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THE ROLE OF MARKETING IN CREATING VALUE FOR CUSTOMERS AND STAKEHOLDER RELATIONSHIP
[bookmark: _Toc70356681]1. Introduction
In every organisation, marketers should understand, depending on the products or services provided, what their target customers’ needs and wants are. They devise different strategies to create and capture value from customers and build long-term relationships. Marketing is concerned mainly with how to create market offerings that have value to customers, how to deliver value by getting the market offerings to customers, how to communicate value by describing the market offerings and learning from customers, and how to exchange value by trading value for those offerings. In this essay we will try to explain how customer value and satisfaction are meat, the role of marketing in creating, delivering, and communicating value for customers, and how different stakeholders impact the marketing activities of companies and how this companies communicate with their stakeholders.
[bookmark: _Toc70356682]2. Customer Value and Satisfaction
The purpose of marketing is to create profitable exchanges with their customers, while aiming to provide value and satisfaction in the process. Based on the needs and wants of our customers, we can provide a market offering (product or service) that creates value and satisfaction to the consumer. Value is centred around everything marketers do. It is the perceived benefit that customers receive when purchasing a market offering. A consumer perceived value is “the customers evaluation of the difference between all the benefits and all the costs of a marketing offer relative to those of competing offers” (Kotler, et al., 2019, p. 15). Value varies because every individual perceives the benefit received differently. For example, three customers that decide to order a pizza will perceive value depending on their personal taste of that product, so they will have different level of satisfaction as well. 
Satisfaction is determined by how well the product performs relative to expectations. It is critical to consider expectations (Drummond & Ensor, 2005). All customers form some expectations about the value and satisfaction provided by a product and will purchase according to their perceived benefit. It is important that marketers do not set to high expectations for their offer as this might create dissatisfaction with customers and at the same time, they must not set expectations too low as this may satisfy some customers but fail to attract new ones. A satisfied customer will always repeat the purchase and tell other about their good experience, while dissatisfied customers often switch to competitors and disparage the product to others creating a negative imagine (Kotler, et al., 2019). Also, a satisfied customer is more likely to become a loyal customer and many companies are making efforts at offering a high level of satisfaction. For example, Hilton Hotels in United States of America, received constantly a high customer satisfaction index score between 2008 and 2020 (Appendix 1).
[bookmark: _Toc70356683]3. Advantages of Marketing to Customers
Marketing has several advantages for customers. It informs the consumers about the benefits received by a market offering that satisfies their need. When an organisation identifies a consumer need it explains how its product or service will satisfy that need. Also, besides providing useful information about their offering, marketers can help to set and manage consumer expectations. Marketing also examines various statistical data that allows them to better understand the consumer behaviour and produce strategies that are more likely to influence them. The most important advantage of marketing is that it creates, delivers, and communicates value to customers, with the scope of capturing value in return.

[bookmark: _Toc70356684]4. Role of Marketing in Creating Value for Customers
Once we have a good understanding of our marketplace, we can create a value-driven marketing strategy. The first step in doing this is selecting the customers we want to serve by segmenting the market, targeting specific segments that our offering is designed for and that fits the company objectives, and position and differentiate our products by using simple, but efficient, value propositions or mission statements.
 We can create a brand value proposition, that states the specific benefits a product or service will provide to its customers. The goal of this is to focus on what consumers want and to show why the market offering is superior to that of competitors. The value proposition gives information on what product or service the company offers, what is their target market, its primary benefit to buyers and what makes it unique. This information answers the question of why the customers should buy from us. For example, Uber Technologies Inc. proposition for trips is “Always the trip you want” (Uber Technologies Inc., 2021). This informs the customers that they provide a variable cost taxi service addressed to customers that want on demand transportation. Their service main benefit is that it relieves the frustration of travel. The value proposition is unique by focusing on the needs of the customer by using the word “You”. Spotify AB proposition is “Listening is everything” (Spotify AB, 2021). It provides online streaming music that targets a wide range of people from families to single people. Their primary benefit is that it provides a wide range of music and is unique by encouraging users to listen to music and enjoy their favourite songs.
Once we know what customers we want to serve, and have set a value proposition, we must decide what marketing orientation should guide our marketing strategies. There are two marketing concepts that create value for customers and which companies use to design and put into practice their strategies. The marketing concept holds that achieving organisational goals depends on knowing the needs and wants of target markets and delivering the desired satisfactions better that competitors do. Consumer focus and value are the paths to sales and profits. The societal marketing concept holds that a company’s marketing decisions should consider consumers wants, the company objectives, and the long-term interests of consumers and society (Kotler, et al., 2019).
Now, companies can use strategies that can provide value for consumers. The Ansoff Matrix (Fig.1) of market/product expansion presents growth opportunities and threats and can be used to create value to customers by either offering new products to an existing market or new market, or by offering existing products to new markets or existing markets.   
