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[bookmark: _Toc70007890]Introduction
This report will give an abstract idea about the different features of marketing fundamentals that is product, price, promotion and place. The report will further explain how marketing is creating value for the consumers and how factors such as customer value and satisfaction matter during the marketing campaign. Furthermore, the report will demonstrate why stakeholder engagement is crucial during the marketing activities of an organization.
[bookmark: _Toc70007891]
Customer value and satisfaction 
 Customer satisfaction specifies the satisfaction that the consumers get while doing business with an organization. It denotes how satisfied or happy the customers are with their deals and overall experience with the organization. Customer satisfaction with a certain product is based upon the extent to which the customer’s expectations are met or not. Deriving customer satisfaction is a very important aspect when it comes to gaining customer loyalty. Customer satisfaction measures how products or services provided by a company meet the customer's expectations or exceed them. Customer satisfaction is important since marketers and owners can use a metric for managing and enhancing their businesses (Heri, 2017). Customer value is available when a client understands that a certain value is derived from a product or service to be bought. Value is mathematically calculated by removing from the customers' total profit, the cost involved in the purchase of the product/service. Before buying a product, the price of the product includes time and effort in order to understand the product, emotional stress, etc. The total advantages of this includes the experience of the customer, product quality and customer service that is everything from which a customer derives benefits by making that purchase. Every organization is always ready to carry out any sort of activities or campaigns in order to examine the current customer demands and needs, Organizations are always looking to increase their competitive edge by taking the feedbacks from the customers from being just satisfied and thereby exceedingly meeting their expectations. Customer satisfaction is gained when the customer service is able to properly meet the customer expectations. Consequently, if the customers are not happy with the product then the customers will be hugely disappointed or dissatisfied.  Another possible result is that if the overall customer satisfaction is in the lower side then there is a huge chance that the competitors in the industry will be preparing for designing products that will be able to create more value to the masses. When it comes to private sector organizations, they are always looking to increasing their profit from their products; as a result their overall customer satisfaction score is lower. However, for the non-profit organizations, the customer satisfaction score is on the higher side (Adly et al., 2019). Every customer has different expectations, so customer value and satisfaction are very difficult to define. Creating customer satisfaction and value is another tough job, but it can assist individuals in getting a clearer picture of how to improve it by understanding its nature (Afiatin, 2019).
	Basis of distinction
	Customer value
	Customer satisfaction

	Definition
	The value customer gets while using a certain product after purchasing the product
	It is a process of evaluation that shows how satisfied the customers are with the company’s services, goods and abilities

	Procedures
	The process it follows is a proactive one
	The process it follows is a reactive one

	Ideas
	It practices relative concept
	It practices an emotional concept

	Application
	It follows a strategic measure
	It follows a transactional measure

	Measure
	Customer value can be determined by deducting the  total costs from the benefits derived 
	Customer satisfaction is usually measured in qualitative forms and cannot be easily quantified


Table 1. Difference between customer value and customer satisfaction
(Source – Created by learner)

Examples of customer value	                                                                                                                                                                                                                                                                                                 
Grab — South East Asia's top taxi booking service is a great example of value for money (Ramanathan, 2017).
Examples of Customer satisfaction
Transferware - a payment platform where money from different currencies can be stored sent and received. There are many unknowns about their service as a newcomer to this site. The website is however easy to navigate, instructions are clear and separated into certain steps (Kim , 2017). All you have to do is follow it. After downloading your documents in real-time, the verification is fast and you get answers. It's really simple and fast!
Relationship between customer value and customer satisfaction
There is a connection between customer satisfaction and value. They are closely connected and help the organization to grow.
Customer value produces customer satisfaction. Once the customer realizes that he or she benefits from a good or service, he or she will shop. Customer satisfaction will be obtained with customer support and after perfect delivery of service. Customer satisfaction can be obtained only if the customers are willing to purchase the products of the company. The value of customers is one of the key aspects in order to attract more customers into their purchasing plans (Mukherjee et al., 2018).
Customer satisfaction strengthens customer value. Say, a client has bought a product from your shop and is convinced to repeat the purchase with the excellent service. As he or she has gone through the entire purchasing process with you, he or she is aware of the benefits and affordability of the purchase, the cost/effort is lower and the value of the customer is greater.

