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The role of marketing in creating value for customers.
In accordance with Kotler and Keller (2012) “Marketing is comprised of different organisational processes and actions which deals with creating superior value for the customers and influence the sales of the organisation and thus gaining profit from the customer in return”. One of the major concerns in the marketing function is creating appropriate value desired by the target market. The term ‘Customer value’ has been outlined by Anderson and Narus (2021) as “Customer value denotes to the perception of the customers or target market of an organisation in relation to the worth of the products and services offered by the organisation compared to those of the competitors which the customers can avail as possible alternatives to the organisation’s product and service”. The marketing activities of an organisation serves to create superior value for its customers (Mansfield, 2018). In this part of the paper, the role of marketing in the course of creating value for the customers or target market of the organisation will be highlighted.
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Figure 1: The Value Proposition of an organisation
Source: (McDaniel, Lamb and Hair, 2013)
Designing the value proposition: In designing appropriate value to be offered to the marketplace, marketing plays the most significant role since it is the responsibility of marketing to determine different factors which affect the components of the value of products and services by developing an appropriate marketing mix (Kotler and Keller, 2012). Marketing mix or 4Ps of marketing consists of four different components including product, price, promotion and place and these components are the key factors that influence the value of a company’s offering (Anderson and Narus, 2021). For instance, by determining the product component of the marketing mix, the marketing of an organisation enables the organisation to ensure the desired quality of products and services which will meet the needs of customers. Unless the expected quality of the product is not ensured the perceived value of customers cannot be met. Again, price plays a crucial role in the value proposition since the value of the product relies on the gap between the benefits derived from the product and the price which the customer has to pay (Mansfield, 2018). If the price of the product is higher than the quality or benefits of the product, it will create a negative value for the customers. On the other hand, if the price of the product is too low, the organisation will not be able to maintain profitability and hence cannot sustain itself in the market competitively (Anderson and Narus, 2021). Therefore, the organisation must determine a proper and competitive price for its products and services. Further, the component of the marketing mix ‘Place’ signifies the place of distribution or channel of distribution. A product with the right quality and price will not have the appropriate value for the customers if they cannot avail the product or service conveniently (McDaniel, Lamb and Hair, 2013). Lastly, an organisation is required to undertake appropriate promotional measures to communicate the features and benefits of the product and service to the customer (Kotler and Keller, 2012). Unless the customers do not know about the offering and have enough information which will trigger their needs and wants, the customers will not purchase the product and service of the organisation since the product does not exist to them and hence it has no value to them.
By collecting market Data: One of the key functions of marketing is that it enables an organisation to establish effective communication with the customers and the market as well (Mansfield, 2018). In this regard, marketing conducts market research to understand the market and different aspects related to the market including the demand of the products or service in the market, behaviour of the customers and their characteristics, availability of supplies, competition in the market and so on (Anderson and Narus, 2021). Therefore, with its marketing activities, an organisation can gather appropriate market data through market research. Such market research enables the organisation to conduct its operation more effectively. For instance, by understanding the demand of the products or service, the organisation can develop better quality products and services which can meet the existing demand of the customers and hence ensures superior value through its offerings (Kotler and Keller, 2012). Again, data about the competition and strategy undertaken by the competitors enables an organisation to develop a competitive strategy for the organisation that will enable the organisation to sustain itself in the market with maximum profitability and competitiveness.
Communication tool: The marketing of an organisation deals with promoting the goods and services offered by the organisation. In the course of promoting, the organisation establishes communication with the customers (Lamb et al., 2017). Effective communication with the customers enables the organisation to establish a strong, positive and long-term relationship with the customers. This creates a positive perception among the customers regarding the organisation and its offering and hence influence the psychological value of the customers. In this regard, Kotler and Keller (2012) have provided that when an organisation is able to create a positive perception about the organisation and its offerings among the customers of the company, the value of the products or services will remain superior to those customers as compared to that of the competitors. Along with the physical form of the products, the underlying service to the offerings also contributes to creating value to the customers (McDaniel, Lamb and Hair, 2013). Hence, the marketing of an organisation, by establishing effective communication to the customers, provides the underlying services to the customers such as after-sale services, instructional services, solving problems regarding the product and service and so on (Chand, 2021). These factors enable the organisation to ensure maximum satisfaction to the customers by adding psychological value to the customers. Again, communicating with the customers also allows the organisation to receive feedback from the target market with which the company can identify the weakness or faults of the products or services or any other marketing components that are affecting the value of the product to the customers (Lamb et al., 2017). Using those feedbacks, the organisation can improve its products and services and hence increase the value of the products or services to the customers as well.
