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Abstract
This paper aims to explain the critical role that marketing plays in creating value for our customers. Demonstrate what the marketeer’s way of thinking and evaluation of the market should be and the tools at our disposal to understand our customer’s needs and address them most efficiently. We will familiarise ourselves with the marketing mix elements, discuss its theoretical part, and give practical examples that can be used to create a competitive advantage and a unique selling point for the firm. Examine the concept of the 4Ps (product, price, place and promotion). Introduce and provide perspective on the concept of Global Business Environment, the impact it can have on our marketing activities and the role of the stakeholders within the business.

Introduction
Marketing Is the driving force that changes everything around us; everything we see in the shops, every product off the shelves, and every radio or tv commercial we see has been shaped and formed by Marketing processes and strategies. Some people are misled into thinking that marketing is just about advertising and promotions, but this is a small part. In reality, marketing is a fundamental discipline that supports companies that produce goods and services in the constant chase for fulfilling customer needs and desires. Both large and small companies are subjected to the same factors inside and outside the business. The marketing process is the way to understand and adapt to the industry’s marketplace and maximises competitiveness. (Kotler and Armstrong, 2018) (Kotler and Keller, 2016) There are various strategies that a business can implement, but all of them aim to promote our products and services and achieve high customer satisfaction. The marketing mix is the most proven method over the years. This concept has been developed and improved to perfection and has now become a multi-element framework, supported by theory and years of practice. The marketing mix is the tool of decision-making managers to ensure that the business’s offerings satisfy customer needs. It is commonly referred to as the 4Ps (Price, Place, Product and Promotion). (Kotler and Keller, 2016) Edmund McCarthy introduced the 4Ps concept for the first time in 1960 as the necessary structure for marketing planning and implementation. (Edmund Jerome McCarthy and Perreault, 1990) To make all this marketing strategy effective, however, we need to understand the context in which our business operates.
Factors like economics, laws and policies come into play when we execute our plans. (D, P and E Jerome Mccarthy, 2019) The concept of the Global Business Environment is therefore fundamental. There is a lot to process and many moving parts. With transport and communication improving rapidly, businesses are expanding their markets further; nothing stops firms from operating within national borders. However, governments have the power to allow it, services are being outsourced, and parts and products are made in many different countries until, eventually, all come together. (Guy, 2010) All those concepts and more should be understood and utilised by managers trying to drive the business forwards.

[bookmark: _Hlk110981815]The Role of Marketing in Creating Value for Customers
Marketing is the process of creating profitable relationships with customers by engaging with them in various ways and creating superior value to the competition, expanding our customer base and delivering satisfaction. (Kotler and Keller, 2016)
Definition of Marketing
There are many marketing professors and authors that have tried to give us a definition of marketing, but there are some internationally used institutions that are most often quoted.
The Chartered Institute of Marketing (CIM) defines marketing as:
“ The management process is responsible for profitably identifying, anticipating and satisfying customer requirements.” (CIM, 2015)
While the American marketing association (AMA) provides a more detailed and specific definition:
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. (AMA, 2017)
Both definitions centre on creating value for various customers and partners in multiple ways. So, the possibilities seem endless, but what is value? How do we design and deliver it to our clients? Robert Schieffer states that a company's value comes from its existing and future customers. The way to a successful business is growing and keeping our customer base. Schiffler argues that customers, in fact, are the force behind every factory ever built, every hired employee or any business activity that was ever undertaken. Without customers, there is no business. (Schieffer, 2005) Products that provide value for our customers are what make our industry competitive. Value, however, is in the eyes of the beholder. We must offer products and services that our clients need, rather than what we think they need. Therefore, extensive knowledge and analysis of the market are necessary. With the growing power of digital technologies, companies are more than ever capable of connecting and listening to the customers, the driving force for every business, satisfying and delighting them to the extent that was just not possible a couple of years prior. (Kotler and Keller, 2016)  More and more firms are focusing on satisfying customers and developing their brand reputations around it, creating a competitive advantage over the competition with products designed for the customer’s needs.
