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[bookmark: _Toc68467260]Introduction 
Marketing activities create customer value in several ways. Marketers understand the customer’s problem and develop a superior product offering to satisfy their need. Also, formulate strategies to tackle the external threats and competitions the company faces. Investors, employees, suppliers, government, customers are the main stakeholder of a company. Therefore, these groups of people have lots of influence on the marketing strategy of an organisation. The product design, manufacturing, distribution is affected by the government decision, supplier’s availability and also management capability. The main purpose of this essay is to understand how marketing activities create value for an organisation like Cadbury. This essay discussed the marketing process and various role that marketing activities play in an organisation to create customer value. Also, the way various stakeholder affects the marketing strategy is discussed here. This essay is prepared in the context of Cadbury which is a British multinational confectionery company. The company is owned by Mondelez international since 2010. The company was founded in 1824 by John Cadbury and currently, it is headquartered in Uxbridge, London, England. Currently, the company is operating in more than 50 countries worldwide. Their main products include Dairy Milk chocolates, the Creme Egg and Rose selection box.  
[bookmark: _Toc68467261]The role of marketing in creating value for customers 
Marketing is one of the most essential business functions of an organisation. According to Kotler (2013), it is a social and managerial process of engaging the customers and developing a profitable relationship with them through satisfying their needs with a suitable product. A product could be tangible goods or intangible services. Terech (2017) stated that the main purpose of the marketing function is to achieve the organisation’s market objectives. As marketing is a systematic process, it consists of five steps for creating and capturing value from the customers. In the first four steps in this model; companies understand the customer need, develop marketing strategies and implement marketing program and focus on developing a long-term profitable relationship with the customers. And in the final step, the companies generate profit as a reward for providing superior value to the customers. 

[bookmark: _Toc68467203]Figure 1 Marketing process
Source: Blythe (2019)
After understanding the marketplace and the customers, the companies formulate a value-driven marketing strategy for the customers. Deepak (2019) stated that in this marketing strategy the marketing manager’s purpose is to recognise the most suitable customer segment that the company would select to serve. Then the marketing managers choose a value proposition for providing superior value to the customers.  Here such marketing strategy plays a crucial role in the value creation process of companies like Cadbury. As it is considered a very difficult and inefficient strategy for an organisation attempting to serve the whole market in the same way, segmenting the market and targeting the most suitable market segment helps them to achieve efficiency (Perreault, 2018). Here companies like Cadbury decides on which customer segment to target based on the level, nature and timing of those customer’s demand. Also, such a marketing strategy is very essential for Cadbury in creating superior value for the customers. When the target customers are specifically defined, it becomes very easy for a company to identify the most important elements of customer’s product evaluation.  Therefore, the companies could create superior value for the customers by focusing on those elements. 
According to Park (2020), the marketing practices create value for the customers because this concept focuses on satisfying the customer’s needs to achieve the organisational goal. Before the advent of the marketing concept, businesses focused on production as it was thought that customer’s only preferred product that is readily available. In later time came product concept, where more emphasis is given on improving product quality. Then came the selling concept where the businesses focus on sales promotion and sales incentive.  According to Kotabe (2020) compare to all these management philosophies, the marketing concepts is considered more superior. In all these management practices inefficiency was high as producing more product, high-quality product or undertaking sales incentive is very expensive and it’s not a possible smaller organisation. But in the marketing management approach product is produced after understanding the customer’s need. Therefore, higher efficiency is achieved and small businesses can compete with large organisations. Also, in the modern marketplace, the customer has lots of alternative in their hands. Therefore, the necessity of marketing management application has become more important for any organisation. 
Marketing activities plays several important roles in Cadbury. All other business functions such as finance, accounting, operations, etc are closely linked with marketing activities (Kotler, 2016). Because through different marketing activities, a company can identify and manage a product demand and also the customer’s specific needs. For instance, marketing research plays an important role by recognising gathering useful customer insight for managerial decision making. Also, branding and promotion create interest among the customers thus motivating customer’s purchase.  Kotabe (2020) has illustrated that marketing also plays a crucial role in ensuring long-term growth and survival for companies like Cadbury. Through formulating marketing strategies companies try to tackle the market competition. Not only competition but also minimising the external and internal threats is also an important consideration for marketing manager formulating appropriate marketing strategies. Customer service, sales promotion assists a company to develop a long-term relationship with the customers, thus ensuring long-term growth for the company. The way marketing activities such as marketing research, marketing promotion, product design, distribution creates value for the customer is discussed in details below. 

