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[bookmark: _Toc70694328]Introduction
The dynamics of the business environment in which we develop or try to realize our goals are more personalized and specific than ever before. Some of the most authoritative marketers, entrepreneurs and consultants globally, including the legendary Philip Kotler, have focused entirely on the concept that the consumer is at the center of marketing. Whether a website, a new product or a service will be created, detailed research, analysis of a huge amount of data and segment the market must be done, In case there is already a ready-made product with a customer base and a specific approach to its current customers is sought or new users are sought for the service, it is again necessary to conduct an in-depth study and analyse the current information that has been collected so far.
[bookmark: _Toc70694329]Customer Value and Satisfaction
While the terms "value" and "customer satisfaction" seem to be interchangeable, there are several distinctions. Consumer loyalty and value are all derived from the same underlying principle of customer pleasure. Both, on the other hand, are used to describe various aspects of consumer service, understanding, and purchasing behavior. As a result, there are some clear distinctions between them. However, it's difficult to see from a cursory look. . Both principles are critical for all organisations, and they must be prioritised in order to achieve corporate excellence. Customer loyalty, retention, high importance of customer service, market leadership, and goodwill are all virtues of dominance in customer experience and satisfaction. Both meanings are contextual, since they vary from one person to the next. According to Gummers, the value is one of the most often used definitions because of its simplicity and lack of explanation. Customers' worth has been explained in a variety of ways by various writers. As a result, correctly classifying the customer's worth is critical. The valuation of a particular perceived profit exceeds the average agreed price on a theoretical basis. Customers calculate the cost-benefit ratio between the acquisitions they make and the premium they pay for these benefits. The customer's worth can be expressed as an equation, as seen below:
Customer Value = Total Customer Benefits - Total Customer Cost
Service efficiency, after-sales programmes, warranties, maintenance rates, free delivery, consumer convenience, and so on are examples of benefits. Compliance with quality specifications, product range, price, brand, value-added services, relationships, and experience are the key factors that influence the customer's value. Until making a decision, customers compare the relative worth of a brand to that of other brands on the market. They would purchase a product or service with a high expected worth. To be a competitive business background, an organisation must outperform its rivals in all areas. Employee satisfaction, increased market share, a competitive edge, and a better brand reputation Customers measure worth before making a transaction and it makes them make the right decision possible (Tokoro, 2015).
Customer loyalty can lead to excellence, whereas dissatisfaction can drive a company out of business. It's a one-of-a-kind piece. Consumer satisfaction is described as the match between a customer's expectations for a product and the actual results of that product. Customer preferences and how they perceive the product's actual success are more emotional. Specific satisfaction is perceived rather than thought. As a result, it varies from person to person and is difficult to measure. Customer preferences may be affected by previous consumption experience, feedback from colleagues, seller pledge and competitor facts. From the customer's perspective, the best way to make an accurate decision is to try the product or service. Customer happiness is therefore a condition that occurs following a transaction. It's a retaliatory reaction. Only by contrasting pre-purchase desires and post-purchase experience will satisfaction be determined. Satisfaction occurs when the product's experience matches the agreed meaning. If not, it's a sign of dissatisfaction. As a result, once the consumer has seen the offer, the customer's value is converted into customer loyalty. Customer preferences, on the other hand, are not necessarily synonymous with customer value. Customers often have greater hopes than what can be delivered  (Kotler & Keller, 2012).
[bookmark: _Toc70694330]Advantage of Marketing to Consumers
The realization of the value approach in management can be achieved using a system of specific metrics (indicators, models, methods, criteria, strategic maps, program funds) within the financial management model of the company, oriented towards maximizing the value. The wide variety of such metrics makes it imperative to select the most suitable ones, in each case. The analysis of the specialised literature shows that the choice of one metric or another in the value approach takes into account the value chain element within which it will be used. It includes the following 3 elements:
 Creating value through impact on cash flow and value factors; 
Storing value through risk management and tax planning; 
 Realization of value through the capital market and the ready-made business market.
Analysesof the reasons why customers choose one product over another show that  they usually take into account many additional rational andemotional factors, besides the specific characteristics and price of the product sought. Customersare prepared to pay if they know what they are buying. Otherwise, the main criterion for choosing is the lower price(i.e. minimizing the risk of wrong choice).
A consumer standis called the difference between how a customer perceives a product and what they are willing to sacrifice to acquire it.
The perception of the product includes: product characteristics, quality of workmanship, maintenance (if required), costs of operation, maintenance and release after use, professional & social image, etc.
[bookmark: _Toc70694331]Definition of a Stakeholder
R. Edward Freeman, however, is considered the man who made the greatest contribution to the development of this theory. In his  book, Strategic Management: A Stakeholder  Approach, which  was awarded  and published  in 1984, he gives advice and guidance on building relationships and relationships between businesses and key stakeholders.
Freeman, born in 1951, is currently a professor of Business Administration at the University of Virginia.
Q. Edward Freeman in 1984 defined the interested party as "any group of persons who may influence or influence the achievement of the organization's goals." Since these persons influence the activities and results of each, they are of particular interest, with special attention given to management and marketing strategies.(Friedman & Miles, 2006)
The party concerned shall be a separate person, a group or organization in the business or region(district, municipality, organization, etc.) that benefits from the project, deal, sale or to some extent will be affected by the implementation and results.

