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[bookmark: _Toc70725275]Introduction

      This assessment begins with the introductory section and we go through the following steps to the conclusion: different descriptions on topics of value marketing for customers / consumers, more exactly, it includes a lot of information about customers, what they are and how they can be satisfied. Also there is information on creating these satisfactions. Then, there is information that helps to identify a stakeholder, to determine the difference between internal / external stakeholder, analysis and impact on the company. Also, in order to enter any journey, the subject itself is explained and defined, namely marketing (which represents few specifications about the marketing process). The knowledge gained from the courses offered by the University of Wales Trinity Saint David was used, as well as sources such as: web and books. In conclusion, all the searches and efforts that were necessary to complete this assessment are reported.

[bookmark: _Toc70725276]Customer Value and Satisfaction

      A first and very important step is to understand what marketing is (as a general definition) before going into marketing details. This is a very complex process and includes the planning and execution of the following concepts: goods and services, prices, promotion and distribution of ideas, organizational objectives. More specifically, the role (related to marketing) is to provide assistance for: identifying, satisfying and retaining customers. (John, 2010)
      That being said, it must be defined as well “the consumer”. Consumers have at their disposal a wide range of products and services that can satisfy a certain need in different companies. The way they choose from the many offers on the market depends on the expectations they form (in terms of value and satisfaction). Specifically, a satisfied customer will always come back, they will buy again and again, and all these satisfied customers always share the good experience with acquaintances (co-workers, family, friends). But there may be dissatisfied customers who choose to switch to competitors, they will also share the less good experience with their acquaintances (family, friends, co-workers). And depending on all this, marketing specialists will always take care to establish the correct level of consumer expectations (also called customers). This expectation is an important balance, if this expectation is too short, the buyers can be satisfied but they will never attract the proposed target (enough buyers). Instead, if the wait is too long, buyers will be disappointed. From here it is understood that the value of customers and their satisfaction are key elements for the development and management of customer relationships. (Philip, et al., 2018) (Matthew, 2005-2006)
      Customer value and customer satisfaction are two important concepts in marketing. The two are closely related to each other, but they work independently. When we refer to the relationship between the quality of the product / service and the price paid by the consumer (also called the customer) for the purchase of the product or service, then we call the process "customer value". When to some extent customers' expectations for the product / service are correct with its actual performance, we call the process "customer satisfaction".

· Customer value:  The value of the client is represented by the benefits (advantages) that a product offers (ie, the cost used to purchase the product should be low, and the benefits should be as high as possible). Benefits such as: very good product quality, long-term warranty, free delivery, staff relationship with the customer, after-sales services, etc. That is, the cost is not for the product, consumers do not pay for the product / service itself, consumers pay for the benefits that a product / service offers (the total cost consists of brand, price, alternative products, experience and relationships with sellers). A consumer is always prepared for information, ie consumers always evaluate the value of a product (perceived compared to other competing products). It follows that a company must ensure that it is better organized than its competitors, because serving a product at the value perceived by the consumer provides the necessary satisfaction (happy customers), and so there are benefits for the company (improved market shares, image company on the market improved, satisfied employees, competitive advantage). Any company must evaluate the values ​​for customers, this helps to develop a product that offers greater benefits than competitors (high benefits at the price willing to be paid by consumers). (Matthew, 2005-2006)

· Customer satisfaction: Customer satisfaction refers to the "end result". It is an evaluation (made by customers) of the products, how well their value was delivered (whether it was satisfactory or not). If the value at which the customer expected to receive it was produced. Specifically, this customer satisfaction occurs when he/she has purchased the product (or after purchase). But customer expectations can be negative / positive, for various reasons such as: previous experience, suggestions received from close ones (friends, colleagues, family), promises made by sellers, information about competing products, etc. As it is written above, the customer can evaluate the product only if he/she has experienced it, that mean, the satisfaction appears after the purchase. More precisely, if the consumer's experience meets the perceived value, satisfaction with the product appears, but if it is exactly the opposite, the customer will be dissatisfied. (Matthew, 2005-2006)

