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Introduction

In the second essay for Marketing fundamentals will provide definition of customer value and satisfaction. Secondly  will write about  the advantages of marketing to customers and how value can be created, delivered and communicated to customers, importance of value communicating, than thirdly definition of stakeholders, including internal and external stakeholders with examples of how companies communicate with their stakeholders, the relationship of stakeholders and how stakeholders are affecting  marketing activities, different examples will be given. Will close this essay  with the conclusion and referencing list.

Marketing advantages are the following: to promote the business,  your brand people will know and recognise,  business profit will grow.
In our days internet marketing  is very  used and can benefit consumers in different ways: keep customers up to date, give them many options, it provide 24/7 access, quick and easy to access from your home. To create value first we need to know our customers, and to know what they want and what they can and want to pay, than what our company is capable to offer for our target customers.
During medieval times the value was connected with the time that needed to produce the goods. Value=Time When the automated processes were introduced the value was the time and brand equity for example a car value was not only the time it needed to make the car but also what the consumers  were willing to pay to buy that specific brand. Value=Time x Brand
After digital age started the time importance disappeared. An example: Fortnite online video game, is so successful, that more than 250 millions subscribe, to make a similar game you need 20 – 50 professionals, 2 – 3 years and the investment could be zero if the number of players increase, the number of pieces sold  are infinite, it means that is no limit for people to play and the profit grows as the number of players grows. Value= Brand   . You get value when you give value. A business will succeed if you give value to the customers and to employees as well.
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Delivering value

 By delivering a product or a service to the customer what is a value for them they give back value for the company by paying for what they receive and by giving good reviews and by being loyal and by bringing new customers this is the value what a customer give back to the company. Customers satisfaction depends on their experience and their expectation about the product or a service, that is why if a company give more to the customers than they expect that is a sure success for the company or if the customers experience regarding the product or service is good they are happy, that is the best way of  the company to have loyal customers and to be sure that the present customers will bring more customers for the company. If the customer is happy and satisfied they will give good reviews they will recommend the company to others. Customers satisfaction depends on the way the value was delivered as well, and  if they received what they expected. Customers need to feel that they are receiving value for their money. They need quality, good price, good services, in relatively short time. 
I will give an example of how a well known company Tk Maxx is delivering  value to its customers, by a big selections of brands, designer products, prices up to 60% less than RRP. They have a rapidly changing assortments and use the treasure hunt experience named customer reward scheme, every time you buy you get a key after 5 keys you can chose one of the rewards free of charge posted for you. 



   Delivering value to customers is important to managers and leaders. A firm  must    deliver value to customers in the way it matters most to them. For example a value of  a cup of coffee at Starbucks sitting and enjoying with a friend much greater value than  the one of a take away coffee, the cost of the cup of coffee in both cases is the same, but the value for these particular customers is different.
Suppliers need to keep in mind that: - customers assess value before and after they purchase a product or service.
- value is perceived in various level, so it needs to be delivered at different level
-understanding customers value and delivering customers value.
As it was mentioned before is to deliver value to customers is very important, doesn’t matter is a large business or a small business. One of the most common reasons for failure is the inability to deliver value to customers.
The value is a benefit for customers and business as well, customers exchange the money for products and services and the company profit from this exchange.
1) Understand that whatever you are delivering to the customers has to fit their will. A good example let’s have a car wash, the car has to be clean at the end, if we  talk about a mobile phone, the phone must receive calls, to have a signal, customer must be able to make calls, pictures, and many more things.
2) Next important component of value is that the goods and services delivered to customers must be fit for use,  let’s go back to the car wash example, it has to be open as it is written on the sings and must be handled the demand so customers no need to wait long time, because that make them leave and go to find another car wash.
3) We need to identify and overcome barriers of customers perceptions. If a customer is buying a car, why he choose that particular car? all the cars are the same. The sales persons job is to present the car in a way that will convince the customer that this is the car that meets his needs and requirements. Some customers when  buying a car are considering reliability, price, some is interested of capacity, comfort, interior, speed.
4) Perception of customers is making the exchange of value for money. For example most people would not pay 10Pounds for a can of tuna, but in case the person didn’t eat for days and this is the only food found in the store than that person will give the money for that value.
5) Strategy and marketing are two different concepts, strategy is about deciding what we will offer and that is the value for the customers,  how to deliver that value and how to convince the customers that this is the value he wants. Marketing is to communicate the strategy in the way that the customer will want to buy the goods or services.
6) The customers must fell that the value is higher that the cost of the product and will produce positive return.
There are different types of value what customers consider when buying a product:  Performance value: this can be easily copied by the competitors, for example a new iphone with a night vision camera developed by apple but is easy for Samsung to quickly copy.
Price value: low prices, saving money, like Lidle store is a good example for this, they are budget store.
Emotional value: how products make customers feel, this is not easy to copy, usually luxury brands are in this category.
Relationship value: is between company and customers, for example at the hairdresser, cosmetic services. 

