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Introduction
As per Elmessory (2019) “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large”. The process of marketing is necessary for the proper growth and development of the company. The marketing process helps a lot to the firms in the matter of attracting the right number of customers and people for the working and the growth of the company. It is one of the major sources to draw the attention of the customers towards the products and the service that are provided to them. Even on the global level, the use of marketing and process emerged to be one of the main needs and demands of the business sector. The process of marketing plays one of the important roles in identifying the clients, satisfying the customers as well as retaining the customers. Hence all these roles paly a very important role in the matter of work and development. According to Hillebrand et al. (2015) “Marketing is a relevant subject for all organisations in their relations with all their publics, not only customers”. From this statement it can be understood that the process of marketing does not only have to impact the customers. This process has also to do with the stakeholders of the company and their work. The stakeholders have a large impact on the Global Marketing Strategy of the company, and this will be discussed in this essay. Part from this how the process of marketing and its function and how it helps in the matter of satisfying the customer’s needs will be studied.
Global Marketing and the Stakeholders.
According to Liu (2017), marketing can be defined as “the activity, set of institutions, and processes for creating , communicating, delivering, and exchanging offering that have value for customers, clients, partners, and society at large”. The process of marketing is quite an important and necessary for the growth and the development of any firm. Even on the global platform, the process of marketing is adopted by a lot of different countries as well as that of the companies. The application of marketing helps the companies to attract most of the customers and the people towards the service and products that are provided by any firm in particular. The discipline of Global Marketing is related to the formation of the necessary and required professional knowledge within the international field of marketing ( Liu, 2017). When a company need to expand their work and the development on the higher and the international platform they need to understand as well as adopt the international or the global marketing strategies in the matter of work. Global marketing is only related to the process of doing the marketing on a lot more international and global platforms.
A stakeholder is a third party of people that are interested in the working of the company and have the power to either affect or get affected by the working of the business. These stakeholders can be both external and internal. Internal stakeholders are the people who hold a direct relationship with the company (Viglia et al., 2018). For Example, the employees, leaders or investors can be said to be the internal stakeholders of the company. While on the other hand, the external stakeholders are those people who are not directly linked in the working of the company. But these stakeholders have somehow the power of affecting the working of the business. Apart from this, they are also affected by the outcome of the business and its work. Some of the examples of external stakeholders are suppliers, creditors and public groups. Stakeholder’s plays are one of the important roles in the proper and effective functioning of the company. These internal stakeholders are important to the firm as the ability of those people to work together towards goals and the objectives of the company are proven very helpful for the firm (Alvarez and Sachs, 2021). While on the other hand the external stakeholders of the company also play one of the important roles in the operating of the firm. If the customers are suddenly changing their buying habits or the suppliers are changing their manufacturing and distribution practice and then it will impact a lot on the regular functioning of the firm as well. Hence the major key to any companies’ success is to manage the relationship between the external and the internal stakeholders.
However, unlikely any other thing, the stakeholders also have their drawbacks in the proper functioning of the firm. A common problem that arises when a firm has a lot of different kinds of stakeholders is that it led to a conflict of interest among them which impact the decision making of the firm. It becomes quite difficult for all the stakeholders to agree on one thing and this leads to conflict in the working of the company. The interest and the thought of different stakeholders become a major cause of conflict in any organisation which again have an impact on the functioning of the firm and its working (Zheng and Alba, 2021). Even in the process of marketing, the stakeholders have a lot of impacts. If any organisation wants to expand their work and business on the international platform, they need to make sure that take into consideration their companies’ stakeholders and how they are going to impact the functioning and the marketing process of the company. The major stakeholders within the global marketing environment can be considered as the government, media, news and local communities on the international platform (Stutzman et al., 2018). The global marketing environment is related to the outer environment of the company that is going to impact their working and functioning as well as the future decision making. While expanding the business or while doing marketing on the international level it is quite necessary and important for the leaders and managers of any firm to have a good analysis of their external environment and as to how it is going to impact the functioning and the working of the company. The external environment of the company has a lot of impact on its working and the decision making. These stakeholders will also have an impact on the working of the form and its growth (Kotabe and Helsen, 2020). 
