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[bookmark: _Toc49626891]Introduction
	This particular essay discusses about the concept of marketing within organisations that lead towards the creation of customer value and improving the good will of a brand through strengthening its brand image. However, the discussion has been made in terms of the role of marketing within the accomplishment of these goals leading towards creating value of customers and increasing the engagement level of stakeholders within the organisation through marketing activities. Due to the increased significance of marketing within the contemporary business settings, it has become essential for organisations to focus on implementing efficient marketing activities and strategies that could bring profitability and competitiveness for these organisations through making its stakeholders specifically customers completely satisfied. Therefore, in order to understand these concepts specifically the role of marketing in the creation of customer value and the impact of stakeholder engagement level on the marketing strategies and activities of organisations, various academic theories have been discussed in regards to this including contemporary industry examples through which these concepts could be understood deeply with its practical applications and significance in the modern organisational settings. 
[bookmark: _Toc49626892]Discussion
	Marketing practices have become highly significant in terms of attaining organisational goals in a highly competitive environment as businesses mainly rely on their marketing activities that are specifically aimed towards attaining a long term growth for the organisation and to improve its revenue streams. In accordance to the study conducted by Payne, Frow and Eggert (2017), the enhancing needs of consumers and the responsiveness customers expect from organisations in terms of meeting their requirements have made it essential for organisations to focus on implementing effective marketing strategies through which they could focus on the needs of their consumers and satisfy them accordingly. In addition to that, the increased significance of gaining competitive advantage within the current organisational setting has made organisations focus on strategizing their marketing strategies and activities that could bring an organisations positive outcomes in form of increasing customer base and strengthened brand image. The study conducted by Wu and Li (2018) states that customer satisfaction has become the key towards the success and growth of an organisation for which marketers should be aware of the tactics that could make customers loyal towards the brand and building long term relationships with them. Therefore, it becomes essential that the marketing strategies should primarily be focused on identifying the needs of customers and the activities that are needed for raising customer satisfaction level in order to attain competitive advantage over competitors operating in the industry. 
[bookmark: _Toc49626893]Role of marketing in creating customer value
	There are various studies conducted in the area of marketing management that define the critical role of marketing in the creation of customer value and increasing their satisfaction level. According to the study conducted by Amoako (2019), customer value in marketing could be assessed on the basis of accumulated benefits attained by customers through a service or product in regards to its cost. Therefore, in the marketing terms, customer value is based on offering customers certain amount of benefits associated with the product or service in return to the payment received by the customer for the product or service. The study conducted by Oh and Kim (2017) states that the creation of an improved value proposition is essential for organisations in terms of differentiating its products from the products offered by its competitors. Applying effective marketing strategies determine the needs and requirements of customers within the aspects of creating a good value for customers and also help organisations perform this particular function in an effective and efficient manner that lead towards assisting organisations towards the achievement of sustainable competitiveness and a visible competitive advantage in the market place. 
	There are various industrial examples in regards to the creation of value proposition in different organisations operating in different industries that justify the significance of customer value through marketing strategies. BMW is one of most popular German automobile brand that has its value proposition based on having no cost on maintenance for its customers due to the increased competition within the manufacturing of luxury cars. The purpose of providing this value to customers was based on making customers feel attached to BMW as their own brand where the organisation is focused on meeting their requirements and benefiting customers through free maintenance (BMW Group, 2020). However, this approach enhanced the financial performance and sales of BMW as the marketing approach through initiating free maintenance worked for the brand that none of its competitors through to initiate this kind of service. In addition to that, when it comes to UK brands, Marks and Spencer (M&S) has always been focused on creating additional value for its customers on the basis of pricing and high quality fabrics and apparels for its customers. In accordance to the study conducted by Islam (2016), Marks and Spencer (M&S) has been focused on developing and implementing its marketing strategies based on pricing in order to create value for its customers that is aimed towards driving maximum sales of its apparels and building a price based image infront of customers in terms of high quality fashionable apparels for customers in a very low price. 
