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[bookmark: _Toc110097758]Introduction 
The business comprises a lot of operations and activities that are important to take it forward and achieve its goals and objectives. Different departments in a business organisation have the responsibility of carrying out different roles and responsibilities for effective flow. All of these functions working and operating together make a business successful, and along with that, managing all these functions and operations is important so that the personnel in different departments get an idea. Management is one of the most important parts of the business, and there are managers in an organisation who are designated with this role. 
Business management is the synchronization and organisation of business activities. The managers oversee different functions and operations and help the employees do them productively and increase their productivity levels. Training and development are also a part of business management. In this essay, the role of marketing in creating value for customers and the role of stakeholders within the global marketing environment and their impact on the marketing activities will be discussed. Unilever is a British multinational company that deals with fast-moving consumer goods. The company was founded on 2nd September 1929 in the United Kingdom, and currently, it is headquartered in London, United Kingdom. Some of the main products are food and condiments, ice cream, beauty products, personal care, cleaning agents, and many more (Unilever, 2022).  
     

[bookmark: _Toc110097759]Discussion
Marketing is defined as the action where products or services are sold by companies. It is the most important business part to generate revenue and income and profit as well. Marketing enables a product to reach customers and helps consumers know about a new product or service (Anshari et al., 2019). To carry out effective marketing strategies, market research is important, which is done by the marketing team of a company. Marketing strategies are integrated with the values and mission of a company so that the content reflects the business organisation. This helps to create more loyal customers and attract more potential customers. Companies focus on meeting human needs while they are making products or services. Marketing aims the same, where it meets human needs by creating value. 
There are many ways in which value can be added to marketing and it mostly has different approaches. In value-added marketing, the needs of the customers are kept before the product or brand and the advertisements or promotions revolve around the needs and wants of the consumers (Abbas, 2018). Such marketing tactics show that companies highlight the value that they want to deliver and just not only make money. The quality and features of products and services, price of those goods, and channels of distribution, everything contains a value that is made for the customers. The messages that they create through advertisements and promotions are directed to the customers and in this way, it can be said that companies value their customers through marketing.         
The marketing mix includes element strategies that refer to a set of actions and strategies that companies use to promote their brand, product and service in the market. The set of actions determines how a company will control their advertisements and promotions and influence the targeted customers. A marketing mix will help companies to assess how the product and services can be offered to the customers. It helps the marketing team to plan, develop and execute the ideas and make effective marketing strategies. The 4Ps of marketing include product, price, place and promotion. Assessing these points, Unilever can devise a proper marketing strategy, through which they can create value for their valuable customers (Siddique, 2018). In return, the marketing mix helps companies to reduce unnecessary costs, and make proper use of their strengths to grab more opportunities.  
For Unilever, the value of advertising and marketing is created when it informs the people about the benefits of the product and the innovations that they are trying to do (Reza, 2020). The aim on engages the customers on the issues that will matter to them through advertising and marketing. Along with all of these, the marketing mix helps companies to make a good creation of value. The price of a product should be compatible with the placement, and the placement should determine the promotion that will be done. Therefore, it can be said that all of these together will add a proper value to the advertisements which will be valuable to customers. Along with this, it will also help them to develop products and increase their product base.   
Within products, Unilever mainly deals with fast-moving consumer goods and its product mix is made up of almost 400 brands. Unilever has a wide variety of products under refreshments, foods, home care and personal care. Under food products, Unilever has soups, instant noodles, mayonnaise, spreads, Lipton and many more. Surf laundry detergent and Sun dishwasher detergent falls under the home product category. Vaseline lotion, Dove soap and shampoo, Close-Up toothpaste, Colgate, and Rexona are some products under the personal care category (Unilever, 2020). This highly mixed and differentiated product has been in the market for a long time, and its advertisements have been appealing to Unilever’s customers. The primary place or distribution channel of Unilever is retailers. Having an extensive reach in the consumer goods market, Unilever has made a global operation. 
Other places where Unilever distributes its products are kiosks, stores and even online platforms (Mukiira et al., 2017). For utilising personal selling, Unilever puts up kiosks sometimes and they promote selected products or brands. These promotions often include the indigenous people, which in turn shows that the promotion of brand and product, both are creating value for the customers. Due to highly competitive rivalry, Unilever needs to promote its products. The promotional tactics of Unilever include advertisement, which is most important, sales promotion, public and personal selling and public relations. As the products of Unilever have been in existence for a long time, advertisement is their primary medium where they use television and online media as well. 
