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Assess the development of marketing in creating value for customers 
       Marketing's mission is to "create value". However, marketing "value" is not synonymous with revenue. The concept of perceived value is more subtle and allows us to better understand the levers of an effective marketing strategy (Cunningham, 1987). 

The value in marketing? The behavior of the public is influenced by what they perceive. It is therefore necessary to offer it an offer different from those of the competition. Value is therefore a notion which, in absolute terms, does not exist. It is always compared and confronted with offers from competitors.

       What makes the exercise sometimes complex is that an offer that is worth more than the competition one day may end up lower a few months later (Kinard, 2018). Why in the premium smartphone sector, are Samsung and Apple in the bidding? Just like, in the world of luxury automobiles, Mercedes, BMW and Audi? 

This shows the need for any marketing strategy to take a long time. The perceived value created will adapt practically in real time to an ever-changing market (Nahlon, 2013). What is perceived value? Marketing never talks head-on about the financial or economic value of a business. It also does not create the objective value of a product. 

Between Evian, Volvic or Contrex, it is all about water competing with that of the tap. Marketing creates value perceived by the customer. This is in the realm of representation, of the imagination, and the company must be able to understand these expectations, whether consciously or not (Ody, 2015). For this, it is necessary to analyze the way in which the customer perceives the value of the offer.

           According to Kotler and Armstrong's definition of marketing it is “... the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit. Marketing identifies unfulfilled needs and desires... „ (Kotler and Armstrong, 2013)
          Perceived value is therefore, the perception by customers of the benefits obtained compared to what they give in exchange (perceived costs). The perceived benefits relate to the product, its quality, its performance, the associated services of the company and the psychological elements linked to the product brand. Perceived costs are the price of the product, the effort and time to procure it, and the perceived risk in its purchase and use. Marketing is therefore, in its analysis of the customer, part of the human sciences. 

Notably: sociology and psychology, sometimes anthropology. This is how the perceived value is different before and after purchasing the product. The experience of its use makes it evolve. You can buy a low cost car with a negative ulterior motive and experience its great qualities as you use it. You can buy a premium car with pride and realize that it is expensive to maintain and that its suspensions are too dry for the back.

         The perceived value before purchase determines the purchase (Kotler, 2000). Perceived value in use determines the customer's commitment to a brand and promotes a long customer life cycle: the customer will buy back a branded product (Lesser, 2015). Analyze the perceived value of an offer It would therefore be wrong to believe that a lot of promises around a product increase the perceived profit before purchase. It is exactly the opposite. A unique and strong promise is readable and must be exclusive to that brand. This is what sets it apart from the competition (Mullins, 1991). 

This is also a fact established in the 1940s by American advertising agencies. For example, in 1942, the brand of cigarettes Lucky Strike affixed its new logo, the bullseye in the shape of the center of a target, on both sides of the packet so that the pack, thrown to the ground when empty, continued to do so. self-promotion of the “stroke of luck” (Johnson, 2007).

        On the other hand, perceived value is relative because it varies among customers. If it was confined to simple perceived quality, all products would be premium. However, the success of low cost, whether in transport, retail or household appliances, proves the opposite. The first prices can for some carry a perceived quality much higher than the luxury brands. Customer satisfaction is not just limited to luxury products (Selvaraja, 2013). 

Therefore, if the positioning of a product, of a brand, only makes sense in a competitive horizon making the perceived value relative, it is by segmenting the public that we create the product at the fair perceived value (Simmons, 1989). Based on an acceptable expected benefit / perceived cost ratio. Targeting certain segments to the detriment of others, for example by creating personas, is therefore a necessity to satisfy a specific target better than its competitors (Woods, 1960).

           The marketing has as a main objective to create value for customers. It is mostly done through the famous 7P model where all the elements: Product, Promotion, Price, Place, People, Process and Physical evidence (White, 2010). 
So the customers perceive not only the product, but also the way it is offered through the promotion, the place where they can find it, the people who serve them, the post sales processes related to logistics, repair and customer support and the physical evidence expressed in the layout of the place where they can get the product or its post sale support and maintenance. Not even one of those elements can be neglected if we want to sell well (White, 2010). 

Nowadays customers pay not only for the product itself, but for all those seven elements that make the marketing mix and expect to get all of them in return fotr their purchase. That is why for sellers it is crucial to determine the right prices in aim to be able to cover the costs not only for the product itself and the salaries for those who sell it, but also the long chain of pre-sales marketing activities, advertising and post sales process. Happy or not, the sellers should keep in mind that the clients will overall expect more than the simple sale itself and that is why they should calculate well on how to invest all over the chain of the marketing mix.
2. Identify relevant internal and external stakeholders and assess their impact on the marketing activities of the organisation. 
            In the same time, most of modern companies and especially the ones that are medium or big, are not literally “free” to decide on their own marketing activities. Their marketing activities should align to the expectations of the stakeholders who are directly engaged in the business or have expectations towards it (Stears, 1987). 