Therefore, the relationship between customer satisfaction and customer value is important to understand and distinguish the nature of its application in the business in a wise manner. 
To ensure long-term customer support, it is very essential to create and sustain customer value and satisfaction. It is vital to understand the relationship between customer satisfaction and value before an organization is looking to enhance their overall system and service. It can also use customer value and marketing satisfaction as evidence to disseminate good pictures of your business to the general populace (Cantallops, 2019).
[bookmark: _Toc70007892]Advantages of Marketing to customers
According to Theodore Levitt, one of the most renowned economists and professor in the Harvard Business School, the primary aim of every organization is finding new customers and thus retaining them. Marketing is really effective in assisting organizations to meet their aims and objectives and it is much more beyond just marketing and generating revenue (Law, 2018).
Creating Value – An organization before designing any product always acts by keeping in mind the satisfaction of the customers.  Any marketing campaign or activities an organization undertakes greatly emphasizes on educating the customers about the newest features that the new product has and how such features can be of great value for the customers. For instance, while advertising a new iPhone model, the organization will greatly focus on showing the customers the new innovative features that have been added to the gadget (Rangaswamy et al., 2020).  It is always not about generating revenue. Organizations are always aware that creating value for customers is very essential in order to retain their current network of customers. By doing so, the organization indirectly creates value for the customers (Velázquez, 2017).
Delivering value - Every organization is always looking to deliver their products at the right time that is when the demand of that particular product is very high (Hewett, 2019). Organizations are able to deliver value to its customers by looking to make change in the customers’ primary needs.
Communicating value – Marketing is the process undertaken by organizations to reach out to the general masses and communicate with the potential consumers. In the process, it identifies the real needs of the customers and makes an attempt to address their issues. At present, such communication is also carried out through various social media platforms whereby the customers can also give their opinions and provide their feedbacks (Heinonen et al., 2018).

[bookmark: _Toc70007893]Definition of a stakeholder
Stakeholders refer to the party that has an interest in an enterprise and can affect or be affected by the enterprise. Investors, staff members, suppliers and customers are the main stakeholders in a typical company. However, with the growing recognition of corporate social responsibility, the approach can be extended to also include societies, government bodies, and trade organizations (McGrath, 2017).
[bookmark: _Toc70007894]Internal and External Stakeholders
There are two types of stakeholders:
Internal stakeholders - Internal stakeholders are those persons or groups that have an interest in the enterprise within an enterprise, like employees, owners, stockholders and management. For instance, ASDA heavily depends upon its customers in order to gain revenue each and every year. Management staff such as Jake will always be worried about the continued operation of the business, its advances and possible increases in wages. Internal stakeholders are often regarded as the primary stakeholders. These stakeholders provide services to the organisation and are affected profoundly by the company's results, decisions, and success. They are also aware of almost all of the company's internal problems. Internal stakeholders include all those who work for the company, such as staff, individuals or organisations who own the company, those involved in its management, the board of directors, and investors. Both of these have a direct impact on the organization's operations and are necessary for the firm’s survival (Marshall et al., 2018). Internal stakeholders always have a huge effect on an organization's operations. Members, for example, are the ones who make crucial business decisions. Furthermore, managers and staff are actively engaged in a company's daily operations and make many decisions about different business tactics on a regular basis. These are the most common examples of internal stakeholders:
Board of executives – The organization’s board of executives may direct an internal examination and also need details or involvement of the staff members (Aboramadan, 2021).
Executive administrant – such as CFO or a CEO, must always be updated about the quality of the program.
Operational units – They consist of teams or groups who are responsible for earnings and expenses.
Functioning teams – It consists of teams who are accountable for key organizational operations like mass produce (Moresova, 2017).
Internal consumers – These includes the staff members and groups who are the patrons of the internal service.
Consumers – They are the users of a system, service and tools.
Auditors – They need relevant information in sections such as adventurism and internal controls.