While working on the international platform or while entering a completely new market the companies need to first have a good and detailed analysis of the rules and regulations of that country or their government. The government of any country is very dynamic and tend to go under change at one high level. Hence any company must take the proper analysis for example, if the Café Pod compony wants to expand on the international level and do and extensive marketing on the international level, they need to do a proper analysis of the international level environment and its work, for this company can use the PESTEL analysis as well. As per the current situation, if the Café Pod company want to expand on the international level, they will find it difficult will operating in the countries like Afghanistan. The government of Afghanistan is not stable and this may lead to a lot of problems for the firm out its marketing process (Bbc.com, 2021). While on their hand if the company wants to enter into to Asian market such as that of China, then they have to first very much be aware of their rules and regulations as well.
Apart from the government the company also needs to closely examine the customer and the local community of these places or the countries. It is quite necessary and important for the Café Pod company to understand the culture and the demand of the customers and the people in this country and then further based on the same the company can make the further marketing process of their products and service possible. This will make the global marketing process of the company a lot more productive and effective in the matter of growth and development. Hence it can be said that all of these stakeholders have an impact on the global marketing strategies of any company (De Mooij, 2018). Moreover, the relationship between stakeholders and marketing has developed to be a major prospective in the business environment. A broad range of studies has been done on this topic to understand the impact of the stakeholders on the marketing process as well as the connection between the both (Effectuation.org, 2017). From the perspective of marketing, the companies need to move towards a lot deeper knowledge and understanding of the subject as well. This will help the firm in the matter of increasing the effectiveness of the firm performance. However, stakeholder marketing is focused on doing the marketing by focusing on only one group in the matter of work. This kind of marketing may lead the process of marketing quite restricted. Hence it is recommended for the company to not focuses only on one particular group. Therefore, it can be said that the impact of the stakeholders on marketing on the global level is quite evident. All the companies who are going to move towards the process of expansion and growth need to very much focuses on the business environment and the stakeholders of their company (Miles and Ringham, 2018). As per the changes in the stakeholders as well as the business environment the company needs to make  further necessary and required decisions. Managing the marketing process and the impact that the stakeholders of the company have on the process is very vital for a good outcome by the company. The Café Pod company also needs to take care of all of these things in the matter of work and development.
Various Marketing Function and Marketing Strategies
Apart from this marketing process have a lot of different functions in the performance and the working of the company. The different functions and the roles that are played by the marketing process add a lot to the productivity of the company and its work. In today competitive business world, it is quite necessary and important for the different firm’s all over the world to make the best of the use of their marketing process and attract the best of the customers. It is also very important for the firm to build a buyer and seller’s relationship as well as to execute a customer-centric relationship (Widowati and Tsabita, 2017). Customers are the major and very important factor because of which the companies can work and the again the necessary profit. Hence customers satisfaction is one of the major aims of all companies. Keeping the customers happy and satisfied is the main reason for the growth and development of any firm. It is quite necessary and important for the companies needs to make sure that they are making their customers satisfied in the matter of work and development. Customers services are an important form of business to achieve business success as well as create a competitive edge over the competitors. Satisfied customers bring a lot more loyalty and more customers towards the company. A large number of loyal customers leads to the process of world-of-mouth advertising. More the customer service is high more the loyalty of the customers will be high. Apart from this, it will also help in reducing the rush of finding new customers in the market. The roles and the functions of marketing are helping a lot in the matter of work and development. Marketing and customers service go hand in the matter with the company’s growth and development (Javed and Cheema,2017). 
Promoting the product and service is one of the major activities in the matter of work and development. The process of marketing helps the company to promote the products and the service that are provided by them to the customers. Using the right strategy in the terms of work and development can be considered as the main idea of providing the customer’s experience. Whit the help of the promotional process in the marketing, the company provide detail and complete information to the customers as to where the product is going to the introduced and when. This helps the company further in providing the right amount of customer satisfaction. Marketing functions such as channel management is also very necessary for the organisation. Channel management functions of the marketing assist in the matter of giving the customers the information about the different channels through which the product will be provided to the customers (Dewi and Darma, 2019). This help the consumers to be awre of the different channels that they can use to buy the different products in the matter of work and development. This again assists a lot when it comes to ensuring customers happiness a lot more productive and effective in the matter of work and development. The pricing strategy of the marketing in the process of work and development of the company. The use of correct pricing strategies is helping the customers to get leveraged with a high and heavy discount of the work and development. Provided the customers with good and productive price and the offers bring them a lot more joy and the satisfying. Apart from this, the whole marketing plan that is developed by the marketing department is helping to make the customers aware of the different services and products that are provided by the company to people. The whole process of marketing is working and functioning with idea of providing the customers with the right amount of information about the product and its availability. The process of marketing assists in the matter of increasing the customers and the organisation relationship. Customers engagement is also one of the major functions that are adopted the companies to increase customers satisfaction.
