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[bookmark: _Toc70522266]Introduction 
Marketing can be defined as an act of facilitating the exchange of a particular commodity for the goods, services as well the money to deliver highest value to the customers. In other words, it can be said that marketing id the link between the society’s materials needs as well as its economic patterns of response. The needs and wants is satisfied with the help of marketing by the process of exchange as well as development of long term relationships. The following paper defines the customer value and satisfaction; the advantages of marketing to the customers are stated. The paper also defines stakeholder and its different types with examples and it explains the stakeholder relationship. Marketing is a social and managerial process by which groups or individuals get what they need or want by creating and exchanging products or values with other groups and individuals (Philip Kotler). Marketing is the formal, systematic and scientifically based activity, carried out by an identifiable entity, in order to obtain a favorable response form a predetermined audience, trought a promise tailored to their expectations. 
[bookmark: _Toc70522267]Customer value and satisfaction 
Customer value is the difference between the total advantage that is expected from a particular product or service and the total cost that is incurred in order to get that product or service. Customer value is a proactive process because it occurs before the product has been experienced by the customer. It can also be called the prepurchase analysis of a product by customers. (Sok, O'cass and Miles, 2016). Customer satisfaction is the difference between the actual performance that is experienced by a customer and the expectation of the customer. Customer satisfaction is a reactive process as it is the post purchase examination of the product by a customer. 
The evaluation of customer value is done from the view point of the customer. It is all about the customer’s thought process where a comparison is carried out by them between the value gained by a product and the value provided by a competing product. It is done in order to determine which of the products provides a higher advantage at a low cost. It is a strategic measure which determines the composition of the product, strategies of pricing, methods of distribution, communication system as well as process. Customer satisfaction deals with the emotions of a customer as the satisfaction of the customer is determined on the basis of the experience of the product purchased by them. It offers a mean to examine the response of the customer to the measures. It is a transactional measure and it can also be referred to as a post-sale interaction between the customer and the company. Customer value can be calculated by subtracting the total cost from the benefits and it can be stated in monetary terms and the customer satisfaction is computed in qualitative terms by subtracting the actual [performance from the expected performance. 
Obviously, customers are influenced by many constraints and sometimes make choices that ignore the benefits offered by a particular company. However, customers often take into account the value offered to them. This implies, as shown, an assessment by the seller of the total value perceived by the customer and the total costs incurred by him, corresponding to its own products and those of the competition, to find out at what level its offer rises in terms of if the seller notices that competing companies offer a higher value, he will have two options: he can try to increase the value by improving the product, services, improving the staff and the image of the offer or he can reduce the total costs borne by the customer. Lowering prices, simplifying the ordering and delivery process, or by offering guarantees that reduce the buyer’s risks. 
Consumer satisfaction form certain options about the value of market offers and make purchasing decisions based on these options. Consumer satisfaction depends on the results of using the product in relation to his expectations. A consumer can experience different levels of satisfaction. If the performance of the product does not meet expectations, the consumer will be dissatisfied, the consumer will be dissatisfied. On the other hand, if the performances will be satisfied, and if these performances will exceed the expectations, then the client will be very satisfied or really delighted  (Sok, O'cass and Miles, 2016).
[bookmark: _Toc70522268]Advantages of marketing to the customers 
Creating value- Creation of value includes those components in a particular product or service that can be paid by a customer who is completely informed and should be willing to pay what is referred to as “value”. The treason behind using the term “should be” is that the actual payment made by the customer will completely depend on the way by which the product or service is marketed to the customer. Offering the value to the customer should include the modelling of the result of the different advantage on the economics of the customer. This measure of the price cannot be charged it is a measure of the relative potential of the price that can be represented by an enhanced feature for various customer’s segment. (Khorsheed, et al., 2020). The companies which cannot introduce the ways to create value into their process of the development of product have a tendency to develop the products that represents the best that can be bought by the money instead of the products which shows the best value that will be bought by the customers. (Ninan, Mahalingam and Clegg, 2019). 
Communicating value- It involves the communication of the credibly in terms of money and the different advantage of the products. The goal of a product of a higher price is to develop the value for the customer which was recognised at the stage of creation of value. Without this, there is a risk that the department of purchasing is unknown about the value of the various benefits to the company or there is no acknowledgement of the value. (Cremers, 2016). After the establishment of the economic value, there is no more a need of justifying the company’s premium price related to the competition. 
Delivering value- In order to deliver value to the customers, the firm must take into consideration what is known as the total market offering. (Syapsan, 2019). This consists of the reputation of the firm, the staff representation, benefits of the products and the technological features in comparison to its competitors. 