External stakeholders - All persons, groups, companies and organisations that are not influenced directly by the company's performance are regarded as external stakeholders. These stakeholders may be involved in the organization's success and performance, but they are not directly impacted by it. They are also known or regarded as the organization's key stakeholders.
External parties form or represent the overall business environment of an organization. They utilize the fiscal information and various other accessible public information about the organization in order to apprehend its overall expediency and performances (Chan et al., 2017).
External stakeholders are not usually seen involved in the daily operations of an organization, but they do have an effect on organizational activities. They are completely unaware of the company's internal problems and they usually cope up with those externally. Customers, raw material suppliers, customers, creditors, competitors, intermediaries, the public as well as the government are some of the external stakeholders. 
Examples
Consumers – They are usually regarded or considered as the key stakeholders since they are more prone to imminence relating to the performance. For instance, a consumer that relies on the software products might face considerable risks if in case they are found faulty to fix the existing faults in that software (Williams, 2017).
Administration – There are certain rules and regulations in various sectors like customer safety, competitiveness, environmental management, health and hygiene, and tax collections.
Groups and communities – These consists of the representatives of the communities in which they work. It can also include town halls and persons, for example, neighbours of a manufactory.
Company – It refers to organizations that make you be involved in one way or another. 
Broadcasting or mass media – They belong to the broadcasting organizations that accumulate and report information about individuals to the general public (Nghia, 2018).
Associates – These include those organizations that you get involved with such as standardisation bodies in your production.
Bankers and Creditors – Almost in all cases, the investors are the internal collaborators for the reason that they are engaged within the organization in one way or the other. Minor shareholders and creditors are usually referred to as the external parties who are more liable to risk associated with the performance (Moorcroft, 2020).
[bookmark: _Toc70007895]Stakeholders relationship with organisations
In today's business, it is important to understand your stakeholders. This involves listening to and seeking feedback on the ideas and perspectives of stakeholders. Since, these are the ones who are going to shape and influence future accomplishments or failures (Walther, 2018).
Consultation and communication is essential to keep stakeholders ardent. In this way, long term relationships can be properly constructed and produced. Assessing and understanding stakeholders' views and response can greatly assist in shaping and enhancing a company's general business operations (Bundy, 2018).
ASDA’s communication with the stakeholders
The stakeholders are always aware of the company’s current state and what it needs to develop and improve on so that they can meet the general demands. It is considered as one of the biggest reason why the organization has been doing particularly well in marketing campaigns. All the details that are required to make communication are accessible on the official site.   They can also join the social networking online conversation and leave any sort of feedback they want on the web site. Due to the availability of many communication tools or methods, Asda has been hugely successful in advertising its products well. Most importantly, Asda has been able to maintain excellent relationship with their stakeholder which is the prime reason why the organization has been able to increase its revenue every year (Omar, 2019).
Stakeholders’ impact on ASDA’s marketing activities
 Asda stores limited which is one of the top UK’s supermarket chains has been very efficient in communicating very well with its stakeholders (Micheli, 2017). The primary internal stakeholders of ASDA are the staff members, executive committee, executives and shareholders. ASDA's main external shareholders are the distributors, collectors, consumers, factions, government and the local communities. The organization supplies for more than 19 million consumers every week. Asda employs various communicating procedures to keep in contact with its stakeholders. Just, for instance, the firm’s official site comprises specific details or information about the company’s history and background, goods and services, career openings and many more. Moreover, it also circulates regular press releases to keep the stakeholders always aware of any advancements and updates. It also conducts extensive promotional campaigns in order to keep existing and potential customers informed and engaged. If there are complaints, stakeholders are required or allowed to email or make a call to the organization (Soonsiripanichkul et al., 2019). 



[bookmark: _Toc70007896]Conclusion
The initial part of this report will give a clear idea about how marketing has been able to provide value for the consumers. The report will explain how organizations carry out their marketing activities or campaign while keeping in mind, customer value and satisfaction. Furthermore, the report will demonstrate who the key stakeholders are and how stakeholder engagement and communication is essential and plays a vital role during the marketing activities of an organization.
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