Traditional marketing has been by Unilever for a long time, which included newspapers, and radio as well. Unilever has products with varied price points according to the diversified products. There are products which have the same price as its competitors and the price of premium products is higher than the rivals. A few pricing strategies that Unilever follows include market-oriented, premium and product bundles. Unilever often sells products, which are packed in bundles and come with a discount. For a product like Dove, Unilever has a bit of premium pricing which is moderately high. The price of the consumer goods is set according to the target markets and the affordability of customers.
The SOSTAC is a model used by marketing teams, and it was developed by PR Smith in the 1990s, and it is widely used in business planning as well (Seppänen, 2022). It helps with overall digital marketing strategy and improves channel tactics as well like e-mail marketing and SEO and many other tools. This model is widely popular because it helps to structure plans easily and makes them easy to remember as well. SOSTAC stands for situation, objectives, strategy, tactics, action, and control. The situation is meant by the state or condition of a business organisation and it can be assessed with the help of different analyses. The types of analysis included are customer analysis, product or service analysis, competitor analysis, and SWOT analysis. This will help Unilever to gain insight into current performance, customer insight, opportunities in the marketplace and competitor benchmarking. 
While making objectives, a company will need to consider many things and look deep into the performance of the company and assess what they will need to improve. Creating objectives includes setting SMART goals where they should be focused, planned, must be effective, relevant and should contain a specific range of time (Smith and Zook, 2019). This will help Unilever to define its vision, align the business goals, and select the perfect KPIs to work on. The objectives will need strategies and plans that will help the company to sail to success in improving areas. Strategies include certain marketing tactics which align with the needs of customers, and this again shows that marketing plays a big role in creating values for customers. 
The strategies usually used by companies include targeting and segmentation, position and marketing mix, experiencing multichannel, increasing the number of channels, engagement and content strategy and content strategy. While making the tactics, companies will analyse things more deeply and then improvise the strategies used. If the target of Unilever is to enhance customer relationship management and create more value for them, they will need to look into the analysis in detail, which was done in the first stage. This will then help to divide the resource important for achieving the objective. In the last stage, control, Unilever will need to plan for measuring the performance to keep a check if everything is going alright. For monitoring performance, the inclusion of customers is a part of it, and the other things that are used include regular review, feedback, reporting platforms, prioritised actions and measuring key performance indicators as well (Eneanya, 2018). 
The Consistency theory states that insisting people fulfil a small and harmless request will increase the likelihood of complying with a bigger request the next time (Kruglanski et al., 2018). In this theory, the principles are that people are more motivated toward perceptive reliability and this can result in changing attitudes, beliefs, insights and actions. One can gain loyalty and respect by reaching and achieving that level of trust. Brands can bring this associated trust with the help of valuing their customers and their marketing tactics and strategies will be complying with the same. If customers are not aware of a brand, they will neither trust nor buy products or services from that brand. In this competitive world, there are many choices given to people, and as a result, choosing between brands and their products has become tougher. 
Unilever will need to make its approach unique and should be very different from its competitors. Along with this, they will also need to remove the mundane from the advertisements and the contents and in addition to this, stability is an important factor as well. This will not only create value for the customers but also will show commitment towards them from the business organisation (He et al., 2021). It is recommended for Unilever to start by using smaller steps, and this will be an easy route toward marketing. Along with this, offering something to them side by side will also be a good option. This is also called cross-selling, and in this way, the monstrosity in items will go away as well. Aligning to this theory, committing in public is also important for brands to show the relationship and confidence globally to all the customers. Finally, the most important thing is campaign should be held by the brand that will create more value for the customers, and consistency will be secured as well.
The analysis and paralysis theory states when someone overthinks or overanalyses much, it leads to alternative decisions. This theory, also states that analysis and paralysis lead to missing opportunities as well. It causes anxiety in people and at maximum times, they end up taking the wrong decision (Hasin et al., 2018). In terms of business, this theory can be aligned with customers. In this competitive world, there are so many options and therefore, it is very normal for customers that they get confused about what products to buy and from which brand. Every brand and company are focused on increasing its visibility, and as a result, the customers and consumers could not decide what will be the right product to buy. Therefore, it becomes essential for Unilever that they keep something special in their products, or their relationship management and approaches through different mediums. If a company incorporates good values within the marketing approach, it will create a different impact on the customers, and as a result, they will be more attracted to a brand.                     
The stakeholder’s theory states there are interconnected relationships between a business and its suppliers, employees, customers, investors, and other people or organisational bodies in the community. To maintain and nourish these interconnected relationships, companies must create value for all the stakeholders and not only just the shareholders. In 1984, R. Edward Freeman originally stated that business ethics and organisational management should address morals and values as well (Stakeholder Theory, 2018). There have been approaches and strategies, which are used by companies which will establish interest in all these groups. The stakeholder’s theory slowly became an important and integral part of businesses and now, it is the prime consideration while studying business ethics. The management of stakeholders is monitored by management itself, and it enables them to conceptualise a company. They make sure that the right compliance has been made, the stakeholders are benefitted from the actions, and the interest of the customers and employees are taken care of.  
