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[bookmark: _Toc70645227]INTRODUCTION
 The purpose of this report is to outline the development of definitions, customer value and satisfaction. The role of the marketing in creating value for consumers. The steps how to satisfy consumer. The quality and repetitiveness of the act of purchase are certainly maintained by the idea of value brought by the supplier to the buyer, and in a market as contested as that of brokerage, this idea must be analyzed very carefully.  For many people in the insurance industry, the concept of value is limited to quality and cost, but the reality of the value brought to the customer is much broader. The value of the client transpires from the phase of defining the company's business and continues to make its presence felt throughout the evolution of its activity.  Thus, reflecting the company's business is decisive first, by the targeted customers and their needs.  For the customer, no product or service and certainly no company is of great importance.  The customer just wants to know what the product or service will be for tomorrow.  All that interests him are his own values, his own needs, his own reality. This report is also about stakeholder management and the relationship between them. There is a need for organizations to understand the needs and expectations of stakeholders.  These can have a major impact on the organization's ability to provide products and services that consistently meet customer requirements, but also legal requirements.
[bookmark: _Toc70645228]Defining customer value and customer satisfaction
What is customer value? Many authors explain the value of the customer differently.  One definition is that the value of the customer is the perceived benefit that exceeds the perceived cost.  Benefits can be considered Product quality, sales services, warranty, repair accounts, delivery. The essential attributes that have an impact on stabilizing customer values are compliance with product standards, product choice, price, brand, value-added service relationships and experiences there. The client capitalizes on his perceived needs by choosing a brand and differentiating it from other commercial brands available on the market.  In such cases, the organizations must surpass the competitor in all its aspects in order to have a success story on the market.  Most customers calculate their value before shopping, they believe that this will help them make the best choice (Kotler Philip et al., 2005).
What is customer satisfaction? Customer satisfaction leads to book improvement, organization improvement and excellence.  But often in addition to satisfaction, there is dissatisfaction.  Which needs to be improved.  Customer satisfaction can be classified into two compartments: one is to match customer expectations about the product and the second is the actual performance of the product.  Satisfaction differs from person to person and is highly quantified. Customer expectations can be influenced by some past experiences, as well as recommendations from friends, promises from sellers, as well as information about competitors.  Following the experience of the product, and an adequate evaluation, the client can reduce satisfaction.  Satisfaction can be compared, for example when comparing expectations before buying and experience after buying (Piercy F.Nigel, 2009).
[bookmark: _Toc70645229]The role of marketing in creating value for customers. Theodore Levitt the influential economist says,, that the purpose of all organizations is to find and control customers”. Marketing is an instrumental in this process, it is more than just advertising or selling products or collecting money. Marketing is about how to generate value by creating a relationship between people and the products, and between customers and companies. The role of marketing in creating value for customers is to identify, satisfy, and retain customers.
[bookmark: _Toc70645230]Advantage of Marketing to Consumers
Marketing has an important benefit to consumers, in addition providing consumers with information to help them and manage customer wants and satisfaction.  Also, marketing is useful to make the consumers aware of changes, and to transfers of ownership which affect product offering or seek is to improve quality (Lancaster Geoff & Reynolds Paul, 2005).
[bookmark: _Toc70645231]Creating Value is a relative indicator.  Consumers are the ones who compare the product and choose the best price for them.  The advantages are the following: product characteristics-quality, number of functions, lifespan, appearance; warranty terms are an equally important element; the quality of the services, but also the delivery conditions and the image of the company (Lancaster Geoff & Reynolds Paul, 2005).
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Figure nr:1 Components of customer value.
Source: Relationship Marketing (Christopher Martin et al., 2002) (Christopher Martin et al., 2002)

An example of loyalty policy can be Vodafone Uk a cell phone operator, witch business start to refocusing on customer retention, a move that on paper. Vodafone focuses on supportive their distribution channel to improve long-term customers. That means to reduced bonuses and subsidies for winning, ,,Pay as you Talk” and it can pre-paid customers and in this case all mobile phone packages will be scrapped together. These moves come with results for Vodafone, customer concluding that is largest number non-active ones. The objective of the service strategy should be to improve customer retention. That plays an important role in winning a new customer. Customer service critically plays an important role in relationships.  (Christopher Martin et al., 2002). The important goal is customer loyalty, because it can be immense financial gains. The advantages of high customer retention can be Profitability, Productivity, Sales volume, and Actionability (Piercy F.Nigel, 2009).
[image: ]
Figure nr:2 Vodafone Company
Source: www.vodafone.co.uk, 
https://www.annualreports.com