Marketing as a learning tool: The organisational function of marketing is a continuous process and hence it studies the market continuously to understand the market and any changes that take place within the marketplace (Mansfield, 2018). Thus, marketing allows a business organisation to learn about the market and its changes and hence adopt appropriate marketing strategy to meet the changing market situation. With the changing market condition, different market components or influencing factors also changes such as demand, supply, the purchasing power of the customers, the behaviour of the customers (McDaniel, Lamb and Hair, 2013). Changes in these factors also require changes in the offerings e.g., products or services offered to the market to meet the changing demands and customer needs. Therefore, marketing allows an organisation to learn about the market components and changes that occurred in these components and hence adopt changes in the organisational strategy to meet the changes in the market. 
Thus, the key organisational operation ‘Marketing’ assists an organisation to design the value proposition of the company and further change the value proposition as per the changing demand of the market (Mansfield, 2018). Apart from this, marketing focuses on confirming maximum satisfaction to the customers through the products and service to increase the value of the offerings. Apart from this, by undertaking market research and analysis initiatives, marketing enables the organisation to determine and decide effective marketing strategy using which the organisation will be able to create superior value for its customers by offering the right product to the right customers at a competitive price using the appropriate distribution channel (Chand, 2021). 

Stakeholder engagement and their impact on the marketing activities of an organisation
The term ‘Stakeholders’ denotes to different individuals, parties or groups who contributes to the operation of an organisation and have certain interests in the operation and outcome of the organisation and these groups and individuals are either affected or be affected by the operation and decision of the organisation (Martín-de Castro, 2021). In accordance with Lamb et al. (2017) “The stakeholder base of an organisation can be divided into two particular groups including the internal stakeholders and external stakeholders”. The internal stakeholders of the organisation directly associated with the organisation and hence resides within the organisation and contribute to the operation of the organisation directly. On the other hand, the external stakeholders reside outside the organisation and hence contribute to the operation of the organisation indirectly (McDaniel, Lamb and Hair, 2013). Engaging the stakeholders within the operation of the organisation is highly significant for the organisation and effective stakeholders’ engagement is a key success factor for the organisation since the effective stakeholder’s engagement leads to the effective accomplishment of organisational operation profitably by securing the interest of each stakeholder. The term ‘Stakeholder’s engagement’ has been outlined by Meratian Esfahani and W. Johnson (2018) as “Stakeholder’s engagement denotes to the systematic process to identify, analyse, plan and implement the organisational actions to influence the stakeholders of the organisation”. In the marketing activities of an organisation, there are several parties involved from inside and outside the organisation as the internal and external marketing stakeholders of the company (Klein, 2011). The engagement of marketing stakeholders and the impact of these stakeholders in the marketing activities of a company are highlighted below.
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Figure 2: Marketing Stakeholders
Source: (Winer and Dhar, 2014)
Internal Stakeholders of marketing
The internal stakeholders of an organisation include the owner or shareholders of the organisation and employees of the organisation (Lamb et al., 2017). These internal stakeholders are directly associated with marketing decision and the implementation of these decisions made by the management of the organisation. The internal stakeholders involved in making marketing decision and implementation of this marketing plan and strategy can be subdivided into three major groups which include the board of directors, management and employees (Sheehan, 2018). The board of directors of the organisation is comprised of shareholders and a managerial body that determines the corporate strategy and plans for the organisation. In relation to the marketing activities of an organisation, the board of directors come up with the marketing strategy which outlines which market portion the company will serve and how the company will serve the targeted market (Meratian Esfahani and W. Johnson, 2018). Based on the strategy formulated by the top management or board of directors will then come up with the business strategy concerned with implementing the core marketing strategy. In this regard, the management of the organisation will determine the core marketing mix and how all the marketing activities will be implemented to achieve the marketing activities of the organisation (Sheehan, 2018). Lastly, the employee base of the organisation can be divided into several groups in terms of undertaking marketing activities of the organisation including the sales team, promotional team, IT team and so on. These groups and teams will accomplish their respective role within the organisation to implement the marketing activities to attain the predetermined marketing objectives of the organisation (Winer and Dhar, 2014). Above all the internal stakeholders plays a significant role in the marketing activities of the organisation by making marketing strategies, decisions and implementing those marketing decisions effectively.