[bookmark: _Toc70725277]Advantage of Marketing to Consumers 

      Marketing is very important in the well-being of society! Because it helps all countries to easily run their economic system. The most obvious advantage of marketing is promoting your business (improving sales). It helps to get consumer recognition and attention to your company and products. In addition, it also helps to provide useful information about products / services (manages customer expectations).
      There are a few things (marketing) related to business promotion and they are very important. The recognition and attention of the target audience must be obtained. The logo (for recognition) chosen is very important because over time current or potential customers will begin to associate this logo and company brand with the business itself as soon as they see either the representative colors or the model (these are other very important details , colors have meaning). Every business has to spend money to make money (to invest), and a good investment is in marketing. Because marketing improves profits by increasing sales. Several techniques can be used to reach maximum profit: telemarketing, direct mail marketing, television and radio marketing, print advertising. If all these are used correctly, they are like a safe trap for customers. Customers pay for goods and so the profit appears. (Jobling, 2003) 
      The way of viewing the components of marketing is via the 4/7 Ps. Initially there were 4 forces, but everything goes up and down very quickly, so three other notions appeared forming the 7 forces. The four strengths of the marketing strategy are: location, product, price and promotion. Three more are added: people, physical evidence, process. (Eric, 2011)

[bookmark: _Toc70725278]Creating Value

      The value of customers in marketing is focused through four important activities: creation, communication, delivery and value exchange. The term "value" refers to the benefits that buyers get and that meet their needs. Specifically, value is what the customer gets after purchasing and consuming a company's offer (the offer is created by the company, and the value is determined by customers). The goal of marketers is to create a profitable exchange for consumers (obviously profitable for the company as well). Profitable, that is: the time, effort and money that the consumer consumes in the buying process is worth in proportion to their product expectations. Buyers appreciate products differently, make different efforts, spend differently, waste different time, more precisely: the value varies for each consumer. The role of agents and the marketing concept requires the search to satisfy the desires and needs of customers (but the exchange must be profitable, so the company can be successful). As it is well written above, marketing creates those goods and services that the company offers. Also, must be choose a profitable price (the company offers the price set with the help of marketing agents and partners involved in the development of the company). Before setting a price, production costs, competing offers and much more, must be analyzed, but the most important responsibility is marketing (the certainty that the new / old product offers value). (Babu , 2017)

[bookmark: _Toc70725279]Delivering Value

      Marketing promises value, so it has to offer / deliver value. This delivery is done through specialized organizations, but it is not just about simply delivering the product at home or in the hands of consumers, marketing must ensure that the consumer understands what the product is and what the product offers. (Babu , 2017)

[bookmark: _Toc70725280]Communicating Value

     Communication helps to create or improve relationships (with employees but also with customers). It is good to be accepted but also to give feedback (both from customers and employees). It also fosters (mutual) respect. But the communication that targets the most interest of a company is the one that can also bring profit to the company. That is, it is communication that focuses on consumers (also called "customers"). Communication consists in the way you show the consumer the value of the product that the company offers. There are a few steps to follow: identifying the product and the needs / effects of this product / service, then highlighting them to convince customers (it is necessary to convince them that they need the product / service)
      As I have already specified, communication means describing the offer and its value for current or potential customers (this includes learning from consumers what they like and what they want). Through this communication we can educate current and potential customers about: the value of an offer (product positioning, product effect, etc.). There are many forms (communication) of advertising: television, web, billboards, magazines, leaflets, sales agents, etc. But also customers have the chance to communicate (to tell the company what their opinions are / feedback). (Babu , 2017)

[bookmark: _Toc70725281]Definition of a Stakeholder 

      Stakeholder can be a person or a group that has an interest in a company. This person or group may affect or be affected by the business. The main parties that are interested in a company are: its employees, investors, customers and suppliers. (Moodle, 2021) (Matthew, 2005-2006)
      Stakeholders are those who can provide requirements or constraints based on information from their industry. This information is important because it can help understand the constraints and risks of a project.