The marketing campaign launched by Marks and Spencer (M&S) by the name of ‘Love it for Less’ is a perfect example of the role of marketing in the creation of value for customers that was based on reducing the prices on all ranges of fashion apparels for its customers in order to make an ease for customers to buy their loving and admired fashion apparels on an affordable pricing (Corporate Marks and Spencer, 2018). Moreover, it was also based on improving the accessibility of customers towards purchasing quality apparels and to look fantastic with the apparels offered by the brand. However, the campaign was highly successful in UK as it helped the brand increase its sales and build loyal relationships with its customers through creating an additional value for them. Therefore, on the basis of these examples, it could be depicted that the role of marketing is highly critical in creating additional value for customers that helps organisations enhance customer satisfaction and attain a long term competitive advantage within the market place. According to the study conducted by Kumar and Reinartz, (2016), when customers start perceiving that they get a good price and additional benefits from a particular brand, it leads towards their maximum level of satisfaction as they have experienced the value provided by the brand to them. However, it happens when a customer eventually becomes a customer of a particular brand that makes it essential for the brand to retain that customer and make long term relationships with that customer in order to make customer avoid switching to other competitor brands. 
Customer Value offers numerous benefits to a brand when effective marketing strategic approach is involved in order to maximize the customer value. Based on the study conducted by Calvo-Porral, Faíña Medín and Montes-Solla (2016), a strategic marketing approach uplifts the customer value provided by a brand to its customers that lead towards attaining competitive advantage for the brand over its competitors, revenue maximization due to increase in overall sales of the product or service leading towards maximum profitability, long term growth for the brand in terms of expansion and lastly increases customer satisfaction leading towards long term relationships between customers and the organisation and loyalty. However, it has been observed that increased customer loyalty reduces the probability of customers switching towards other brands for which it becomes essential for brands to come up with different marketing strategies based on benefiting these customers that could make the retention of customers easy for brands in order to grow through its customer base (Chen, Liu and Chiu, 2017). Samsung is one of those companies operating in the technological sector that aims to enhance the customer value for its customers through consistent innovation and technological advancement that could help it grow immensely and attain competitive advantage over its competitors in the tech industry. 
It is observed that Samsung invests heavily into research and development (R&D) and marketing activities in order to produce high quality and advanced products for its customers that led towards the maximum market share of the brand in the technology industry. In addition to that, the marketing strategy of Samsung has changed at a 360 degree in which the primary aim of the company has been based on building an image of the brand as a high quality and premium smartphone brand having a premium price (Atashfaraz and Abadi, 2016). However, this particular marketing strategy was based on the need of customers to become advanced in terms of the technological use of smartphones with upgraded features and also experience consistent innovation in accordance to the upgrading technological trends in the industry that could make customers feel highly upgradable. This particular strategy of Samsung has benefited the brand extensively in terms of sales and attaining competitive advantage through its strategies and value creation that has increased the emphasis of focusing on providing customer value through effective marketing strategies that could help brands operating in the contemporary business setting grow strategically and financially. 
[bookmark: _Toc49626894]Stakeholder Engagement and their Impact on Marketing Activities of Organisations
	The concept of stakeholder engagement is based on the process of communicating with stakeholders of an organisation in order to knowing them that could lead towards identifying the needs of stakeholders and strategies through which they could be engaged within organisational activities leading towards the accomplishment of its goals. In accordance to the study conducted by Lane and Devin (2018), stakeholder engagement is considered as a highly essential practice within organisations as it is highly needed to translate the needs of stakeholders needs into organisational goals and identifying the aspects where the stakeholders are highly impactful for organisations in regards to the accomplishment of is goals. Generally, stakeholders are categorized into two categories namely internal and external stakeholders. Internal stakeholders include employees and managers, shareholders and directors and external stakeholders include vendors and suppliers, customers and consumers, regulators and investors. Both internal and external stakeholders are essential in terms of their impacts for which it becomes mandatory for organisations to keep them engaged within different activities associated with the goals of the organisations (Iazzi et al, 2020).