If we take Dyson as an example, their whole philosophy has been to take everyday household items that are not designed well and don’t operate efficiently and make them user-friendly, more effective and efficient. This simple concept of making things that little bit better has skyrocketed Dyson to international success. (Kotler and Armstrong, 2019)
The business structure has also changed to satisfy clients and build lasting relationships. When managers realised that the customers were the only source of value for the business, the organisational chart transformed utterly. As shown in figure 1 below, modern customer satisfaction-based and value-driven companies have inverted the pyramid. The customer is now at the top of the pyramid, followed by the front-line employees. Such employees visually represent the company to the clients. And at the bottom is the high management with their sole purpose of finding the correct employees and implementing the customer satisfaction policy. Moreover, some Kotler adds customers along the pyramid’s sides to represent every employee’s desire and involvement in meeting and fulfilling customers’ needs. (Kotler and Armstrong, 2019)
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Figure 1
Companies in all sectors have recognised the importance of satisfying customers; developing the correct reputation can be the key to a long-lasting competitive advantage. This is particularly important in the retail part of the business world; most staff are behind the counters, dealing with customers. In other words, the connection with the company’s managerial team can sometimes be vague and inconsistent. Communication becomes essential, and a culture of listening to the employees can benefit the management team. When looking into the structure of the retail giant ASDA, the supermarket chain owned and managed by Wal-Mart, it is paving the way to listen to employees and communicate to top managers actively. One of Asda`s directors, David Smith, claims that continuously improving has not been an easy task over the years, but they have many appraisals won for their hard work. The supermarket giant has built a reputation for keeping staff and customers happy. Smith says that Asda’s success lies in the simple tasks they put together and the cone conditions in fulfilling those goals, rather than the standard approach with big statements that turn out to be smoke in the air and never materialise. He believes their structure at Asda is the absolute gamechanger for them; the messages from the top down are well put together; More importantly, the management team takes feedback from the staff seriously and is communicated back to the top with no exceptions. (Smith, 2011)
As it is now clear, the market in the 21st century is changing rapidly, competition is fierce and making the correct marketing strategies is critical. There is demand for products that meet the client`s specific needs. Therefore, a market-driven approach is required. Various forces affect opportunities in the global market, and marketing has become vital to every business. Designing and implementing a thorough plan of action is part of the responsibility of every decision-maker. Strategic marketing should be implemented across all hierarchy levels, and all employees should be involved in the marketing activities. Behavioural and analytical approaches should be utilised to their full potential.  Marketing research should direct us to the target markets and help us create the appropriate marketing mix. Ensuring we are taking the most effective way of managing our marketing efforts. Businesses can benefit from using the well-known framework of Segmentation, Targeting, and Positioning (STP) to create strategic marketing. This is a 3-step model for designing a customer value-driven marketing strategy. The first steps help us establish the customers we want to serve. Market segmentation divides the market into groups based on the customer’s specific needs, behaviours and characteristics. All the divided groups will require specific marketing mixes, developed as profiles and segmented. In the second step, targeting, we evaluate each segment based on the attractiveness of our products or services. And finally, the company needs to create a value proposition by presenting superior value to the competition. Positioning ensures that our product or service is delivered clearly and distinctively relative to the competition.  (Kotler et al., 2017)
For example, Coca-Cola has selected teens as the most attracted to their products. This is a vast target audience as young people represent one-third of the world population – over 2.5 billion are under 18. Coca-Cola focuses all their effort on targeting that specific group. As part of their marketing strategy, they struck a deal with Spotify. The global music network is the teenagers’ favourite to connect with other music lovers and share experiences with friends. The platform serves as the link between the world`s teens and the brand Coca-Cola. Combining the feeling of happiness that comes with music and the satisfaction after a refreshing drink. (The Coca-Cola Company, 2012)
The next logical step for a company would be to use the guidance of STP strategy and create a unique marketing mix of the factors within its control. Neil H. Borden claims to have introduced the term marketing mix in  1959 as a list of the essential ingredients for a successful marketing program. (Neil Hopper Borden and Marshall, 1971) Later, the term became a set of controllable variables that the company can use to influence the market. It still consists of practical tools that can be used to comprise a marketing plan—also referred to as the Four P`s product, price, place, and promotion. (Borden and Marshall, 1959)
The four Ps are everything the company can do to deliver customer value. Product relates to all that end products of the company; services and physical products are considered. Price considers the amount of money the clients are willing to pay for our products or services. It might involve discounts and credit possibilities as part of the variables. Prices must be adjusted for the economic situations so the business can achieve maximum competitiveness; the customer perception of value is how we navigate this variable. (Kotler et al., 2017) The place is everything that a company can control to make the product and service readily available to the public. General exposure like branches and dealerships is what we need to consider at this step. And finally, promotion operates with all activities that can help the business communicate its competitive advantage, pursue customers, demonstrate value to them, and capture value in return. (Kotler and Armstrong, 2018)
[bookmark: _Hlk110982034]The most effective marketing strategy blends those four Ps to create the maximum competitiveness the business is capable of and generates a marketing mix that will serve as the company`s framework for reaching and engaging with customers. 