[bookmark: _Toc70645232]Delivering Value
Any successful business can deliver what it guarantees to its customers.  When a person takes other people's money and does not offer an equivalent value then this term is called - cheating the customer. Value-delivery is all that is needed to ensure that any customer who pays money is a happy customer: through the way orders are processed, or through inventory management, through delivery / fulfillment, troubleshooting, through customer support.  This value delivery deadline is an important one and without it you would not be able to make a deal.  The best companies in the world offer the value promised to their customers in a way that exceeds customer assumptions.  All customers like to get their benefits and purchases immediately, reliably and consistently.  The happier a business creates customers, the more likely these customers are to buy back from the company.  Happy customers also increase the likelihood that they will know others about what you are doing, improving your reputation and bringing in more potential customers.  Successful companies most often satisfy their customers during a changing environment. Unsuccessful companies fail because they don’t make their customers happy (Housden Matthew, 2008, Piercy F.Nigel, 2009).
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Figure nr 3: Vodafone delivering value to customers.
Source: www.vodafone.co.uk, www.annualreports.com

[bookmark: _Toc70645233]Communicating Value
Communicate the value of your brand. Structured communication of value to stakeholders is important for your company to achieve its key objectives when it comes to selling products or services, or to persuade a major investor to buy shares in your company or when proposing to recruit and retain the most professional employees.  It is an advantageous way of communicating the value of your company which contributes to building a brand that is interacting. So much more refers to the promotion of a strong brand, but also to the delivery of a top product, which can be credible for a business partner and can manage the company with integrity.  In fact, the way you promote the value of your product will open the door to your book of success, open a path and a competition for you to create a strong brand. 
[image: ]
Figure nr:4 Vodafone communicating value.
Source: www.vodafone.co.uk, www.annualreports.com
[bookmark: _Toc70645234]Definition of a Stakeholder
First definition can be considered that of R. Edward Freeman who in his book, entitled “Strategic Management.  A “Stakeholder Approach” defines the stakeholder as a person or group of people who may affect or may be affected by the achievement of an organization’s objectives (Freeman R Edward, 2010).
Subsequently, Nutt and Backoff are more applicable in defining this concept, considering stakeholders as "all those interested parties that can be affected or affect influence the strategy of an organization".
Eden and Ackerman, on the other hand, believe that "any person or small group that has the power to respond to, negotiate with and change the strategic future of an organization" can be defined as a stakeholder.
Thus, Bryson concludes that although the definition and approaches of this concept are extremely diverse in the literature, it is essential that the role of stakeholders is to create and support coalitions, to ensure the long-term viability of an organization, as well as the policies, plans and programs developed.  Equally important is the fact that the interests and expectations of key stakeholders of an organization must be met at least to a minimum, so that public policies, organizations, local communities and even states and civilizations can avoid failure and bankruptcy (Bryson M.Jhon, 2004).
[bookmark: _Toc70645235]Internal and External Stakeholders
Stakeholders are categorized into internal and external. 
The definition of internal stakeholders is defined as a person or group that is involved and participates in the management of a company.  Stakeholders may be determined by the influence of a success or may be influenced by a failure of the entity.  Internal stakeholders require services to the company.  They can be affected by any decision, or even profitability, performance and other activities in companies.  Having an important impact on a company, they are the ones who know the secrets of the entity.  The list below will show the internal stakeholders: the Board of Directors - this is a group of people who govern the company.  They are selected by the members of the organizations.  The employees of a company are the group that works for this company and receive money for remuneration in return.  The owners that the organization is looking for can also be shareholders or partners.  Managers can also be the people who manage departments as Managers. The Investors are the person or a group who invests their money in that company investor (Freeman R Edward, 2010).
An example of internal stakeholders can analyze study cases of Tesco. Tesco internal stakeholders are employees, the board and executive committee, managers, and shareholders. The company's employees are vital to Tesco, so are the managers. In August 2019, Tesco has around 450,000 colleagues worldwide. Tesco Board of directors consists of the chairman, chief executive, chief financial officer, and several non-executive directors. They are very important to the company. In January 2019, the company's considerable shareholders are BlackRock, Inc., Norges Bank, and Schroders's plc with 6.64%, 3.99%, and 4.99% holding respectively (Tesco Annual Report and Financial Statements.2019).
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Figure nr 3: Stakeholder types.
Source: online website.
[bookmark: _Toc70645237]Definition of External Stakeholders.  They are the users of a financial information company and can improve their performance, as well as their advantages and liquidity.  They are negotiating with foreign companies.  They do not take an interest in the internal problems of the company.  Stakeholders can be the following suppliers: provide contributions to a company, for example raw materials or equipment.  Customers: These people are considered key in a business because they will consume the product.  Creditors: are individuals or maybe banks or financial institutions that provide funds to the organization.  Customers are the people the company treats and provides services to.  Intermediaries: These are the marketing channels that promote the brand or company and make close contact with customers, such as wholesalers, distributors or retailers.  Competitors: are rival companies with the organization of resources and the market.  Society: A company must also take responsibility for society, because this company uses its valuable resources.  Government: A company is run and controlled by legitimate government rules and regulations, paying taxes and duties that are levied by companies. (Freeman R Edward, 2010)
An example of external stakeholders can analyze on study care of Tesco.
External stakeholders of Tesco are the suppliers, the customers, the creditors, the competitors, the pressure groups, the local communities, and the government. Tesco serves a considerable number of customers every week, it is around millions. How the Tesco server the customers with excellent quality, healthy and sustainable products, they work hard with suppliers and with producers. Tesco's suppliers and producers not only provide the company with required products, but also to help the company to reduce food waste. There are several numbers of competitors witch challenge Tesco in the UK. Sainsbury’s, and ASDA, Waitrose, and Morrison's, Lidl, and Aldi, and Iceland all are the main competitors of Tesco in the UK. It is challenged by big names such as Amazon, Walmart, and Carrefour, and some other Internet giants. Tesco has over of many issues: suppliers' pay, employees pay, sociality responsibilities, and many more. Also, local communities are essentially impacted by the operations of Tesco. The stakeholders are very important to Tesco. Likewise, they are equally important or equally powerful. Sometimes stakeholders can be far more powerful than others. The chairman, and the directors, and other senior executives, the overall and strategic direction of the company. The shareholders will approve the major decisions. Competitors have an impact on Tesco heavily. For example, competitors such as Aldi and Lidl put significant pressure on the pricing policies of Tesco in the UK as the former are widely known as discounters. Likewise, major suppliers have a huge influence on Tesco. It is worth noting that small suppliers cannot usually have any influence over the company (Tesco Anual Report and Financial Stetements.2019).
[image: ]
Figure nr4: Principal risk of stakeholders
Source: (Tesco Annual Report and Financial Statements.2019).
[bookmark: _Toc70645238]The differences between internal and external stakeholders: Individuals or groups who work for organizations and are very active in running a company are known as internal stakeholders.  And external stakeholders are people or groups who are not employed by the organization, but they are affected by its activities. Internal stakeholders can serve the company, but external stakeholders deal with the company externally. These internal stakeholders are directly influenced by the company, because the activities or decisions taken are part of the organization and may even be opposed in the case of external stakeholders. Internal stakeholders are the people employed by the company, but external stakeholders are not. The company's internal problems are known to internal stakeholders.  However, external stakeholders are not aware of such issues. Internal stakeholders are the main stakeholders, while external stakeholders are secondary stakeholders (Freeman R Edward, 2010).