Stakeholders are the actors who interact with companies. These are both employees and also suppliers, customers, public authorities or unions. Company stakeholders include all the actors who have an interest in the activities of the company. These stakeholders can: participate in its economic life (employees, customers, suppliers, shareholders) observe and / or influence their behavior internally and externally (unions, NGOs) be affected, directly or indirectly, by its activities (local communities, local authorities, the State, etc.) in a positive or negative way. Several management theories define stakeholders as follows: "in a corporation, stakeholders are individuals and groups who contribute, voluntarily or not, to the capacity to create value and activity and who are its beneficiaries potential and / or assume the risks " (Selvaraja, 2013). 

Stakeholders are an essential element of CSR (Corporate Social Responsibility). Companies that practice CSR are committed to being transparent to their stakeholders and to involving them in their creation of value because they are the ones who will ensure its prosperity (Selvaraja, 2013). 

Human resources are considered a fundamental element of the intangible value of the company and as such the employees of a company are pillars of CSR. Employees are also called "constituent parts" of the company. Employees (employees and temporary workers) are among the actors most concerned by the social aspect of corporate CSR policies. 

These apply to improving working conditions, combating discrimination, respecting the balance between family and professional life, ensuring well-being at work for its employees, promoting diversity and mix of teams. A factor of dialogue and innovation, CSR presupposes management methods that are respectful of employees, participatory, transversal and not pyramidal. Employees have high expectations in terms of CSR (Selvaraja, 2013). 

The training of employees and their involvement in the company's CSR strategy is therefore essential. It also helps develop employee commitment, motivation and loyalty to the company as well as attracting and retaining the best talent. Employees also participate, in the daily practice of their profession and / or involvement in the actions implemented by their company, in the implementation and deployment of the companies' CSR approach (Stanton and co, 1987).

Consumers are increasingly demanding good practices, traceability and transparency on the environmental and social impacts of the products and services they buy. Consumers have power over the business: “the power of the shopping cart”. They can decide to favor the purchase of organic, fair trade products. Conversely, they can also boycott certain products / companies / sectors / countries (Stanton and co, 1987).

Between the two, they can also challenge companies by signing petitions launched by NGOs or by addressing them on social networks. Consumers / customers are sometimes invited to discuss with company representatives their vision of their environmental and social commitments in the context of "stakeholder" meetings / workshops (Stanton and co, 1987).

             In aim to illustrate it, I will observe a specific example of a company I was working for. It was a famous customer support provider “Telus International”. It is a famous multinational trust providing customer support services mostly to medium sized businesses and to big companies that need a professional provider of support services for their products. The company provide support services to different businesses – to mass fashion retailers, to tourism and travelling companies, to IT companies, etc. So the range of clients is quite large, but well defined procedures and constant learning lets “Telus”'s employees to handle successfully all those different services. 

The main stakeholders of the business can be divided in internal and external. The internal stakeholders of the company, as known within the company, were the employees, the managers and directors, the investors. The external stakeholders were the clients, the suppliers, the state as a regulator (as a multinational company it was subject of many national legislations according to the jurisdiction of the offices) and the communities. So the manner “Telus” designed their marketing activities had to align with the expectations of each category.

The employees usually expected from the company to behave as a transparent and stable employer, while the managers and directors were more prone to chase the profits. The investors of their part expected high return on their shares. The clients were more and more pushy to good prices, so they usually expected Service level agreements that are relatively cheap for the industry. 

The company runs offices across Europe, Asia and North America and should compile with different legislation in the area of taxation and mainly labour codes that regulated differently working schedules. And finally communities where the company had offices expected most often sponsorship for various incentives and no harm for the environment. The cultural level was also a priority for communities as they expected respect by the part of the company towards the national culture of the employees.

        So it won't be an exxageration to conclude that for “Telus International” there were many requirements to be kept in mind when designing the marketing campaigns. The most difficult part was to combine good prices with high profits and returns and that is why the company relied much on technologies and put the technologiocal aspect amongst the central ones in their marketing and advertising activities, promoting themselves as a tech savvy company who has digitalized most of the actions related to the customer support. 

Another important aspect of their marketing fell on stability: stability for the employees as a workplace to join and stability for the customers as a provider of support services, so that customers could rely on long-term partnership and service level agreements that would not be unexpectedly cut off. 

Another key message in the marketing campaigns of the company was the wide range of services that they are able to provide: chat support, voice support, live support, video support, e-mail support, etc. It was a crucial aspect of the business in aim to meet the expectations of companies worldwide who needed different forms of support for their customers and hired “Telus” to provide one or more forms. 

The company also kept in mind the expectations of the local communities and run various sponsorship and charity incentives in aim to support local causes. It was actually part of the corporate image of the company, based on the idea that the business of the company is actually built and depending upon the people who work for it. So community incentives were regarded as “thank-you acts” by the company toward its employees: You work for me and I support the place you come from. 

       So a tech savvy approach, stability, variety of the services and products and a strong community engagement are the main messages of the marketing campaigns of the company. The company “Telus International” strives to respond in the most appropriate manner towards the expectations of all its stakeholders, showing through it the respect towards them and that they are actually the cornerstones of the business whose presence and support determine corporate success. 
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