	Stakeholders are highly impactful on the marketing activities of an organisation in terms of the success and failure of a particular marketing strategy. According to the study conducted by Costa and Pesci (2016), marketing activities are designed and planned in accordance to the interest of stakeholders as it is considered to be a potential source of attaining competitive advantage through conducting different marketing activities and planning out new strategies. Marketing activities primarily involve customers, regulatory and investors who usually affect the marketing strategies developed by organisations in terms of its positive or negative response. Most of the marketing strategies succeed or fail due to the level of interests stakeholders show through their response. In accordance to the study conducted by Spangardt (2016), marketing activities should be focused on the needs of stakeholders specifically customers who are the primary target for brands in terms of their sales of its products. Therefore, it becomes essential for organisations to develop their marketing strategies and conduct their marketing activities on the basis of the needs and concerns of its stakeholders in terms of tactics through which they could be engaged within the marketing activities. In addition to that, regulations are essential within these activities in terms of satisfying the legal authorities in order to conduct marketing activities based on ethics and legitimacy. Lastly, it is essential how the campaign could bring returns to the organisation in terms of profitability and growth that could satisfy the investors of the organisations in terms of the financial growth of the business (Ellis, Parent and Seguin, 2016). There are some examples of the successful marketing activities conducted by various multinational brands such as Coca Cola, Nike, Absolut Vodka and various other companies that have performed successful marketing campaigns with a highly positive response from their stakeholders and achieved maximum returns out of it. 
	In accordance to the study conducted by Fliaster and Kolloch (2017), stakeholders are primarily concerned about their needs in terms of getting those needs fulfilled by organisations through their products and services and this phenomena goes for both internal and external stakeholders. Companies apply different strategies to engage their stakeholders within their organisational processes that include taking stakeholders into confidence within decision making processes, empowering them within the organisational activities that could enhance the relationship of the organisation with its stakeholders and also focusing on providing maximum value to the stakeholders in order to attain the short term and long term goals associated with the organisation through satisfying its stakeholders (Igwe, Icha-Ituma and Madichie, 2018). In addition to that, the maximum engagement of stakeholders within organisational processes bring positive and favorable outcomes of organisations in terms of the financial and strategic growth as the organisation becomes able to achieve its goals through satisfying its stakeholders that leads towards attaining competitive advantage within the marketplace and enhance its efficiency in terms of increasing its outputs.
[bookmark: _Toc49626895]Freeman Stakeholder Theory and Value Creation
	The above discussion in regards to value creation and stakeholder engagement and the influence of stakeholders within an organisation could be understood in the light of freeman stakeholder that is based on creating maximum value for stakeholders in order to attain organisational goals. According to the study conducted by De Gooyert et al (2017), Freeman Stakeholder Theory is based on organisations should be focused on creating maximum value for their stakeholders not just only for their shareholders. This includes both internal and external stakeholders of an organisation that should get maximum value by the organisation that lead towards the maximum level of satisfaction from stakeholders and help the organisation attain its goals and objectives through its stakeholders. The theory of Freeman regarding stakeholders is focused on making organisations realize about the importance of stakeholders in an organisation that include both internal and external stakeholders that are essential to be focused by organisation in terms of providing value to them and to engage them within the organisational activities in order to attain desirable outcomes in the form of long term profitability and growth and also in the form of long term competitive advantage over the competitors (Freeman, Harrison and Zyglidopoulos, 2018). Therefore, it is important for organisations to focus on their stakeholders in terms of building long term relationships with them that could lead towards the growth of the organisation in all business aspects and lead towards the long term survival of the organisation in the industry. 
[bookmark: _Toc49626896]Conclusion
	The role of marketing in creating value has become highly significant in terms of giving customers additional benefits to them and also focusing on their satisfaction level. Moreover, there are various examples of brands that focus on creating value for customers through their marketing strategies in order to attain competitive edge and to build long term relationships with customers in order to make them loyal with the brand. When it comes to the stakeholder engagement, it is also essential for organisations to engage their both internal and external stakeholders in order to attain in goals. However, it has been observed that stakeholders are impactful within the marketing activities of organisations in terms of the activities being in accordance to their interests and concern that eventually make a marketing campaign successful or lead the campaign towards failure. 
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