Unilever is a British retail company which has a huge number of stakeholders and these people can influence the strategies and operations of the company. Therefore, a business cannot achieve all the goals and objectives alone, and they need the help of the stakeholders as well. The internal stakeholders of Unilever include a few people in the leadership team, the Vice President and GM, the CEO, Vice Presidents, and directors of different activities. While the extrinsic or outer stakeholders of Unilever include, NGOs, governments, customers and consumers, local communities, suppliers and trade associations. The stakeholders who are mainly associated with Unilever include consumers which are the most important for the business organisation, employees, investors, suppliers and other communities they help and take care of. 
Unilever has almost 60,000 stakeholders, and this makes them not only powerful, but it influences the business as well. As a result, Unilever is also ambitious about delivering growth which will be long-term and sustainable as well. They have built stronger partnerships with the suppliers that will lead them to grow as well along with the brand. All the partners in their value chain play a crucial role in creating value, numbers and capability (Unilever, 2022). They need these to deliver the best of products which will lead to the well-being of the planet and its people and in this way, the growth will be mutual as well. Valuing the suppliers, Unilever treats them right where they ensured that their partners understand and commit to the best standards while sourcing, sustainability and human rights. 
For Unilever, both customers and employees are very important, as the number of customers is high. Complying with customers is important because it brings more growth to companies. There are almost 2.5 billion customers every day who purchases from Unilever daily and it is important to create value for them. Unilever is transparent and responsible for doing their business with integrity with all the stakeholders and they will be honest with the stakeholders. Their highest standards of behaviour  
It can be said that the role of stakeholders is highly significant in the global marketing environment. The major stakeholders who are directly or indirectly associated with marketing our suppliers, employees, customers, owners and competitors. Suppliers help a business globally, especially for internationally operating companies like Unilever. They have suppliers spread all around the world, which helps them to run peacefully globally. The primary roles of stakeholders usually include helping companies to meet the strategic objectives by contributing to their involvement and perspective in work. Customers help to increase more customers domestically and globally as well with the help of personal marketing and direct sales (Tien et al., 2019). The word of mouth is very important for companies as it can influence their sales highly. Including this, the other stakeholders are also responsible for changing the direction of the business, its choices and strategies.  
Unilever has been rated as one of the most popular retail brands around the globe. The organisation has a consumer base of 3.4 billion. As a leading organisation, Unilever ensures that it is constantly analysing the needs of the consumer and meeting them efficiently. The organisation also works closely with the government to follow the developing laws and regulations. However, it is important to note that the organisation does not support funding any form of a political party. Unilever also has a wide base of suppliers. The organisation works with around 53,000 suppliers around suppliers in around 150 countries. Unilever also has a wide shareholders base and the company ensures that they are being communicated regarding each aspect regularly.
Local management also emphasised the long view when discussing non-business topics assuming a greater sense of responsibility to stakeholders and society. It was important to establish a reputable reputation in society, show the company's long-term, true goals, and show that society will especially benefit from their products and services. When it comes to the Axis, this was partly because significant projects like the development of airports and monitoring systems for cities were decided upon by governments and other non-business actors (Elg and Ghauri, 2021). Several respondents emphasised the environmental component as a factor. All multinational enterprises and corporate officials emphasised the importance of the company's brand and its core values connected to it and the consistency in strategy that is made possible. Large-scale work had been put into branding efforts, embedding the brand principles into society. In truth, it appeared as though the observed organisational qualities were used to build a "branding language." The difference between the two in terms of brand orientation was a more pronounced corporate viewpoint and the justifications advanced by regional management. 

[bookmark: _Toc110097760]Conclusion 
[bookmark: _Hlk110084174]To advance and accomplish its aims and objectives, business involves numerous operations and activities that are crucial. In a company organisation, many departments are in charge of carrying out various functions and duties to ensure efficient operation. Corporate management is the synchronisation and organisation of business activities, where managers supervise various processes and functions and assist staff members in being more productive. Business management also includes training and development which helps a lot of employees. Marketing is an important part of doing business, as it is associated with building revenues and profits from selling products and services. As a result, business focuses highly on building better marketing strategies. 
From all the above points, it can be summarised that companies can create value in marketing with the help of different approaches and this will attract more customers. The consistency theory will help Unilever to build small requests into larger requests from its customers and consumers. Creating a better approach to management and product offering can mitigate the problem of analysis paralysis that many customers face in this competitive world. Finally, it can be concluded that stakeholders play a huge role in determining the functions and operations of a business, and therefore, it is important to comply with them.   
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