Communicating value.

Effectively communicating value to stakeholders is very important to achieve objectives of business, whether that is selling a product or services, or convince an investor to buy shares in your company, or is to recruit the best employees to your company. Communicating value to customers is having the same level of  importance. Already mentioned that value is the most important element of pricing, customers need to think that they are getting value for money and this will give pricing power to the business and customers will stay loyal even if the prices are going up. The way we communicate value to the customers will contribute to build the brand of the company. To communicate value we need to identify what value means, value it means different for every people. For example an investor is looking for financial return, customers are looking for product value, quality, price, employees are looking for quality work place, valuable colleagues.
Our product or service needs a feature and benefit, for example an Iphone is slim this is the feature, easy to navigate is the benefit. Is important to monitor reactions and improve. 

Definition of stakeholders 

Stakeholders are the members of a group, could be customers, employees, investors, suppliers, shareholders, partners, media, press, competitors, charities, government. The stakeholders have an interest in a company and can affect the bustiness and the business and can be affected by the business. Stakeholders could be internal or external. Internal stakeholders are director, managers, owners and  is very important that they work well together to achieve the business goals. An example for internal stakeholders for BP (British Petrol)  are :shareholders, employees, suppliers. External stakeholders can affect the business with changes for example is the customers are changing their buying habit, suppliers change their distribution style these are all affecting the business. An example for external stakeholders for BP: customers, competitors, local communities, interest groups(media).  Lets see an another example for internal stakeholder, a capital firm is investing 1 mill pounds in return for 10%  so the capital firm became an internal stakeholder and the interest is the same in the company, the return of the investment of the capital firm is depending of the success or failure of the company in which he invested. Another example will be for the external stakeholders, if a company is exceeding the carbon emission level in the town where is based, the town will be the external stakeholder and is affected by the business.
Stakeholders could have conflict between them, a good example for this is when a company is trying to keep the costs of labour low and under control this affects and upset the employees.

Stakeholders relationship

Is very important for the managers to communicate and work closely with the stakeholders. Their opinions and actions are important for the business and by communicating will help the business. The way how companies communicate with their stakeholders is mainly by meetings, in our days because of pandemic online meetings are used mostly, with this methods they can save time and  can communicate the message to large number of people and they can avoid misinterpretation. Another way to communicate is with sending newsletters in periods of time. Project summary reports are usually sent periodically, weekly, monthly and this will contain data and statistics so the stakeholders know the situation and are in control. Conference calls are another way, this are mainly used for urgent meetings and if is something to be solved in short time. Another way is the lunch meetings but this is more informal category for  communicating, but still can be affective for the official meetings.
The decisions are always made by the owners of the company, they decide about the activities of the company and give funding to start the business. Stakeholders always have impact on the business, but some have more some have less impact.
Stakeholders like shareholders influence the objectives of the business
Stakeholdersowners have the most impact on the business
                    managers make decisions that influence the business activity
                    employees have limited influence they can affect the business if they refuse to work or do poor quality of work
                    customers can if changing buying behaviour or by giving feedback they can influence other customers to buy or can warn them not to buy
                    suppliers can have a big affect on a business if they are changing the quality of the way how they deliver and the quality of goods delivered is changed
                  local community if is affected by a business they will protest  or make complains to the council, and they can also support the business by buying the products or services
                  pressure groups can improve working conditions of the employees and help them to get better salary and also can have influence on customers opinions.
                  government change laws, tax and this affect the business.
For example  Mc Donald’s communicating strategy with various stakeholders, what is necessary to make changes in the workplace, to make a project easier to understand and to execute. they do conference as communication method, they explain the plans ask for opinions. It is very effective and easy to send messages to stakeholders and it succeed for employers and suppliers as well. At Mc Donald’s is very important to monitor the stakeholders to make sure the development is in process. Their idea and feedback help the organisation to achieve their goals and keep the high position in the market.
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 Conclusion

All things considered without customers there is no business, but if customers doesn’t feel the value in what you offer than is no long time success and business growth. We need to know and remember that customer value and creation is at the heart of every successful marketing plan.
Firms focus on their resources on the value side, for example: cost, use of value, emotional value, social value that is most matter to customers. Delivering customer value is not a one time event, firms must continuously work for better understanding what their customers will value and keep delivering to them.
In conclusion delivering customer value is the responsibility  of  the organisation, including the employees. The employees duty is to satisfy customers and deliver value as well. 
Also in order to achieve the goals expected from a project, good stakeholders management practises needed. Stakeholder management is the effective management of all participants in a project, even if is external or internal contributors. Without involvement and support of the stakeholders can lead to failure. Stakeholders relationship are very strong part of the planning for the organisation change, and different strategies are used by the company to keep the stakeholders relationship positive. 
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