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         Fig.1 Source: (Professional Academy, 2021)
Product development – by this the company improve the quality or upgrade the technology of existing products and communicate it to an existing target market. The best example for this would be Apple Inc. and Samsung Group, that develop and launch new products each year, thus increasing customer value. Market penetration – the company tries to encourage their existing customers to buy more of the same product. To penetrate and grow the customer base, relationship marketing can be used. This involves building long-term relationships with customers, rather than a one-time sale, and tries fostering customer loyalty by providing exemplary products and services. Coca-Cola Inc. spends enormous amounts of money, over three billion dollars in 2020 on penetrating their market using various channels (The Coca-Cola Company, 2021, p. 70). Market development – the company makes their existing offering available to a new market, foreign or domestic. If our product or service is performing well on a target market, then we could try to enter a new market with the same product. This can be done domestically, by accessing a new target market or by expanding to a new foreign market. Before considering this, we must carefully analyse the market and identify potential threats. IKEA Group is the good example, as it started expanding its target markets to countries with cultures closer to their own and continued to expand to more challenging markets such as China and the Middle East. It has 422 stores in more than 50 markets, with nearly 70% of stores located in Europe (Forbes Media LLC, 2021). Diversification – the company enters a new market with new products that are either related or unrelated to the company’s existing offering. A good example of diversification is given by Samsung Group (Appendix 2), which operates in various markets with different products, such as phones, refrigerators, computers, insurance, and hotel chains (Business to You, 2017). Based on these four strategic choices, companies can evaluate and formulate new strategies that could provide future growth.
We can use the elements of the marketing mix to create value for our customers.
Companies make products, but consumers do not buy products, they buy expectations of benefits. Products can create value perception, by innovation brought by it, by quality, features, styles, design and by additional benefits provided (Buttle, 2008). Products create brand imagine. Consumers view a brand as an important part of a product, and branding can add value to a consumer’s purchase. A brand is a name, an image or a symbol that differentiate the products from one company to another. A brand helps customers to faster identify a product or service quality and the benefits expected. Through its consistency, of value, image and message, the brand creates trust and encourages customers to buy again (Kotler, et al., 2019). 
The top five brands worldwide in 2021, like Apple Inc., Amazon Inc., Google LLC, Microsoft Corporation, and Samsung Group are worth more that 100 billion dollars each (Appendix 3) and shape the perception of consumers and their purchasing behaviour. Brand imagine enhances the organisation performance through the influence of key stakeholders like customers, employees, and investors (Statista , 2021).   
Another way to create customer value is by pricing our offer. Price is “the amount of money charged for a good or service, or the sum of the value that customers exchange for the benefits of having or using the good or service” (Kotler, et al., 2019). We will discuss the customer value-based pricing strategy, in which price is set based on buyer’s perceptions of value rather than the actual cost implied. In this strategy, the company first identifies the customers’ needs and value perceptions and then sets a target price based on consumer perception of value. 
Cost-based pricing and Value-based pricing
Design a good
product
Set price based on cost
Determine
product cost
Convince buyers of product’s value

Assess customer needs and value perceptions
Set target price to match customer perceived value
Determine costs that can be incurred
Design product to deliver desired value at target price


From the above points we can conclude that, value-based pricing strategy has at its base the customers’ needs and perceived value, while the cost-based pricing is more product driven.
	All companies should consider several factors when setting the price levels, like production costs, competitor price levels, where we want our product to be positioned, our company objectives and the price elasticity of demand. This last factor involves the effects of changes in price related to changes in demand. We can say a price is elastic if a change in price generates a greater change in demand, and a price is inelastic if a change in price is generating a small change in demand (Hooley, et al., 2020). In figure 2, we can see how a change in price leads to a small change in demand. This represents the price inelasticity, and as examples we have fossil fuel, water, diamonds, cigarettes, and medicine. 
[image: ]
Fig.2 Source: (Pettinger, 2019)
In figure 3, we can see how a change in price leads to a high change in demand. This represents the price elasticity and as examples we have general goods, a fuel station, a luxury good or service. The reasons a price is elastic is because consumers have the possibility of choosing from substitute products and it influences greatly the income of our consumers.
[image: ]
Fig.3 Source: (Pettinger, 2019)
Another element of the marketing mix that creates value for customers is the physical evidence. Its more important to service-based companies because they deal with intangible outputs. Physical evidence is used by companies to provide their consumers with something tangible, that determines them to judge if what they receive is of value or not (Buttle, 2008).
We can deliver value to our customers by using various channels of distribution, so we can make our products available to the final consumer. From production to the customer, we can use intermediaries, wholesalers, and retailers that make our product available. When choosing the delivery method, we must consider various factors like the type of product we offer, the cost of transportation, how secure and reliable that channel is, what methods our competitor use and how fast can we make the offer available (Blythe & Martin, 2019). The distribution of products can be done intensively for general goods, to make them available faster and wider to consumers, or it can be done selective for electrical appliances, beauty products, and generally products that require more attention and comparison before purchase, and an exclusive distribution, that is done on a smaller scale and covers a wider area. 
