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SESSION PLANS


COURSE:	ABE Level 5: Managing Stakeholder Relationships
ELEMENT:	Element 3: Effective stakeholder relationships. (25%)

LEARNING OUTCOME 3
3 Assess the drivers for and key components of effective stakeholder relationships 

3.1 Examine the relationship marketing concept  
3.2 Evaluate the importance of trust and commitment in developing and maintaining effective stakeholder relationships  
3.3 Assess the importance of customer loyalty to an organisation  
3.4 Evaluate the relevance of networks and collaborations to a range of organisations  

NUMBER OF SESSIONS:	Four - approximately fifteen hours in total (plus self-study). 
SESSION TOPICS:		Session 1: 	Relationship marketing
				Session 2: 	Trust and commitment
				Session 3:	Customer loyalty
				Session 4:	Networks and collaborations				
Note to tutors: these are the recommended session outlines for learning outcome 3 of the ABE Level 5 Managing Stakeholder Relationships. You should follow the plan, using the resources (referenced as ‘slides’) and activities provided. It is important to enhance all sessions with local examples and case studies, involving the learners ACTIVELY wherever possible.
LO3: Session plan - SESSION 1
Relationship marketing

	Approx.
Duration
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative Assessment

	3-4 hours














































































	Introduction to session and learning outcomes
	Use file: 5UMSR Presentation E3
Assessment Criterion 3.1
	1-4
	Listen
	

	
	Corporate social responsibility
	Debrief Homework Activity 16 from the last session. 
Encourage learners to share the actions an organisation can take to repair its damaged brand reputation 
	
	Homework Activity 16 –
Discuss actions an organisation can take in order to repair its damaged brand reputation 

Contribute to discussion. Listen and make notes on other people’s contributions.
	

	
	Relationship marketing
























	Background
· More cost effective for organisations to retain customers than have to keep finding new ones
· Can’t expect customers to stay loyal if we ignore them once they have bought a product from us
· Customer relationships don’t last forever 
· But we need to keep them for as long as possible. 
· We need to show them our commitment, show them how much we value them. 
· We need to show them that we want a relationship with them and that they can trust us
 
Refer to Study Guide to expand
	5
	Listen, ask questions and makes notes
	

	
	
	Facilitate Class Discussion to bring out the following points:
· It is important it is to have enduring relationships with stakeholders
· Taking a planned approach to relationships with specific stakeholder groups represents a proactive approach to managing those relationships
	6
	Class Discussion
Relationship marketing is necessary because consumers have become more sophisticated.

Contribute to discussion

	

	
	
	Outline Ford et al’s definition of Relationships
· ‘A business company is likely to be involved in very routine relationships with some of its customers and suppliers. These relationships may consist of no more than a few phone conversations or an email order or confirmation for a simple product or service. But the same company is likely to have more complex relationships with others.’ Ford et al. (2013)
 
Refer to Study Guide to expand
	7
	Listen, ask questions and makes notes
	

	
	
	Outline definitions of customer relationship management and relationship marketing
· ’Equally widely accepted is the view that the cement that binds successful relationships together is the two-way flow of value – that is, the customer derives real value from the relationship which converts into value for the organisation in the form of enhanced profitability.’ Christopher et al (2008)
· ‘attracting, maintaining and …. enhancing customer relationships’ Berry (1983)

Refer to Study Guide to expand
	8
	Listen, ask questions and makes notes
	

	
	
	Brief Small Group Activity 1

Facilitate discussion and answer questions as necessary. Debrief activity

	
	Small Group Activity 1

Work together as a group to develop your own definition of relationship marketing.  

Outline the benefits of relationship marketing versus traditional marketing 
Contribute to discussion

	5UMSR E3 LO3 Activity 1 – Relationship marketing

	
	
	Explain Egan’s (2011) Drivers promoting/against relational strategies
Drivers promoting relational strategies
· High acquisition vs retention costs
· High exit barriers
· Competitive advantage sustainable
· High risk
· High salience
· High emotion
· Requirement for trust and commitment
· Perceived need for closeness
· Satisfaction beneficial to retention
Drivers against using relational strategies
· Little difference between acquisition vs retention costs
· Low exit barriers
· Unsustainable Competitive advantage 
· Low risk
· Low salience
· Low emotion
· Requirement for trust only
· No perceived need for closeness
· Repeat behaviour strategy beneficial 