Marketing research is an organised and systematic process of collecting, analysing and reporting data relevant to specific marketing situation (Chernev, 2018). There are four steps in a marketing research process. The first step is to define the research objective. The second step is to formulate a plan for collecting information. The third step is implementing the planning and the final step is to analysing and interpreting the result. According to Keegan (2017), all these are fundamental steps of a marketing research process that helps an organisation in creating value for their target customers. In an earlier discussion, it was illustrated that the first step in the marketing process is about understanding the customer’s needs and wants. Here the marketing research provides the marketing manager of Cadbury with valuable insights into the customer’s internal motivation, perception, attitudes and behaviours. Using those market insights, the company can update their product or adjust its service for creating superior value to the customers. Not only that but also through marketing research the company’s manager could understand the way their marketing activities such as pricing and promotion is affecting customer satisfaction. Therefore, they could alter their marketing strategies if they deemed the market response is not satisfactory. 
Marketing promotion refers to communicating the value proposition of the product to the customers (Bagozzi, 2018). The importance of marketing promotion is quite similar to developing a good product or making it available to the customers. The consistency and integrity in the different promotional channels used are essential in delivering a clear message to the customers. Some commonly used promotional tools include; advertising, sales promotion, personal selling, public relations, direct and digital marketing. For Cadbury, the marketing promotion creates customer value in several ways. First of all, it plays an essential role in creating brand awareness. Customers can recognise the brand Cadbury’s because of its advertisement on the TV or its promotional campaign. In their advertisement or personal selling, Cadbury illustrates their brand before the customers (Cadbury Chocolate, 2021). Therefore, the customers can understand what the brand is about and the way it’s superior to its competitors. The effective promotional campaign also enhances the brand image and develops long-term customer trust. 

Product design refers to the decision regarding product features, quality and manufacturing. According to Visconti (2020) product is the main element of customer consideration and it’s is the basic item of a business. Therefore, a product must have the capability of satisfying customers’ needs. For companies like Cadbury chocolates, marketers develop product design considering the customer’s need. For example, depending on the market demand the company decides on production quantity so that the product is available for the target market and at the same time the resources are not wasted through excessive production.  Also understanding the customer’s needs the Cadbury decides on the size and prices of their chocolate. Lancaster (2017) argued here understanding the price, the customers are willing to pay for gaining the product is crucial because if the customer’s perceived value is lower for the product compares to its price, the customers won’t buy the product. Also, the marketer decides the product quality because the customers would compare the product quality with its prices before purchasing the product. 
According to Zimmerman (2017), product distribution refers to designing the marketing channel for making the product available for the customers. Product distribution develops value for the customers by creating customer’s convenience. For making the product available for the customer’s companies need to develop a systematic relation with the suppliers as well as the retailers. Depending on the product category and the customer’s need marketers develop planning regarding the use of marketing channel. For instance, as chocolate is considered a convenient product, Cadbury adopts an intense distribution strategy. In this distribution strategy, the company focuses on making the product as much available as possible to the target customers through partnering with local super shops, convenience shop, departmental stores, supermarket, etc. Also, the customer can order the product online through online stores. On the other hand, a shopping product brand would adopt a selective distribution strategy and a luxurious exclusive product brand would adopt an exclusive distribution strategy respectively (Kotler, 2013). This way considering the product type marketers alter their distribution strategy to create value for the customers. 
[bookmark: _Toc68467262]Stakeholder engagement and their impact on the marketing activities of an organisation 
A stakeholder refers to that group of people who holds an interest in the organisation’s operation also the group that can affect the organisation’s operation or be affected by it (Adams, 2019). With this definition, the stakeholder of any organisation like Cadbury could be separated into two distinct groups of people. One is an internal stakeholder or commonly known as a primary stakeholder. The investors, employees, suppliers, customers of Cadbury are part of the company’s primary stakeholder group. On the other hand, there are also some external stakeholders and unlike internal stakeholder their interest in the organisation’s operation is indirect. The government, the general public, consumer associations, etc are part of the external stakeholder’s group of Cadbury. 
For a business, it’s considered very importantly to identify the stakeholders. According to Terech (2018), for a business organisation to be successful in these dynamic business environments, the stakeholders are needed to be managed effectively. Here stakeholder management includes keeping track of the stakeholder’s interest and developing a strategy for effectively managing those interests. Mendelow has given a model for analysing different stakeholder in a business organisation (Kuzmin, 2016). In his model, he has categorized the stakeholder's group based on two variables which are power and interest. Here power refers to the group’s capability to influence organisational strategy and project resources. And interest refers to the group’s level of interest in the organisation. Based on this the stakeholder’s groups are classified into four groups which are discussed below. 
[image: ]
[bookmark: _Toc68467204]Figure 2 Mendelow's Matrix
Source: Blythe (2019)
Category A, include stakeholders who have limited power in the organisation and have low interest also (Deepak, 2019). Here small independent distributors and intermediaries such as a local convenience shop, the departmental store can be considered such type of stakeholders for Cadbury. The company generally do not emphasis their focus on this group. In category B, the stakeholder's group have a high level of interest in the organisation but they have limited power to influence the management decision. For Cadbury the part-time employees or the workers, delivery could be classified into these category B stakeholder group. Companies try to keep this group of stakeholders informed about the organisational planning and marketing efforts. 
The category C consists of stakeholders group that has low interest in the organisation but consist significant power to influence the management and marketing decision. The governments, regulatory bodies, customer association, etc can be termed as the category C stakeholder group for Cadbury. Companies try to keep this group of stakeholders satisfied all the time. Then the category D includes a stakeholder group that has a high interest in the organisation and also has a high level of power and influence over it. Investors, customers, managers are these type of stakeholders (Perreault, 2018). 