	We can communicate value to customers using the basic promotional mix that consists of advertising, sales promotion, personal selling, and public relations. For effective marketing communication we must first identify the target audience, determine the response we want to receive, choose the message and the channel by which we are going to make it available, select what we want to communicate about our offer, and collect the feedback about it (Blythe & Martin, 2019). Through marketing communication, we transmit information about our offer to the target segment with the scope of influencing the consumer behaviour and convincing him to purchase our market offer. With the feedback received we can make modifications to our strategy or develop and improve our market offer.  
[bookmark: _Toc70356685]5. Stakeholders
A stakeholder is an individual or a group of individuals that have legitimate interest in a company, and who can affect or be affected by the actions of that company. All shareholders have different interests when interacting with a company and will seek to gain a satisfactory return from it. We must first identify who our stakeholders are. The research must be inclusive and consider all individuals or groups that can affect or are affected by our company. The first stakeholders that we can identify will be those within the company. This can be easily done with a brainstorming session or consulting with colleagues that have and can share their knowledge. Those stakeholders that are outside the company will require more research. To identify them we can use various data that groups specific segments, and which are relevant to our company activity. In figure 4 we can see the stakeholders surrounding a company.
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Fig.4 Source: (Economic Point, 2021)

[bookmark: _Toc70356686]6. Internal and External Stakeholders
As showed in the figure above, every company has two types of stakeholders. Internal stakeholders are those individuals or groups that are directly involved in the management of the company, and influence or be influenced by the success or failure of that company. Shareholders are the most obvious stakeholders, as they have invested in the company with the expectation of gaining a reward. If dissatisfied with the results, they have the power to influence the future of the company, by firing executives, selling, or closing the business (Doyle & Stern, 2006).  Managers also have expectations regarding a company and are concerned with personal rewards, such as salaries and prestige. Their success might be measured by short term successes, which are not necessarily good for long term performance for the company (Hooley, et al., 2020). Employees have different expectations regarding their job satisfaction and security, and about the rewards that come from the company in the form of wages. They have limited power and will achieve their goals depending on the company capabilities. Their motivation plays an important part in how committed they are to the organisational goals.
External stakeholders are those individuals or groups that are indirectly affected by the company and can directly affect the company but are not part of the management. Suppliers and distributors, provide inputs to the company to ensure the continuity of business. Customers are the most important external stakeholder because they provide the resources necessary, in the form of sales, for the company to continue its operations and continue to satisfy the other stakeholders. It is vital to gain and maintain our consumers satisfaction by meeting their expectations, as failing to do so will encourage them to find alternative brands (Doyle & Stern, 2006). Government guides and controls a company decision, by means of rules, regulations, and laws. Their representatives expect compliance from companies with all legal requirements. Competitors are part of the external stakeholders as they compete with the company for resources and market share, and they influence our business directly or indirectly with their own marketing strategies. A company is also responsible towards the society in which they operate and should take into consideration how they are perceived as this will affect the business image.
[bookmark: _Toc70356687]7. Stakeholder Relationship
Once we know who our stakeholders are, we should prioritize them according to the power and interest they have over the company. This can be done using the power/interest grid (Fig.5) and helps determine who has the power or the interest that could affect our company.
[image: ]
                  Fig. 5 Source: (Bdaiwi, 2017)
Now we can assign our stakeholders on the grid and take actions according to the power and interest they have. Some of our stakeholders require a minimum effort because they do not hold much power and interest, so we can monitor them, but not engage any further. Others that have high power, but low interest should be kept satisfied and communication with them should be done cautiously as they have the power to affect our company. Those that have a high interest, and a low power should be kept informed and communication with them is helpful, as they can assist the company. The stakeholders that have high power and high interest should be fully engaged and managed closely to satisfy them, as they can have the biggest impact on our company.  
A good strategy for engaging the stakeholders is communication, which can be done by various ways. We can provide them with annual reports and other financial results, by holding regular meetings with different stakeholders, by web site or social media channels, by press releases, or by conducting regular surveys to assess the satisfaction level. All these communication methods address a different set of stakeholders and engages with them in a way that empowers and informs. All stakeholders have an impact on our marketing activity, whether it is in a small way or in a greater way. Stakeholder relationships contribute to either the success or failure of our marketing strategy. 
[bookmark: _Toc70356688]8. Conclusion
From the points covered in this essay we can conclude how important the marketing function is for organisations. Without it companies would not be able to identify or understand the consumer needs and what market offerings to produce and would not be able to successfully satisfy the customers or retain them. By using marketing activities, we can create value for our customers and engage in establishing long-term relationships for the benefit of both company and consumers. Also important is to identify and engage with our stakeholders, as they influence our activity and success. 
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