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The role of marketing in creating value for customers
Marketing is one of the most significant functions to be undertaken by a business organisation with a view to operating the business profitably by offering the desired value to the customers in the target market (Kotler and Keller, 2012). Creating value for the customers is highly significant for an organisation since the organisation generates profits by delivering value to the customers through the products and services offered by the organisation and capturing value from the customers in return as profit. The term ‘Customer value’ has been defined by Acharya and Vanjani (2010) as “Customer value denotes to the customer’s perception regarding the worth of a product or service compared to the price which the customer has to pay to avail the product or service”. Further, Boshoff et al. (2019) have provided that the close alternatives of the products and services which can be used by the customers to fulfil their similar needs and wants also influence the value of the organisation’s offering. Apart from this, in the modern and competitive business world, the value of a product or service to the customer does not end on consuming the products or services instead it also relies on the after-sell services offered by the organisation (Schofield, 2019). For instance, the automobile industry provides value to the customers by fulfilling their need for comfortable transportation and customers expect better after-sale service and support from the organisation they are purchasing the product which also adds to the perceived value of the customers.
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Figure 1: Customer’s Perceived Value
Source: (Schofield, 2019)
The customer’s perceived value can be identified by deducting what the customer has to pay from the benefit that the customer is getting from the products or services offered by the firm (Ramachandra, Chandrashekara and Shivakumar, 2010). For an organisation, being able to provide the desired value to the customer is the key to ensuring maximum satisfaction to the customers and hence establishing an effective and long-term relationship with the customers. Thus, the organisation will be able to capture the maximum value from the customers in return as the profit of the organisation. It has been provided by Boshoff et al. (2019) the perceived value of a customer varies from others in terms of their expectation from the product or service since different customers may have different needs and wants. With regard to ensuring appropriate value to the customers, the organisation is required to understand the market and needs and wants of the customers of the target market served by the organisation (Schofield, 2019). In this course, marketing plays the role of a learning tool where the organisation can gather information about the market and different aspects of the market including the needs and wants of the customers, purchasing capability of the customers, purchasing behaviour and different other factors (Peppers and Rogers, 2011). Unless an organisation is able to understand the market and its needs, it will not be able to develop effective products or services which will be able to fulfil the needs of the marketplace and deliver the perceived value to the customers. Marketing enables an organisation to identify the segment of the market and the target market where it will be able to create the maximum value of its products and hence achieve maximum profitability.
In accordance with Kotler and Keller (2012) “Marketing shapes the value of a product or service offered by an organisation by developing an integrated marketing mix”. The marketing mix is the amalgamation of different marketing components that can be controlled by the organisation in terms of designing the value of the products by determining different marketing components upon which the value of the products and services relies. As per Peppers and Rogers (2011) “Marketing mix refers to different areas of focus for an organisation in relation to developing an integrated and comprehensive marketing plan covering different aspects of marketing including delivering the perceived value proposition to the target market”. An organisation can undertake the 4P’s of the marketing model which determines the key components shaping the value of the products and services to the customers of the organisation including product, price, place and promotion (Schofield, 2019). With regard to delivering superior value to the customers, the management of the organisation is required to determine all these four marketing factors appropriately as per the requirement of the customers and the marketplace.
Apart from this, marketing works for an organisation to create the needs of the products and services among the targeted customer base of the organisation. As per Schofield (2019) “The organisational function of marketing works as a bridge between the company and the target market of the organisation where it delivers information about the organisation’s products and services and how it will be of benefit to the customers and why should they buy the product or service and also collects information from the customers in relation to their needs, wants and demands and other aspects influencing the purchasing decision of the customers”. By informing the customers about the features and benefits of the products and services offered by the organisation, the organisation is able to influence the perception of the customers regarding the offerings of the organisation (Boshoff et al., 2019). Moreover, collecting market data through marketing communication with the customers and other market associates enables an organisation to develop their products and services which will offer better value to the customers.
