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This report will look at some of the most important principles and methods related to value and customer satisfaction and the extent to which this relates to marketing in general. Also, the reason for writing this report is to explain what are the benefits of a customer being satisfied with their service and how this affects marketing. Other factors that will be discussed are the Creation of values between the consumer and the producer or organization, the Delivery of value or more precisely how an organization or company delivers and presents quality to its customers, and also Communicating value which in my opinion is the connection with customers and how a company, for example, relates and views the relationship between them. Often when we talk about an organization we are also talking about stakeholders and what is their significance for a company to exist and how it relates to marketing. This includes internal and external stakeholders and with some examples, it will become clear what they are. Lastly, in this essay, we will look at the relationship of stakeholders with the organization.
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The Marketing is a science of how to select target audiences and acquiring, retaining, and increasing customers through the main stages included in this essay and they are delivery, creating as well as communication of superior consumer value. Customer value is the method of pricing a market-oriented pricing strategy. While dynamic in design and execution, this approach shifts the emphasis away from costs or rivalry and toward consumers. (Blocker, et al., 2010)
Prices are set using this method based on the customer's perception of the item's worth. The fundamental premise is that when people buy an item, they go through a complicated procedure of evaluating advantages and costs. In that case consumers market and products, usually referred as 'benefits' derived by the buyer conform to the expert's concept of 'utility' or happiness, which can contain both practical and psychological components. The further advantages a consumer perceives a product have, the more emphasis the customer places on the product and the more the customer is willing to pay. However also important is to remember that it is the customer's view of value that is important, not the suppliers. And not needed to mention, a buyer would not buy a commodity if the risks are bigger in their opinion than the rewards they got. (Kotler & Keller, 2016)
When there is a strong levels of business orientation, all organizational roles are based on their part in and commitment of generating Superior Consumer Value. This, in particular, has an impact on how certain tasks are handled and the goals they follow.  Including the management of human resource and preparation, for example, they are often focused on customer knowledge and support, and incentive structures are structured to promote customers loyalty. The employees job satisfaction and loyalty have also been seen to be strong when demand orientation is high, resulting in an engaged workforce based on the needs of customers. The marketing orientation usually contributes their focus on ever improving assets of the marketing like brands image and organization, the expertise of marketing innovations and the experience of customers management abilities. When implemented in the field, well-developed marketing strategies will contribute to superior market success. Employees the most valuable part of one company their satisfaction and motivation, for example, may provide a huge contribution to producing happier and loyal clients. In reality, different methods of providing service to the consumer needs the use of various tools. For instance, identify three values of disciplines, each of which meets the fulfilment of one type of customers distinct needs and every one of them necessitates different resource abilities (Hooley, et al., 2017).
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Figure 1: Marketing and performance outcomes
Source: (Hooley, et al., 2017)
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Companies generate competitive consumer values by continuously meeting consumers' expressed expectations as well as their implicit and potential requirements.
Further than challenge of implementing a consumer value-based approach, maintaining it can be challenging. To make that happen strategists usually advise businesses that their market to be considerate to be more related to the customers and to apply the ideology of customers come first. Market-oriented companies produce and distribute information about consumer demands and collective action to meet those requirements (Blocker, et al., 2010).
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Figure 2: Value disciplines
Source: (Hooley, et al., 2017)
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Good value generation requires successful value distribution. Instead of focusing only on their direct vendors, dealers, and consumers, systemic advertisers examine the entire supply chain like value, business model, both the distributors of their suppliers upstream and the consumers of their distributors downstream. Many manufacturers may not market their products directly to the consumers, instead, a network of intermediaries performs a series of roles between them. These middlemen form a marketing channel also known as channels of distribution. Marketing networks are formalized groups of interconnected entities that participate in the process of having a commodity or service accessible to be used or consumed. These are the series of steps that a product or service takes after it is manufactured, resulting in the purchasing and use of the final end customer. Merchants are intermediaries that purchase, take small portion of, and resell products, such examples are wholesalers and supermarkets. Others, such as distributors, producers' executives, and sales officers, look for buyers and may bargain on the producer's behalf, but they do not take title to the goods, they are referred to as agents. The business model, also known as the business design, explains how an organization earns money, how it produces sales and benefits by “delivering value” to its clients, as well as the infrastructure and processes used to do this. One of the most difficult choices for executives to make is determining whether the existing market model has become outdated and how to adapt. Adaptation is one of the key sources of how successfully to bringing new customers and also maintaining the old ones, by doing this a company decides their, decision point, either to be on top of the market by listening their consumers and relaying on their needs or risks to fall out of the market and loses everything (Lancaster & Massingham, 2011).