The individual groups of stakeholders and their interests are presented in table 1:

	Interested party
	Interests

	Owners/ shareholders
	Profit, goal fulfillment, guidance

	Country
	Taxes, legal regime

	Board of Directors
	Performance, objectives, remuneration

	Senior governors
	Remuneration, job security

	Employees
	Remuneration, security, pension fund

	Stock exchanges
	Reliability, liquidity

	Trade unions
	Operating conditions, minimum wages

	Customers
	Value, quality, customer care

	Lenders
	Liquidity, new contracts

	Local authorities
	Jobs, inclusion in social life

	NGOs (non-governmental organisations)
	Ecology, awareness, transparency


table 1 "Stakeholders and their interests"

Negative aspects of theory. Consideration of the interests of interested parties relates to the spending of additional funds that need to be set aside by corporations. This reduces their profitability. The question of whether social responsibility justifies increasing the costs of corporations and whether these additional invested funds will reflect on receiving additional dividends in the future. 
Positive aspects of the theory . The implementation of this theory by managers would reflect on the construction of a socially responsible organization. Taking into account the interests of its stakeholders, a corporation would have a more sustainable development and a better name in society. This public trust will eventually cash in and lead to the expansion of the corporation, and from there to an increase in revenue and profit. On the other hand – that of the stakeholders – this creates a good tool for external control of the activities of the corporation. This is done, for example, through the minimum wage system, external independent auditing by the State, creditors, etc.
Since its establishment in the 1970s, the Theory of Stakeholders has proven its usefulness and therefore it continues to develop to this day. Its founder, R. Edward Freemand, elaborated on his performances in the 2007 release of "Managing for Stakeholders." Moreover, in recent years many other authors have begun to deal with the problems of social responsibility of corporations. To date, even software products have been created to help managers identify the main stakeholders and their interests –  for example, the product Stakeholder  Circle  (http://www.stakeholder-management.com/ ). This proves the importance and place of theory in modern corporate management. 

[bookmark: _Toc70694332]Internal and External Stakeholders
The indirect stakeholders, these are the partners in the project, subcontractors and suppliers of goods and services, users, the public, etc. Stakeholders' representatives in public projects are largely overlapped with so-called target groups.  These are the groups of people who are impacted by the project or deal. Direct beneficiaries (users) are part of the target groups that receive direct benefits and resources within the project. Stakeholders need to be analysed in order to attract them to the identification phase of project ideas. In general, the following questions must be answered through the stakeholder analysis. 1 - who are the specific representatives of the stakeholders in the region? 2 - what do they want to achieve , and what are their expectations? 3 - do the expectations of interested parties coincide with the objectives of theorganisation ?4  - can the specific contribution of each interested party be assessed? Each of these groups has different interests The most important thing for the analysis of stakeholders is that it keeps the project to be carried out within a built framework. .(Chinyio & Olomolaiye, 2009)
One main tool for stakeholder analysis is the matrix of influence/importance. This technique can be used in connection with a specific strategic development (such as starting or withdrawing a service).