Moreover, the operational function of marketing provides the organisation with relevant market data with which the organisation can develop the products and services of the organisation as per the needs and demands of the organisation (Peppers and Rogers, 2011). With regard to sustaining in the marketplace competitively, continuous development is one of the key requirements of the organisation. In this course, the management of the organisation is required to have appropriate data and information in relation to the customer’s need and wants. The marketing of an organisation collects appropriate market data and analyses the data to improve the products and services of the company. Thus, by improving the products and services, the organisation can deliver superior value to the customers of the organisation (Stark and Stewart, 2020).
Above all marketing, as an organisational function, is concerned with different factors which influences the factors affecting the benefits derived from the products and services by the customers and the cost the customer has to provide for availing those products and services of the organisation. Since these factors e.g., the benefits offered by the products and services and the price of the products and services, determines the value of a product or service to the customers, marketing plays a significant role in creating superior value of products and services to the customers of the organisation.
Stakeholder engagement and their impact on the marketing activities of an organisation
The term ‘Stakeholder’ has been outlined by Murphy et al. (2015) as “Stakeholders denotes to the individual or group of individuals who has a particular interest in an organisation and can either influence or be influenced by the operation and decision making of the business organisation”. The stakeholders are key components of an organisation and every stakeholder of an organisation has a particular influence and contribution to the organisation. Therefore, with regard to ensuring the effective operation of the organisation, the management of the organisation must consider all these stakeholders and manage those stakeholders effectively. Hillebrand, Driessen and Koll (2015) have provided that there are two types of stakeholders namely internal stakeholders and external stakeholders. The internal stakeholders of an organisation reside within the organisation and hence are associated with and responsible for conducting the operation of the company directly (Acharya and Vanjani, 2010). The internal stakeholders of an organisation include employees, managers, the board of directors and so on. On the other hand, the external stakeholders of an organisation reside outside the organisation and affect or are affected by the operation and decision making of the organisation indirectly. The external stakeholders of an organisation include customers, competitors, suppliers, government agencies and so on. Every functional area of an organisation such as finance, accounting production, marketing, human resource management and so on have a distinctive stakeholder base who are involved with the function and either influence or be influenced by the operation of the particular function (Kotler and Keller, 2012). The engagement of different stakeholders of marketing and how those stakeholders affect the marketing activities of an organisation are discussed below.
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Figure 2: Marketing Stakeholders
Source: (Murphy et al., 2015)
Internal Stakeholders: The internal stakeholders of marketing are the individuals or group of individuals who are involved with the marketing operation of the organisation (Murphy et al., 2015). Since the internal marketing stakeholders reside within the organisation as part of the organisation, these stakeholders play an active role in planning and implementing all the marketing activities of the organisation (Boshoff et al., 2019). The engagement and impact of internal marketing stakeholders are discussed below.
Board of Directors of an organisation are responsible for all the top managerial decision making, formulation of organisational goals, objectives, policy, regulations and strategies following which all the operation of the company are conducted (Hillebrand, Driessen and Koll, 2015). The key marketing strategy and plan are formulated by the board of directors and they also set the key marketing objectives which the organisation is supposed to achieve over a particular period of time (Le Bon and Merunka, 2006). Thus, the board of directors of an organisation is engaged in the marketing activities of an organisation by formulating the marketing objectives and strategies of the company.
Managers are the individuals who manage different tasks and activities to be conducted as per the strategy formulated by the top management with regard to achieving the key organisational objectives (Boshoff et al., 2019). In relation to marketing activities, all the marketing activities are managed by the managers by directing and supporting employees to implement the key marketing plan and strategy into action effectively so that the key marketing objectives that are set by the top management can be attained (Le Bon and Merunka, 2006).
Employees are one of the most significant internal marketing stakeholders of an organisation who ultimately converts the marketing plan set by the managers into action (Hillebrand, Driessen and Koll, 2015). The employees of the organisation conduct the marketing operation of the company as per the direction of the managers. The marketing employees of an organisation can be divided into several groups such as sales team, promotional team, IT team, customer service team and so on (Guerrero, 2020). The sales team are responsible for selling the products and services of the organisation and influencing the purchasing decision of the customers while they are purchasing the products or services. The promotional team of the company is responsible for designing and implementing the promotional activities of the company to inform the customers about the company’s offering and influencing them to purchase the products and services of the organisation (Boshoff et al., 2019). The IT team of a company is expected to maintain digital marketing activities such as digital advertising, social media marketing, search engine optimisation, digital marketing campaigns and so on. Lastly, the customer service team is required to serve the customers as per their requirement by helping them with relevant information and other supports.
