[image: ]University of Wales Trinity Saint David 
 
 






Marketing Fundamentals
LCBB4004
Tushara Balendran
 
 
 
 
 
 
 Ionela Huanita Peltea 
2023156     


Introduction
 This essay is about the role of marketing in creating value for customers, the difference between customer value and satisfaction. It will be presented how significant is the value in the company, how this can change the perception of the customers, importance of the customer's opinion for the business. Another point presented in his essay will be stakeholder- definition, how many types are, and some examples. It will explain the relationship with the companies and their impact on the company's marketing activities.

Customer Value and Satisfaction
The most crucial notion in marketing is customer value and satisfaction. The relationship between customer value and satisfaction is deeply linked to each other, and both help the business to grow. However, they function independently. Customer value indicates the relationship between the quality of the product and the price paid for it. Customer satisfaction is the expectation about the product.
Customer Value
Customer Value can be present when the benefits provided by-products are more significant than the prices used to accumulate that product. On the other hand, it is the trade-off between the obtained goods and the paid fee to achieve this. Customer value, mathematically, is subtracting total customer cost from full benefits. The factors that determine customer value such as products, price, brand, experience. 
Example of customer value
One example of customer value is Uber, which created the Uber app and a ridesharing network across the UK and other countries. The benefits that customers received are:
· You know the price beforehand
· You pay only with a card
· Your location is strictly defined
· You can see the route from the app
· You can receive some discount
Satisfaction
Customer satisfaction is the evaluation of the customers after they had purchased products or services. Satisfaction is including surveys, star rating, that helps the company to understand what can improve or change their business. If the customers are happy, they become loyal and will promote the brand. Satisfaction is present only after the customers have bought those products, and it is defined by customer services, loyalty, guarantee, return policy.
Example of customer satisfaction	
Kentucky Fried Chicken – KFC- has made an outstanding engagement to receive customer opinion. Every receipt is printed with survey instructions that are placed at the end of receipt that is easily noticed. KFC also incentivises its customers by giving them rewards for fill up the surveys and entering the participants into a chance upon survey completion. The prize represents a 15%  discount next order.

Advantage of Marketing to consumers
Creating Value
Once the company fully understands its customers and the market, it decides which customers will serve and how will bring value.
In DeBonis opinion, there are five steps to Create Value:
 1. Create a customer value engagement culture – choosing a value proposition that has to be more than an expression. The brand’s value proposition is the benefits it promises to deliver to consumers to satisfy their needs, also make the difference between the brands. Air France pledged to One of the best places on earth; meanwhile, British Airways says The world's favourite airline. 
2. Plan customer value processes –  request to identify and define all the functions and single activities needed to deliver customer value. These processes and activities include understanding the customer, engagement to customers, change the promise into a deal. Improving your responsibility to change customer values keeps you ahead of the competition to deliver the best value to the customer. 
3. Implement customer value. The staff skills and competence are necessary for a customer value commitment. However, the people resources must be deployed, trained, and developed. 
4. To deliver customer value, you have to invest in the infrastructure. It may include the knowledge management systems to reinforce customer value.
5. Implement customer value cost effective and efficient. The implemented actions have to be clearly told, organised, prioritised, communicated and agreed (DeBonis, et al., 2003).