Cadbury generally establishes communication with all its stakeholders through an annual review report (Cadbury Chocolate, 2021). Cadbury’s parent company the Mondelez international publishes an overall review report of the company’s different section annually. The annual report consists of a financial performance report, management message, important events, corporate objectives, shareholder’s value, employee welfare report, corporate social responsibility report, etc.  Besides the annual report, the company also arranges press conference and seminar to communicate with the shareholder and general public. Here the way different stakeholder group of the company influence the marketing decision is discussed below.
The above discussion Identified investors, customers and managers are the most important stakeholder of the company. The investors of Cadbury influence the company’s marketing objective. According to Park (2020) increasing the shareholder’s value is considered one of the main fundamental objectives of the company’s marketing strategy. The customers are considered the core of the marketing strategy. The management philosophy also affects the company’s marketing activities. As Cadbury is a global brand, they hire local managers for different countries. So the way local managers perceive the market and undertake promotional activities differ to some extent from one another.  
Kotabe (2020) stated that the supplier, employees, government, regulatory bodies also affect the company’s overall marketing strategies. The company needs to be vigilant regarding the government policies and legal environment. The product design, packaging, chocolate quality decision is affected by these stakeholders. Moreover, the promotional campaign such as advertisement, public relation is a very important factor for the company. The company’s corporate social activities directly affect its brand image. Cadbury’s production decision and the distribution strategy are affected by their suppliers. A strong supply chain network is considered the backbone of the company’s global operation. Also, their employees play a crucial role in the company. Kotler (2016) stated that their customer service, quality management, smoothes operation management, smooth production is affected by their workers and employees. Therefore, considering their employee capabilities the company undertake these decisions. And also, they arrange an employee training program to improve their skills so that they can provide better customer service and bring more efficiency to the organisation. 
[bookmark: _Toc68467263]Conclusion 
This essay identifies the roles that marketing activities play in an organisation. The marketing process consists of five sequential steps that include understanding the customer’s need and the marketing and then developing a marketing strategy to provide superior value from the customers. And at the end the company capture value from the customers in form of revenue and profit. An organisation has some important stakeholders that affect the company’s management and marketing operation. Investors, suppliers, customers, government regulatory bodies, management, employees and workers are the main stakeholder of the company.  
Here marketing activities such as marketing research, product design, product promotion, distribution strategy, etc create customer value for Cadbury by identifying the market demand, creating brand awareness and enhancing the brand image of the company. The distribution strategy of the company aims at making the product readily available to the customers. Stakeholder group such as the suppliers, employees, workers affect the production and product distribution directly. Therefore, the company develop these strategies after identifying the inner capabilities of the company. Also, the government and regulatory bodies affect the company’s marketing strategy because the company needs to make sure their product is of standard quality and their promotional strategies are also fair. 
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Identifying customer's needs


Developing profitable long-term relationship with the customers 


Capturing value from the cutomers to accumulate profit and customer equity. 


Developing an integrated marketing program


Formulating a customer value driven mrketing strategy
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