[bookmark: _Toc70725282]Internal and External Stakeholders

· Internal stakeholders are individuals and parties within an organization. There are those parties (individual or group) that participate in the administration of the company. Once acquired interest in the organization, they can be influential or can influence (success / failure) the entity. There are different types of stakeholders in this category: employees (group of people working in the company for a salary), owners (individual or group that owns the company / partners), board of directors (group of people who control the company), managers (individual / group that manages in the requested department). (Moodle, 2021) (Matthew, 2005-2006)

· External stakeholders do not have a direct relationship with the company (as we meet with internal stakeholders). In fact, it is a person / organization that is affected by the company's operations. Specifically, external stakeholders are stakeholders who are not part of the management, but are indirectly affected by the company's activity. There are several types of external stakeholders: suppliers (provides contributions to the organization), customers (those who will consume the product), creditors (provides funds to the organization), intermediaries (link between company and customers), competitors (resource and market rivals), society (responsibilities), government (government rules and regulations). (Moodle, 2021) (Matthew, 2005-2006)

[bookmark: _Toc70725283]Stakeholder Relationship

      The relationship with stakeholders is very important. There is a stakeholder analysis. This analysis is the very first step in stakeholder management. It is an important process that is used by successful people to gain the support of others. If everything is managed by stakeholders, a very high percentage can be ensured in the success of a company's projects (where many fail if they do not have the necessary support). If there is support from stakeholders (which is strong) many resources can be gained, for example: people, time and money (with these three projects are considered successful). Communication is important (on time and as often as possible), ensuring the benefits through active stakeholder support when necessary (and as concise as possible). Stakeholder relationships also help anticipate their reactions to present / future projects. By already knowing how things are going, future actions can be planned quickly and clearly based on stakeholder support. (Moodle, 2021)
      It is also important to find out how stakeholders feel about the project. They don't have to be there just to support the ideas, they have to help complete / evaluate the projects. As a company owner, you need to know how to communicate with stakeholders and identify the best ones. And for such things there are some key questions that need to be answered: Do these stakeholders have an interest in the outcome? / Is it financial or emotional? / Is it a positive or negative interest? / What motivates stakeholders about the project? / What information do they insist on? / What is the mode of communication? / What do they think about the current things in the company? / Is the information real (good)? (Moodle, 2021)
      As I specified, managing a relationship includes communication in time and as often as possible, so in the end the stakeholders will fully understand the benefits of the project. But, relationships are also about profit. Specifically, stakeholders need to be treated fairly and kept in a strong relationship, which is the key to long-term profit. The relationship is very important because stakeholders are very important. Stakeholders are important for several reasons. The internal ones are because the operations of a company are based on their ability to work together with the aim of achieving the objectives. External ones can affect the business indirectly, more precisely the customers can change their buying habits at any time. Finally, the relationship with them is very important for management, and the goal is the long-term success of a company. It takes the internal ones to give to the external ones, and the external ones to get income. There must be efficient and transparent communication. Building a relationship and developing it with stakeholders is the key to success in creating valuable business partnerships over the long term.

[bookmark: _Toc70725284]Conclusion  

      Following this assessment, the most important target should be understood: the consumer. It must be understood and satisfied for the final results favorable to the company. There are many steps to follow to satisfy a consumer, but they are simple steps. Purchases of products are made only on the basis of values, satisfaction determines whether the customer returns for the same or more products within the company. Communication is also important, consumers must understand what an offer is about, the delivery of information and the product must be efficient (for the continuity of consumers and possible new consumers due to the recommendations of those who have already been satisfied with the products). Theoretical concepts must be applied properly (carefully, because consumers have different tastes).
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