Refer to Study Guide to expand 
	9
	Listen, ask questions and makes notes
	

	
	Customer satisfaction


















	Explain customer satisfaction drivers
· The core product/service
· Customer support
· Customer interaction
· Overall customer experience
· After sales service 

Refer to Study Guide to expand
	10
	Listen, ask questions and makes notes
	

	
	
	Brief Small Group Activity 2 – 
Working in small groups Facilitate discussion and answer questions as necessary. Debrief activity

	
	Small Group Activity 2
Working in small groups think about the last time you purchased a product or service.  Explain how the organisation that delivered the product or service performed against the different drivers of customer satisfaction

Make notes and Feedback key points

	5UMSR E3 LO3 Activity 2 – Customer satisfaction drivers

	
	Relationship Life Cycle
	Outline the relationship life cycle model (Dwyer, Schurr and Oh)
· Awareness
· Exploration
· Expansion
· Commitment
· Dissolution 

Refer to Study Guide to expand
	11
	Listen, ask questions and makes notes
	

	
	
	Brief on Homework Activity 3

Consider an organisation that you have dealt with over a number of years.  Map your interactions with the organisation against the relationship life cycle model

	
	Listen and ask questions as necessary
Individual activity as homework
	5UMSR E3 LO3 Activity 3 – The relationship life cycle model

	
	Review of session and learning outcomes
		
	
	Listen 
	





LO3: Session plan - SESSION 2
Trust and commitment

	Approx.
Duration
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative Assessment

	3-4 hours
















































































	Introduction to session and learning outcomes
	Use file: 5UMSR Presentation E3
Assessment Criterion 3.2
	12
	Listen
	

	
	Relationship Life Cycle
	Debrief Homework Activity 3
Facilitate a discussion on the interactions with an organisation against the relationship life cycle model
	
	Homework Activity 3
Share your interactions with an organisation against the relationship life cycle model 
Contribute to discussion. Listen and make notes on other people’s contributions.
	

	
	Trust and commitment

























	Background
· Remember that we are really talking about people. 
· Marketing has long recognised the importance of people for services organisations. 
· We want to have a good experience of the organisation including employees.
 
Refer to Study Guide to expand
	13
	Listen, ask questions and makes notes
	

	
	
	Facilitate Class Discussion,
Facilitate debate and debrief findings drawing out: 
· People trust those they know
· People trust opinion leaders and opinion formers
· People trust what people like them tell them far more than they trust what organisations tell us
	14
	Contribute to Class Discussion

Trust is a fundamental aspect of the moral treatment of stakeholders within the organisation–stakeholder relationship

Contribute to discussion 
	

	
	
	Outline some definitions of Trust
· Trust has two principle components – competence and affinity.
· ‘Competence not only refers to someone’s capacity to accomplish the task but also to the sincerity of her willingness to do so.’ Martin (2014)
· [bookmark: _GoBack]Affinity ‘a warm, comfortable feeling that a person, or even a product or company, engenders in us.’’ Martin (2014)
 
Refer to Study Guide to expand
	15
	Listen, ask questions and makes notes
	

	
	
	Brief Paired Activity 4
Circulate the room and provide support where necessary.  Facilitate a debrief session 
	
	Complete Paired Activity 4

What are the components of trust in a stakeholder relationship? Capture your ideas and share in group discussion
	5UMSR E3 LO3 Activity 4 – components of trust

	
	
	Definitions of commitment
· Commitment refers to the implicit or explicit pledge of relational continuity between the parties’ (Egan, 2011)
· Trust is the extent to which we believe someone will keep the commitments they have made to us 
· The extent to which we believe at we share a common commitment to important outcomes. 

