for the customers and stakeholder’s engagement with its impact on the different business activities of the New Balance.   
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