However now a day the use of unethical and illegal marketing has grown a lot and is mostly resulted in misleading the customers. It can be said that most of the marketing and promotional activates that is done by the organisation are done to hide the main qualities and the working of the product that is provided by the company. And when the customers do not get the products as they accept them to be then led the customers to be angry and unhappy with the product and the service. This is one of the biggest drawbacks that can be found in the process of marketing that is leaving the customers unsatisfied. As a result, it is critical for the business to ensure that they are speaking the truth and spreading it through their marketing and promotional activities (Azhar et al., 2019).
The use of marketing mixes can also be one of the best ways to increase customers satisfaction for the company. The 4P’s of marketing is one of the main frameworks that can be used in the marketing process of marketing proper product and effective in the matter of work and development. Combing the P’s with the C’s can be of the major ways of bringing a lot more customers satisfaction in the need of the firm. This relates to the process where the firms are recommended to keep the interest of the customer more than the market (Neelakantam, 2015). The idea of this application can be very productive for the functioning and the working of the company. Both of these can be adopted and included properly and effectively for the working of the company. The first thing that the company needs to do is the bring solution to the customers and not to the product. Most of the companies innovate products to make the product more product as per their definition of problems. However, the company needs to focus more on providing a solution to the problems of the customers. They should try and develop products that are helping the customers to get rid of the problems. In the place of price, the customers want to know the cost of product. The customers are interested in knowing what they are getting in the amount of price that they are paying (Hutauruk et al.,2020). The main objective of the customers are to get the best of the product and service at the price that they are paying for it. As per the matter of place the customer is more interested as to how connivance it is from them to go to process. The main matter of interest for the customer is as to how convenient is the place where they are going to buy the product. The firm must provide the customers with distribution channels that will be easy for them to get in touch with. In the process of promotion, the customers are more looking for the idea of communication than that of the promotional process (Neelakantam, 2015). The area of promotion in the 4P’s of marketing is only related to the matter of communication for the customers. The customer of any firm only looks for the adverting and promotional aspects to get to the best of the information for all of it. The customers try to find the answers to their doubts in the advertising and the promotional content of the company. Hence all the different companies need to make sure that they are providing a piece of detailed information about the product to the customers. Therefore, it is critical for the organisation to ensure that they are giving complete and detailed information about their product and service in their marketing content and process. Hence all of these are some of the basic away that can be adopted by the Café Pod company in the matter of developing a good marketing service as well as generating a good customers services experience for the customers of the firm (Neelakantam, 2015).
The various functions that are performed by the marketing unit, as well as the other functioning unit, have only one major objective that is to provide the best customers service to the people as well as to increase the productivity of the firm. The marketing functioning of the Café Pod company also tries their best in the matter of increasing customers satisfaction and as well as to meet the need of the customers (Kusumadewi,2019). 
Conclusion
 Marketing is critical for the appropriate and effective growth of a business. It has been seen that to make the functioning and the growth of the company a lot more productive and effective, the firm must follow all the necessary and the required amount of process. The use of a correct and proper number of strategies is very necessary and important for the functioning of the firm. The stakeholders have a lot of impact on the marketing process of the company as well. As per the changes and updates in the organisation stakeholders and the environment, the firm has to take the further decision in the process. Apart from this the concept and the need for customers service is related to the idea of proving the customers to make the best of customers satisfaction. The roles and the marketing activate that is done by the marketing unit of the company helps in the matter of increase customer service and also proving them with right amount of the satisfaction. Customer happiness contributes to enhancing customer productivity, which enables the company's work and development to be significantly more productive. More the customers are satisfied more it will help the company to grow and achieve the objectives of the firm.
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