Delivering Value	
Delivering value creates delighted customers who will buy more and buy again, which helps the company capture customer value. The result is increasing long-term customer relationships.
Steps to deliver value:
· Understand the market and the customer needs and wants: research customers and market, also manage information.
· Design customer value – marketing strategy
· Create a marketing program that deliveries value: build strong brands, price, distribution, and promotion.
· Build a relationship with customers and with marketing partners to create customer value. 
· Deliver value for customers to make a profit, which means loyal customers and increase sharing of the market and customers  (Kotler & Armstrong, n.d.).
Communicating Value
The meaning of communicating value is to educate the market on your value proposition and how you’re focusing on delivering more excellent value than the competition.
Example – Ryanair 
Ryan's family sets up Ryanair in 1985 as a family business, which provides airline services between Ireland and Uk.  They had one of the simple slogans, “The low fares airline.”  They wanted people to think they were looking to cut costs: no paper ticket, no meals, no pre-arranged seats; consequently, the people talked.  Their value proposition matched the customer's expectation -no-frills – they were happy as long as the fly was in time and at a reasonable price.
Ryanair creates value for customers by growing and expanding the route to operate over 240 destinations in 40 countries. Their customer value is:
· Reliable – We get you there on time: 90% of their fight on time, few cancellations
· Value – Lowest fares and best deals 
· Choice – The best choice of destinations 
· Care – Help when you need it: customer service available 24/7, easy to use website and app
· Safety – We always prioritise your safety: the newest fleet in the industry.
. It worked, and Ryanair grew and became Europe's largest low-cost airline. According to Ryanair, their achievement is not just due to the low fares. It also a combination of on-time record, friendly and professional staff. (Anon., n.d.)
Definition of stakeholder
Freeman defined the stakeholder as „any group or individual who can affect a company’s operations in achieving its goals”(Sachs & Ruhli, 2011).
The most important stakeholders are :
· Customers are stakeholders for the business. They have an impact on the quality of service, products, and value.
· Employees – stake: they earn an income to support 
· Shareholders invest in the business, but they expect to reach a specific rate of that  investment
· Society – stake: health, safety, and economic development
· Business partners
· Government is a significant stakeholder; however, they collect taxes from the company, employees
· Suppliers sell goods to the company
· Politicians
· Unions
Internal and External Stakeholders
The companies exist in an extensive background, a lot of factors affect the business direct and indirect. All companies have stakeholders, which can be any person or item influenced by the company’s activities. In an industry, stakeholders are classified as Internal Stakeholders and External Stakeholders. Internal stakeholders point out to the individuals and groups within the organisation. External stakeholders represent outside groups, affecting or getting affected by the company's activities.

	
	Internel
	Externel

	Definition
	The individual and group that is part of the company
	The group that is not part of the business but is affected by their activities

	Impact
	Directly
	Indirectly

	Who are they?

	They are working for the company
	They get influenced by the company work

	Responsibility of company
	Primar
	Secondar

	Example
	Staffs, Owners,  Directors, Managers, Investors
	Suppliers, Customers, Clients,  Government



Internal stakeholders
Internal Stakeholders are providing services to the company. They are deeply affected by the decisions, achievements, the profitability of the company. In the absence of internal stakeholders, the business will not live in the long run. That is why the internal stakeholders have a significant impact. They know all the secrets from inside the company. 
Example of internal stakeholders at Ryanair Pls:
· Employees: staff which are working for the company – 17268 people
· Owners: a person who owns the company 
· Board of Directors: They are who control the business. The members of the company elect them at general meetings – Michael O’Leary - Executive Director
· Managers: The person who is in charge of the entire department: Neil Sorahan –Financial Officer, John Hurley – Technology Officer 
External Stakeholders
External Stakeholders are those groups, which are not a part of the company, but indirect they are working with the company. They are from outside of the business,  also known as secondary stakeholders. They know more about the company's financial information than their performances.
External Stakeholders are not involved every single day in activities, but the company's actions have an influence on them. They are dealing with the company extern, and they do not know what happens inside of the company. 
Example of external stakeholders at Ryanair Plc:
· Suppliers:  provide inputs to the company – the main one is Boeing
· Shareholders: peoples that invest their money in the business: Michael O’Leary, HSBC Global Asset Management Ltd, Allianz Global Investors Gmbh, FIL Investment Advisors Ltd, Capital Research & Management Co, Comges SA (Anon., 2020)
· Customers: are the key to business; however, they are the only ones going to buy the product.
· Creditors:  bank or financial institution that provides funds to the organisation. However, the principal creditor is Citibank Europe Plc.
· Clients:  the group with who the company doing deals and provides its services.
· Intermediaries:  are marketing providers that create communication between the business and customers, such as travel agency– not applicable at Ryanair
· Competitors: are the rivals who fight with the company for resources and the market: EasyJet, WizzAir, Norwegian Air Shuttle 
· Government: the company is controlled by government rules and regulations; however, Ryanair pays taxes and duties.