External Stakeholders of marketing
The external marketing stakeholders are not directly associated with the organisation and hence influence or be influenced by the organisational decision making indirectly (Palmer, 2012). The external marketing stakeholders include customers, suppliers, investors, marketing media and agencies, government agencies, community as a wider perspective and so on. Customers are one of the key marketing stakeholders and highly affects the marketing decisions of the organisation. In this regard, Sheehan (2018) has provided that “The marketing as an organisational function is involved with the customers of the organisation and hence the marketing is involved with the process of identifying and fulfilling the customers’ needs accordingly and hence all the marketing decisions are made as per different customers aspects and characteristics such as customers behaviour, their purchasing capability and pattern and so on”. Therefore, the marketing of an organisation is required to observe these factors and design an integrated and customer-driven marketing strategy for the organisation to meet its marketing objectives. Another key stakeholder of organisational marketing is the suppliers of the organisation who supplies materials and resources for the conduction of the marketing activities of the organisation (Winer and Dhar, 2014). The marketing managers of an organisation are required to make marketing decisions considering the resources available to the organisation using which the organisation can accomplish the marketing activities. With the changes in suppliers or availability of supplies, the organisation will have to alter the marketing plan and strategy as well to meet the predetermined marketing objectives. Another key stakeholder of marketing who resides outside the organisation is marketing media and agencies (Meratian Esfahani and W. Johnson, 2018). An organisation is required to use different marketing media with regard to promoting the products or services to the target market of the organisation for advertising the products or conducting other promotional services of the organisation (Klein, 2011). For instance, an organisation may use marketing media such as radio, television, newspaper, digital marketing media and so on to promote the products and services. The availability of these marketing media affects the effectiveness of the marketing activities of the organisation and also affects the cost of marketing for the organisation (Palmer, 2012). On the other hand, there are several marketing agencies that assist business organisations to generate and implement the appropriate marketing strategy and plans for the organisation to attain greater marketing outcomes for the organisation. These marketing agencies enables the organisation to identify different marketing problems and provides with appropriate solutions to resolve these problems (Winer and Dhar, 2014). Therefore, the organisation can conduct its marketing activities and hence attain the marketing objectives of the organisation more effectively. Another marketing stakeholders of an organisation is the competitors of the organisation which determines the competitiveness of the organisation (Martín-de Castro, 2021). Organisations must consider the marketing activities and strategies of the competitors operating in the market and hence come up with competitive marketing plan and strategies to attain competitive advantages in the market against the rival companies by accomplishing the marketing activities with maximum effectiveness and efficiency. The government and different government agencies governing and controlling organisational activities are also key marketing stakeholders of an organisation. These government agencies provide several key legislations and regulations for the organisation in terms of conducting marketing activities securing the interest of different key parties including the customers, competitors and the community as a whole (Klein, 2011). The organisation is legally obliged to comply with these legislations and regulations to maintain healthy competition in the market and avoid any harm to any of the organisational stakeholders or the environment (Martín-de Castro, 2021). Another indirect but rather significant stakeholder of organisational marketing is the community which is comprised of individuals, groups and institutions. Although organisations undertake their marketing activities concentrating on the target market of the organisation, these activities have certain impacts on the whole community as well. An organisation must consider these social stakeholders prior to determining marketing strategy and implementing them (Winer and Dhar, 2014). The organisation must decide and implement its marketing activities in such a manner that ensures the security of public interest and avoid any harm to the public policy and the general community as a whole (Palmer, 2012). The community policy, norms, belief and behaviours highly affect the marketing activity and decision making of the organisation since the management of an organisation must avoid making any decision which will have negative impacts on the community policy, norms, belief and behaviours. Organisations violating community standards and affecting the social belief, value and opinion of the community have to face adverse impact in the marketplace which may lead to huge disaster for the organisation and also affect the competitiveness and sustainable growth of the organisation (Meratian Esfahani and W. Johnson, 2018).
Above all, all the marketing stakeholders, both internal and external, have certain impacts on the marketing decision making and activities of an organisation. Therefore, the management of the organisation must ensure effective management of these stakeholders with regard to maintaining a healthy and positive relationship with the stakeholders to ensure effective engagement of these stakeholders within the marketing activities of the organisation. Thus, the organisation will be able to accomplish its marketing activities more effectively and hence ensure a competitive edge for the company in the market and sustainable growth of the company by attaining the ultimate marketing objectives.
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