External stakeholders: The external marketing stakeholders of an organisation do not reside within the organisation but involved in the marketing activities of the company. this group of stakeholders are difficult to manage since they are not from the organisation (Murphy et al., 2015). The engagement and impact of external marketing stakeholders are discussed below.
Customers are one of the most significant stakeholders of an organisation and they are influenced by every operational area of the company since the products or services are influenced by these operational areas and the customers consume the final product or service offered by the organisation (Russell, 2018). Customers are considered to be one of the most significant stakeholders since the major objective of marketing is concerned with the target customers of the organisation to provide customers with appropriate information they need and derive information about the customer that the company needs. Every marketing activities undertaken by the organisation is to influence the purchasing decision of the customers and getting appropriate market data from the existing and potential customers with which the organisation can do better and create more superior value to be offered to the customers (Bhattacharya and Korschun, 2008). Hence every marketing decision affects the customers by influencing their perception about the products and services of the company and decision making regarding purchasing the products or services. Moreover, the customers also influence the marketing decision making of the organisation since the target market is highly dynamic and this requires the organisation to observe the dynamic nature of the customers and hence adopt the changes in the marketing strategy as per the change to meet the changing requirements of the market. Apart from this, loyal customers of an organisation directly engage in the marketing activities of an organisation and help the organisation to get new customers (Hillebrand, Driessen and Koll, 2015). Hence the loyal customer base of an organisation is considered to be an asset for the organisation.
Marketing agencies are marketing firms and companies which help different business organisations to plan and implement their marketing strategy to attain the predetermined marketing objectives of the company. There are several marketing agencies available in the market in which an organisation can hire to help them achieve their marketing goals (Guerrero, 2020). Several business organisations which have facing problems regarding their marketing operation and could not achieve the targeted growth due to ineffective marketing activities can get help from such marketing agencies.
Media channels are one of the key stakeholders of an organisation which is associated with the delivery of promotional activities of an organisation (Russell, 2018). The organisational function of marketing is responsible to conduct promotional activities regarding informing the customer about the key features and benefits of the company’s products and services and thus influence the decision of the customer to purchase the products or services of the organisation. With regard to influencing the customers, the organisation is required to undertake effective marketing channels and media through which the organisation will be able to reach the existing and potential customer base and communicate with them effectively (Guerrero, 2020). The effective use of media channels enables an organisation to get more customers and hence attain maximum market share.
Government is another significant marketing stakeholders since it provides relevant marketing regulations and guidelines which the organisation must follow while conducting their marketing activities (Bhattacharya and Korschun, 2008). Thus, the government and other authoritative officials influences and controls the conduction of the marketing activities of an organisation.
The general community is also a key marketing stakeholder of an organisation which can be defined as the people, groups, and other social institutions that have a particular interest in the marketing activities of the organisation (Russell, 2018). This marketing stakeholder affects the marketing decisions of the organisation since the organisation has to be considerate enough regarding the community belief, rules and norms while designing and implementing marketing activities (Hillebrand, Driessen and Koll, 2015). If any of the marketing activities undertaken by an organisation goes against the community belief, rule or norms, it will have a negative perception among the people which will affect the organisation effectively (Guerrero, 2020). For instance, if any of the marketing activities undertaken by the organisation hurts the social belief of general people, the company will definitely lose customers and the reputation of the organisation will be hampered as well.
Each of the above-mentioned marketing stakeholders has a distinctive role in the marketing activities of the organisation and influence the marketing decision of the organisation. Therefore, the organisation must manage these stakeholders appropriately with regard to ensuring the attainment of the marketing objectives of the organisation effectively and ensuring sustainable growth of the organisation.
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