[bookmark: _Toc70522269]Definition of stakeholder 
A stakeholder is said to be a party that holds an interest in the company can it has the potential of either affect or get affected by the business. The main stakeholders of a company usually consist of the employees, suppliers, investors and the customers. Since there is an increasing attention on the corporate social responsibility, the concept also included the governments, trade associations and the communities. (Tkachenko  and Pervukhina, 2020). A stakeholder has a vested interest in the company. The stakeholder of the entity can be internal as well as external to the organisation. In order to identify a stakeholder of the organisations, following questions can be asked:
· Whom does the company legally oblige to? 
· Who can have a positive or a negative impact by any decision that is taken by the organisation?
· Who is affected in the value chain? 
· By whom can an organisation be helped for addressing certain impacts? 
· Who can affect the ability of the organisation in order to meet its responsibilities? 

[bookmark: _Toc70522270]Internal and external stakeholder 
Internal stakeholders- Internal stakeholders are the individuals who get involved actively in the activities of the business or their own share in the company. The internal stakeholders can also be named as the primary stakeholders of the company. Such stakeholders provide services to the company and are influenced by the decisions, performance as well as the outcomes of the company. The internal stakeholders consist of all those individuals who work for the organisation. (Ramadhini, Adhariani and Djakman, 2020). They have an important impact on the organisation’s operational activities. 
The internal shareholders include the investors, owners as well as employees of the company. All these people have the ownership of the company and are also involved in the management of the company. The internal stakeholders have a direct stake in the organization’s activities and are very important for the survival of any organisation. 
External stakeholders- External stakeholders are the outside parties which have a connection with the company because of their shared interest. External stakeholders consist of all the people, groups, and firms as well as organisation which is not under the direct influence of the performance of the business. These people might be interested in the success as well as the performance of the company but they are not affected by it directly. They can also be called the secondary stakeholders of the company. The business environment of the organisation is formed by all these external parties. The financial information along with the other available information of the company is used by them in order to become aware about the company’s performance and profitability. 
Few examples of the external shareholders are the suppliers who offer raw materials, the clients, customers, intermediaries, competitor, government as well as the general public. 

[bookmark: _Toc70522271]Stakeholder relationship 
Due to the rise in the competition as well as globalisation in the corporate sector, good relationship with the stakeholders acts as a pillar which lays the foundation of the profitable business. The companies identify the significance of incorporating as well as seeking the inputs of both the internal as well as the external shareholders. (Savga, Krykliy and Kyrychenko,  2018). The duty of communication with these stakeholders is fulfilled by the managers as well as the executives. At first, the stakeholders should be categorising on the basis of the extent to which the company’s actions as well as decisions affects them. (Bourne, L., 2016).  Giving priority to the stakeholders ensures that the communication can be well adjusted to suit the different groups of the stakeholders. The stakeholders should then be provided consistent messages about all the current and relevant information that would have an on the company. This helps them keeping informed about the timely problems within the company along with its external environment. (Bosse  and Coughlan,  2016). A crisis management plan is prepared by the company in order to manage the communications with the stakeholders off the situations which were unexpected. 
The stakeholders are the owners of the company. These stakeholders affect the operations as well as the decisions of the company. Companies which have stakeholders have been having a primary objective of maximizing their profits. (Teng, et al., 2017). The stakeholders have a direct influence on the business as they have the right to vote for a serious corporate decision. Different shareholders have different impact on the business. For instance, the managers make recommendations as well as decisions which influence the activities of the business. The employees, may too have an influence on the firm by refusing to work or not working the way they are expected to. (Aaltonen and Kujala, 2016). The suppliers can influence the blueness by changing the quality of the goods they have been supplying to the business, new laws can be passed by the government which changes the levels of tax and by offering increased grants as well as funding. 
[bookmark: _Toc70522272]Conclusion 
The above paper defines the customer value and satisfaction; the advantages of marketing to the customers are stated. The paper also defines stakeholder and its different types with examples and it explains the stakeholder relationship. 
Strategy of marketing is a long term means of achieving a corporate objective. If we take the example of the mobile phone industry where the likes of Samsung, Iphone, Nokia are in serious competition each as to design a marketing strategy to capture a share of the market.
The content marketing strategy consists in transitting relevant information to costumers, indirectly, trought the site in order to attract and retain them.
Constantly analyzing the behavior of users on the site we can deduce the points of interest, quality and continuous importance in order to positively influence the decision regarding a particular product or service provided. The basic idea in the online promotion process is the content transmitted toth trought social networks, websites and newsletters, all these being highlighted by content, displayes or other websites and video streaming channels.
Trought content marketing we will clearly highlight the asvantages offered, the values and vision of the company, not only in order to generate traffic or potential customers but also in order to convey the potential and image of the company.
With the help of marketing campaigns we manage to be closer to the clients to convince them and these campaigns work efficiently when they are integrated in the attraction strategy and costumers reaction. In order to obtain the best results, we focus on the three important strategies that underlie the content marketing process. The first of these is the period awareness, wich means the visitor’s first contact with the company and how to convert into a potential customer. 
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