[bookmark: _Toc70645239]Stakeholder Relationship The influence of stakeholders traditionally, when you think or refer to management, you have in mind the relationships between managers and subordinates.  Of course, it is not wrong, the main component of management being usually represented by these types of managerial relationships. Modern, professional management, to its fullness, means managing relations with all the stakeholders involved.  As all management teachers usually know, stakeholders represent a person or group of people who have important interests in the functioning and performance of an organization that they can significantly influence.  Individual or group stakeholders hold two essential characteristics: have substantial interests in the conception, development and completion of the organization's activities; can significantly influence the content and results of the activities of the organization, using formal and informal means, of various natures including relational, financial, sentimental. The most important stakeholders of an organization are entrepreneurs or shareholders, managers, executors, customers, suppliers, local government, banks, trade unions, consultants. Supporting stakeholder relationships is becoming increasingly conditional on management performance in all types of organizations and at all levels.  Practice shows that the impact of cultivating stakeholder relations increases with the increase in the size of the organization and the hierarchical level of the managers involved.  At the level of senior management in the organization, provide relationships with stakeholders tends to be of decisive importance.  Attracting financial, human, technical-material and knowledge resources from outside the organization, the sphere of customers and suppliers and the quality of relations with them, "access" and effectiveness of the organization's relations with public administration, banks or local community depend largely on the practice of management on stakeholders (Doyle Peter & Stern Philip, 2006; Freeman R Edward, 2010).
















[bookmark: _Toc70645240]Conclusion
 This report is about terms, concepts and definitions of customer value and customer satisfaction are interconnected and expresses the importance of the customer for an organization.  Understanding the differences will be useful in the correct implementation of these theoretical concepts for business excellence. Any company must implement these factors also to fulfill the responsibilities towards them, the company's responsibility is to pay fair wages to the workers and not to make the difference ie discrimination between employees.  It is the company's duty to pay money to suppliers, so to deliver goods to customers and pay taxes to local authorities on time.  They have an obligation to predict the financial situation of the company, so the company should provide a true and fair view of its financial situation, as well as good transparency in their accounts.  The union is a combination of both internal and external stakeholders. Focused on this report analyzing the role of stakeholders for the functionality and performance of management, because recently we have experienced several difficult economic and managerial situations in strong organizations, some of national interest, which endangered not only performance but even survival.The professional and efficient management of any organization is the management based on stakeholders.  In universities, stakeholder-based management must be the focus of training the new generation.
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