The significant differences between stakeholders:
1. The group that works and participates in the the company are internal stakeholders. external stakeholders, as a result, it is not employed by the company, but gets involves in activities.
2. Internal stakeholders are working for the company, but external stakeholders just deal.
3. The company employs internal Stakeholders, while the external stakeholders are not.
4.  The primary stakeholders are the internal stakeholders, while secondary are the external stakeholders.

Stakeholder Relationship
To build good stakeholder relationships, the key is excellent communication between them. If you get the right, then your stakeholders will stand up for your business. 
The relationship should be based on trust and honesty:
1. Achieve trust from the beginning
Stakeholder relationship must communicate with people from the start, and they can fully understand the benefits of your business. To have an understanding, you will receive support when you need it. 
2. Share information by messaging
Confusing the stakeholders is very dangerous. Constant messaging lets the stakeholders know they are involved in the business and update information. If there is an overcome, they will be happier helping you to solve the problem than cause you for the issue.  
3. Meetings
To prevent any horrible decision that you can take, it’s essential to meet with key stakeholders regularly. It is necessary to discuss the business scope. The meeting could be in person, by email or through a Zoom call. If stakeholders are involved in decisions, listen to the feedback you received and understand the perspectives, feel essential for you and your business.
4.Provide options to resolve issues
Bring stakeholders with more solutions rather than one solution. Most of them like to have an early view of the risk and issues. The meeting should be solution-based, not problem-focused. Also, create an informed decision about the next step. This is a powerful strategy.
5. Do a promise and keep it
Commitment too much and give less is a straightforward way to your business to fail. If you need to do some changes, say directly and clearly about the reasons. Deliver what you promise.
The importance of stakeholders is to prioritise, satisfy the needs and interests of each one.
The influence is the power that stakeholder has to facilitate or block the achievement of the business's activity. The stakeholder can influence or intimidate others into making decisions and following a specific course of action.

              
                                                          Interest

The impact that stakeholders have on a business:
1. Shareholders – the owners have a significant impact on all the decision and activities 
of the company. Also, they are influencing the business.
2. Managers can recommend and take some decision that will affect the company 
activity
3. Employees can not affect such lousy business decisions. However, they can
affect direct the business by not doing the job well
4. Customers are the king of the business; they buy products and give 
feedback. Also, they have the power to grow your business by recommending or warning their friends about your company.
5. Supplies can impact the business if they are changing the quality of 
the products or their deliveries.
6. Local Community – if large local communities are affected negatively, 
they will protest. Positively they can support your business.
7. [bookmark: Conclusion]Government can affect the business by given new laws, increase the tax level. (bbc, n.d.)
Conclusion
Businesses must understand that they should not ignore the importance of customer satisfaction. Many factors contribute to success or failure, and customer satisfaction is one of them. It’s necessay to keep an eye open for this factor and improve the feedback that the business is received. Try to make customers more loyal. A happy customer can make your brand grow, and they will not be attracted to your competitors' offers. A perfect brand slogan can make your business succeed. Another essential factor for the company is stakeholders. Their strategy is necessary for: innovation, market growth, shareholder value, social responsibility, customer and employee loyalty. All the stakeholder must be involved in the company activity. It is also critil to understand the roles of stakeholders and how to work with them to hit the highest levels. Failure to accept and integrate the stakeholders in the business environment leads to a decline in productivity and indefinite loss in business operations. 
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The stakeholders will  protect their interests


create a good  and close relation


It can participate but in lower prioriy


They will monitor careful and manage the risk
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