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Marketing communication is the meaning of which businesses aim to educate, reassure, and remind customers of the goods and brands they sell, either directly or indirectly. In certain ways, they reflect the company's and its brands' voice they are also the reason for a company to engage in conversation and create partnerships with customers. This could add to customer equity by increasing customer loyalty. Marketing communications also operate by telling people how and when a commodity is used, who uses it, when it is used, and where it is used. Buyers can discover who manufactures the items they are buying as well as to explain to them what the business and logo means and that way, they are going to be inspired by that fact to use the product, to try it and experience it. (Kotler & Keller, 2016)
Companies may use marketing communications to connect its products to other individuals, locations, activities, brands, experiences, emotions, and more.  They will help to build brand loyalty by imprinting the brand on people's minds and building a brand reputation, as well as the profits and also impact shareholder value. The Marketing engagement practices in all media lead to brand value and revenue in a variety of areas, including raising brand awareness, imprinting a strong brand reputation in customers' eyes, eliciting positive brand judgments or emotions, and enhancing customer loyalty. It makes no difference how brand relationships are created. However, in order to produce a cohesive message and accomplish strategic positioning, marketing communications efforts must be combined. (Griffin, 2017)
 A contact audit that profiles all contacts consumers in the target market may have with the brand and all of its goods and services serves as the starting point for preparing them. Marketers must determine the perspectives and interactions so that they can have the greatest impact at each point of the purchasing process in order to execute the right marketing strategies and distribute resources effectively. With these observations, they will evaluate marketing messages based on their potential to influence experiences and impressions, create consumer engagement and brand value, and drive revenue. And to be given some examples in this statement for, how well does a potential advertising strategy lead to brand recognition or the development, maintenance, or strengthening of brand associations? Does an endorsement influence customers' brand perceptions and feelings? Is a campaign likely to persuade customers to purchase more of an item of the brand? Marketers should be aware of the basic components of efficient contact. Those are the macro model and a micromodel which are also useful for understanding how communicating value and communication works. (Kotler & Keller, 2016)
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Stakeholders are usually individuals, a team or a group of people who are interested in the actions, work processes and end product of a company. They can also participate directly in a company which means that they can operate in this organization as well as they can be affected by it.
The early stakeholder studies can be classified into three types: recurring topics centered on, stakeholders "who or what" is a stakeholder, incorporating specific contextual circumstances, and processes underlying the partnership. Relationships that are explicit, implied, voluntary, or contractual; how stakeholders are linked; or how they influence and are influenced by a focal entity. (Griffin, 2017)
Stakeholder marketing refers to a company's approach to marketing that extends beyond the desires of its specific targeting customers to include those that may be impacted by the company's operations, such as individuals, workers, institutions, associations, societies, states, society and the publics as well and to be considered and looked as one. In addition to this statement to comprehend the full effect of marketing practices on these stakeholders' desires, explicit attention is given in general to them by studies directed to the companies, design, and execution of activities. Furthermore, marketing terms and standards are found applicable not only to consumers, but also to other stakeholder fields. Stakeholder marketing has the net effect of significantly expanding the reach of constituents, interests, and applications present in more conventional interpretations of marketing strategy. We conclude that stakeholder marketing, as an approach to the company's marketing practices, enables a company for better understanding of the symbiotic relationship that is perhaps related to the marketing actions with the dynamics of society. (Gundlach & Wilkie, 2010)
Stakeholders can be divided into two types, namely internal and external stakeholders. Internal stakeholders are certain individuals or groups involved in the management of the company. Because they have a personal interest in the organization, they will both control and be affected by its success or failure. Internal stakeholders or they can be find with different meaning and it is primary stakeholders, they are very important components in the functioning of a company, the internal stakeholders include the company s employees which are the work force and the force that helps in the implementation of the company’s projects. The structure of the internal stakeholders also includes the managers, the board of directors and the owners of the company. Another component of the stakeholders are the external factors. Тhey are not directly related to the management of the company, but they are affected by the company and its work indirectly. It can be said that they are secondary to internal stakeholders because they are external parties that form a certain environment of the organization itself.
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Figure 3: Organizational stakeholders
Source: (Hooley, et al., 2017)
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In its center, stakeholder analysis is still about relationships. Value-creating partnerships can exist anywhere, with multiple stakeholders at many levels of research, and through various events over time. Furthermore, relationships include nodes linked by connections, with encounters taking place at various stages of study. Relationships between different managers, organizations and their substituents, or eco-systems made up of communities or organizational systems/networks are still understudied. A key observation from stakeholder theory is that partnerships are intrinsically important to the value creation process. Rather than seeing the company as a team development function producing concrete goods or as a result of interactions engaging in explicit transactions, an emphasis on relationships implies a humanizing component to meaning formation, specifically integrating intangible, implicit, and perceptual attributes of various actors and entities such as desires, wishes, and behaviors. (Griffin, 2017)
Relationship marketing seeks to establish satisfaction for the long-term partnerships with key components that are trying to maintain and keep their company. Four of the biggest key factors for the marketing and also the relationship between stakeholders are: Firstly the employees the working power of every company and also the representing part of it. Second key factor is customer they are the aim of every organization and they try to pleas them and to bring daily new once. Another factor is the marketing partners they are the constructive part of a company and they are usually distributors, suppliers, channels and more, and their mission is to distribute the products to its places or institutions. Lastly but not less important are the stakeholders and investors they are key factor because of the big part they have in an organization in order to work properly (Kotler & Keller, 2016).
The main principles of operating and working with stakeholders are straightforward and easy to apply. First of all, to start we have to establish an effective system of relationships with key stakeholders, and after that the profits and the results will follow. As a result, more businesses are opting to have brands instead of physical assets, and so they are subcontracting operations to firms that can handle them faster and cheaper while keeping key activities for them (Hooley, et al., 2017).
 Companies are now crafting individual deals, programs, and communications to consumers based on knowledge about their previous transaction, and also, they are looking and observing peoples’ preferences, for example how to be distributed to them and also the media preference. Nowadays most of the companies aim to achieve sustainable growth by concentrating on their most profitable clients, brands, and platforms, taking a greater share of each customer's spending and revenues in order creating strong connection with people and to achieve customers loyalty. (Kotler & Keller, 2016)
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As a conclusion of this essay, we will summarize and make a brief summary of the facts and points concerned in it. Here was discussed the customer value and its importance in marketing. Also has been spoken about the Customer advantages in the marketing and more specifically the value delivery and the communicating value. The stakeholders and the its factors also have been added here and tried to gave a clear view of what they stand for. In order for a company to be successful and for its marketing strategy to be also developed, it is necessary to take these factors discussed above very seriously and to build a proper plan for their implementation.
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