[image: ]
The order in which they will be arranged, the degree and nature (for or against) of their significance, and the magnitude of their power must all be determined first. A second card may be drawn to illustrate how partners would need to align if the development is to succeed.
Stakeholder management priorities, as well as priorities for retaining stakeholders in their current positions, can be defined by analysing the two maps and searching for anomalies. . The following is a breakdown of each quadrant. In a clockwise rotation:
Quadrant One: Stakeholders in this quadrant have a lot of power and should be actively engaged in the strategy/project.
Stakeholders in the second quadrant may be highly influential, but they have no real control or leverage. They must be kept updated by adequate education and communication.

Third Quadrant: Stakeholders in this quadrant have little power and value, but caution should be exercised to mitigate the pitfalls of negative lobbying. They should be carefully watched and kept informed.
Quadrant four: Stakeholders in this quadrant may have a lot of power, but they also have a lot of meaning, so they need to be approved and maybe bought as patrons or supporters. It's important to note, however, that the card isn't static. Stakeholders can move on the map as a result of changing events, resulting in changes to the list of most influential stakeholders. 
[bookmark: _Toc70694333]Stakeholder Relationship
The practise of forging mutually beneficial relationships with third-party organisations and people that have a "stake" in a shared interest is known as stakeholder relations. These connections shape networks that help your company create reliable, cohesive voices on topics, goods, and/or services that are essential to it. A single voice will fall flat on its own for a variety of reasons, ranging from a lack of integrity to a lack of sound. As a consequence, an issue's profile may not be raised, opinions may not be swayed, and action may not be taken. A chorus of voices, on the other hand, will crescendo in unison, touching the right listeners with the right message at the right time. Partnership with third-party organisations can be helpful in a variety of situations. An allied stakeholder, for example, will help inform policy makers and their influencers, give your lobbying campaign more legitimacy, show public enthusiasm for your position, and neutralise your competitors' positions. 
The financial rewards of these partnerships can be realised by a company with an active group of stakeholders. Employees who are passionate about their jobs and see it as more than a career will give it their all and serve as brand ambassadors. Customers who invest in the organisation and its services will continue to do business with you in the long run. Vendors who see  a  company as more than a sales opportunity will go over and beyond to ensure  that  have the materials  which need to make sales and raise money, and they will even offer  a  flexible terms if they know  the organisation  having financial difficulties. Stakeholder partners who are actively involved will assist with operating capital and funding for growth programmes.
Internal stakeholders are intrinsically related to a sector, while external stakeholders interact in more leisurely ways, according to a widely used distinction between internal and external stakeholders of an organisation. Although this is always been the case, this is not really the case. Internal shareholders may be less interested than normal long-term customers because they own a few shares of stock and don't bother to vote in board elections. Crowdfunding projects like Kickstarter allow your clients and audience to financially invest in your company in ways other than buying goods and services. Despite the fact that these contributors are also external stakeholders, their enthusiasm and dedication may be comparable to that of internal stakeholders.
Working together for shared interests is the foundation of a contribute to the high between a company and its partners. Employees' livelihoods are dependent on the business. And if you handle them well, they'll be motivated to work as a team and as a family to move beyond and above their job responsibilities to help the business succeed. If your company has a product or service that actually changes your consumers' lives, they'll certainly go to bat for you, spreading the news on what you have to sell and they genuinely want your company to succeed. Investors have a financial stake in your company and are obviously out for a profit, but if your values are shared and they truly care about the work you do, their partnership with your company will go way beyond the ability to profit.

[bookmark: _Toc70694334]Conclusion
The value-added indicators presented in this essay are only part of a methodical framework that currently governs value-focused companies.
As a conclusion from the information submitted so far, stakeholder management acquires both a better understanding of the idea of stakeholders; the general framework for determining stakeholders and their interests; the relationships and interconnections between them and the resulting responsibilities for the project team; and is directly supported in the implementation of the project through the procedural application of forecasting methods; the elements of communication with stakeholders; the management of conflicts by defining priorities in the context of many and often competing objectives.
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