Refer to Study Guide to expand
	16
	Listen, ask questions and make notes
	

	
	
	Outline some definitions of risk, salience and emotions
· Risk – ‘a situation involving exposure to danger’ Oxford Living Dictionaries (n.d.)
· ‘Salience may be regarded as the level of importance or prominence associated with the exchange.’ Egan (2011) 
· Emotion is the complex series of human responses (sometimes negatively described as ‘agitation of the mind’ or ‘cognitive dissonance’ generated as a result of the exchange’. Egan (2011)
Refer to Study Guide to expand
	17
	Listen, ask questions and make notes
	

	
	
	Brief Small Group Activity 5
Circulate the room and provide support where necessary.  Facilitate a debrief session
	
	Small Group Activity 5
Stakeholder salience can be defined as ‘who and what really counts.’  
Consider the stakeholders of an organisation with which you are familiar.  Compare the priorities of each of the stakeholder groups versus the priorities of the organisation for that group of stakeholders 
Contribute to group discussion

	5UMSR E3 LO3 Activity 5 – Stakeholder salience

	
	Trust and Loyalty
	Mitchell, Reast and Lynch (1998): trusting situations 
· Probity – focuses on honesty and integrity, leading to professional understanding and reputation
· Equity – Factors such as fair mindedness, benevolence, caring, values and sincerity
· Reliability – organisation has the required expertise to perform its business effectively and reliability
· Satisfaction – capacity as a predictor of trust 

Refer to Study Guide to expand
	18
	Listen, ask questions and makes notes
	

	
	
	Explain Reichheld’s (2001): loyalty based cycle of growth
Superior customer value
· The Right new customer
· Customer loyalty
· The right new employees
· Employee loyalty
· The right new investors
· Investor loyalty
	19
	Listen, ask questions and makes notes
	

	
	
	Brief on Homework Activity 6
Review an organisation with which you are familiar in regards to creating a trusting situation in their stakeholder relationships
	
	Listen and ask questions as necessary
Individual activity as homework
	5UMSR E3 LO3 Activity 6 – Trusting situations

	
	Review of session and learning outcomes
		
	
	Listen 
	





LO3: Session plan - SESSION 3
Customer loyalty

	Approx.
Duration
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative Assessment

	3-4 hours
	Introduction to session and learning outcomes
	Use file: 5UMSR Presentation E3
Assessment Criterion 3.3
	20
	Listen
	

	
	Trust and Loyalty
	Debrief Homework Activity 6
Review how organisations create trusting situations in their stakeholder relationships 

Facilitate discussion on the suitability of different tough messages
	
	Contribute to class discussion. Make notes from other people’s contributions.
	

	
	Customer loyalty

	Background
· Important that we meet customer needs – we need to delight them if they are to stay loyal
 
Refer to Study Guide to expand 
	21
	Listen, ask questions and makes notes
	

	
	
	Facilitate Classroom Discussion
Facilitate discussion drawing out:
· Loyalty schemes can help retain customers and drive up a customer’s potential lifetime value
· Information systems enable the collection and manipulation of large quantities of data to cost effectively analyse the customer base 
· Loyalty schemes enable organisations to target the right customers with the right communication at the right time to develop the right relationship with them.
	22
	Classroom Discussion
Loyalty programs do not really work in grocery stores because the rewards that grocery retailers can afford to offer are too small. 

Contribute to class discussion

	

	
	
	Outline some Definitions of Loyalty
· ‘The biased (i.e. non-random) behavioural response (i.e. revisit), expressed over time, by some decision-making unit with respect to one [supplier] out of a set of [suppliers] which is a function of psychological (decision making and evaluative processes resulting in brand commitment.’ Bloemer and de Ruyter, (1998)

Refer to Study Guide to expand
	23
	Listen, ask questions and makes notes
	

	
	
	Brief Small Group Activity 7

Facilitate a discussion among the group to develop a customer loyalty definition and benefits of loyal customers
	
	Small Group Activity 7:
Develop your own definition of customer loyalty.  

What are the benefits of having loyal customers? 
Contribute to class discussion

	5UMSR E3 LO3 Activity 7 – Customer Loyalty

	
	Customer Retention















































	Explain the Leaky Bucket Theory (Egan, 2011)
If you have a leaky bucket then no matter how many customers you acquire you will never make progress.  

Refer to Study Guide to expand
	24
	Listen, ask questions and makes notes
	

	
	
	Explain customer acquisition and retention
· CLV can be defined as the present value of all future profits obtained from a customer over his or her relationship with a company’ Gupta et al. (2006) 
· Relationship marketing is aimed at customer acquisition and retention by enhancing the customer experience 
· Aim is to delight customers so that they will remain loyal.

Refer to study guide to expand
	25
	Listen, ask questions and makes notes
	

	
	
	Brief Paired Activity 8
Play youtube clip Richard Branson reveals his customer service secrets 

Facilitate a discussion among the group as to what happened.
	
	Paired Activity 8
Watch Richard Branson reveals his customer service secrets
Richard Branson argues that his competitors went bankrupt “because they don’t have customer service”  Can you identify other organisations that succeeded against competitors because of superior customer service? 
Contribute to class negotiation
	5UMSR E3 LO3 Activity 8 – Superior customer service

	
	
	Explain the relationship marketing ladder
· Partner
· Advocates
· Supporter
· Client
· Customer
· Prospect
· 
Refer to Study Guide to expand
	26
	Listen, ask questions and makes notes
	

	
	
	Brief on Homework Activity 9
As a customer, you will have different relationship levels with different organisations.  Identify an organisation at each level of the relationship marketing ladder of loyalty and give reasons to explain why your relationship with the organisation is at that level.
	
	Listen and ask questions as necessary
Individual activity as homework
	5UMSR E3 LO3 Activity 9 – Climbing the relationship marketing ladder of loyalty

	
	Review of session and learning outcomes
		
	
	Listen 
	





LO3: Session plan - SESSION 4
Networks and collaborations

	Approx.
Duration
	Topic
	Tutor Activity
	Slides
	Learner Activity
	Formative Assessment

	3 hours
	Introduction to session and learning outcomes
	Use file: 5UMSR Presentation E3
Assessment Criterion 3.4
	27
	Listen
	

	
	Customer retention
	Debrief Homework Activity 9
Discuss the reasons to explain why customer relationships with organisations are at different levels of the relationship marketing ladder of loyalty 
Facilitate discussion on the suitability of different tough messages
	
	Contribute to class discussion. Make notes from other people’s contributions.
	

	
	Networking
	Facilitate Classroom Discussion
Facilitate discussion drawing out:
· The importance of building relationships with individuals within your network – it is not just how many but the quality of your network connections
· Approaches to networking should be strategic to utilise the connections you have.
	28
	Classroom Discussion
In many respects networking is a “throw the spaghetti against the wall and see what sticks” approach to marketing. Contribute to class discussion
Listen, ask questions and makes notes
	

	
	
	Discuss Egan’s definitions of networks
· “Networks are seen as relationships between individuals (as opposed to organisations). ‘Networkers’ utilise their ‘contacts’ in a sometimes systematic, but more often ad hoc way.“ Egan (2011)

Refer to Study Guide to expand
	29
	Listen, ask questions and makes notes
	

	
	
	Brief Paired Activity 10
Facilitate a discussion among the group to develop a customer loyalty definition and benefits of loyal customers
	
	Paired Activity 10:
Some networks are more valuable than others.  Identify valuable networks to you and an organisation with which you are familiar.

	5UMSR E3 LO3 Activity 10 – Valuable networks

	
	Collaboration








































	Outline Egan’s definition of collaboration
· ‘Collaborative relationships are perceived as more formal relationships between organisations in the sense that they are recognised on a company-wide basis.’ Egan (2011)

Refer to Study Guide to expand
	30
	Listen, ask questions and makes notes
	

	
	
	Explain the value of networks and networking
· Collaborations can be between organisations in different industry sectors each bringing their own area of expertise.
· We can often do more together than we can alone
· The relationship we need with stakeholders is not static 

Refer to study guide to expand
	31
	Listen, ask questions and makes notes
	

	
	
	Brief Small Group Activity 11

Circulate the room and provide support where necessary.  Facilitate a debrief session
	
	Small Group Activity 11:
Research organisations which have collaborated on a project, product or service that you are familiar with.  Why did the organisations collaborate and what benefits did the collaboration bring to each party?  

Present your findings back to the class.
	5UMSR E3 LO3 Activity 11 – Collaborating organisations

	
	
	Explain Tsokas and Saren’s (2000) relationship life cycle stages 
· Introduction
· Experimentation
· Identification
· Continuous renewal or dissolution

Refer to Study Guide to expand
	32
	Listen, ask questions and makes notes
	

	
	
	Brief on Homework Activity 12
What are the benefits for the customer and the organisation at each stage of the relationship life cycle?
	
	Listen and ask questions as necessary
Individual activity as homework
	5UMSR E3 LO3 Activity 12 – Relationship lifecycle

	
	Review of session and learning outcomes
		
	
	Listen 
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