Global Marketing Environment 
The constant change in economics, policies and the world as a whole force businesses to change their strategies and expand over the restraints of a single country. The rapid development of communication and technology is handy when companies are looking to expand their markets in new countries and step into the global market. International business refers to all business activities (production, sales, franchising, investments, transportation) done over national borders. We have examined the controllable factors that every business is looking to utilise, but there are also variables that the companies cannot control, whether domestic or international. All uncontrollable factors must be considered when the business is looking to step onto the global stage. The competitive and economic forces of the market that we are looking to step into. Political and legal aspects can also strongly influence business decisions. (Zajda and Val Dean Rust, 2010) Operating a multi-national business must consider each country's technology levels, geography, and infrastructure. Everything is much more complex when multiple countries are involved, as the company must navigate around each country`s individual rules and legislation. 
An analytical tool called PESTLE analysis, an acronym for Political, Economic, Sociological, Technological, Legal and Environmental, is commonly used to evaluate the business environment in which the business will potentially interact. It is a situational analysis model that assesses the dynamic external business environment. The model considers the external environment and helps the industry make conclusions about the attractiveness, potential for growth, market performance, and trends. With the help of this model, the company can develop strategies to combat and overcome obstacles and achieve a better market position. Understanding the market and trends will allow the firm to introduce more relevant products and services and represent improved customer value.
What`s more, to exercise good marketing strategies, there should also be good marketing management. Successful marketing requires attention to all the five management functions – analysis, planning, implementation, organisation and control. After the company devises a plan of action, the strategy should be translated to the separate divisions within the organisation. Those plans are then carried out with the help of solid implementation and organisation practices. The last but not most minor function is control; this is where the company evaluates the results of our marketing strategy and takes corrective measures if necessary. Marketing analysis would be the first step to successfully strategising the firm’s marketing. (Kotler and Armstrong, 2019)
Managing should always be executed from a position of knowledge. Marketers should begin by evaluating the company`s position and current situation to get that necessary knowledge. The most common way to get a complete understanding of our market position is to use SWOT analysis and assess the company`s (strengths (S), weaknesses (W), opportunities (O) and threats (T)). (Kotler and Armstrong, 2018) Strengths would be all the factors that can influence the firm positively, such as resources and internal capabilities. Weaknesses for a business are everything that can affect the company`s overall performance negatively; it is primarily internal factors specific to the company and its performance. Opportunities are factors that can serve to our advantage in the future if the company manages to utilise them. Favourable factors are all the current trends that we can discover. The threats are on the other side of the spectrum; these factors can potentially challenge the business. Every manager striving for success should evaluate the company’s strengths and weaknesses and work to align the firm`s strengths with the opportunities while also planning for and overcoming the challenges that might arrive in the meantime (Kotler and Armstrong, 2019)
A great example of well-executed marketing analysis is Fáilte Ireland. They have implemented a promotional campaign called ‘Ireland’s Hidden Heartlands’. This campaign based on the exploration of the treasures of Ireland was created after researching thousands of customers across the USA, Ireland, United Kingdom and Germany. It is a 2400km coastal drive, the longest ever in the world. Those initiatives are tailored to fit every individual market, including the UK, Mainland Europe, developing markets in Asia and Australia. The success of this approach is undoubted as the foreign visits to Ireland increased by 12 per cent from Europe and UK by 2.4 per cent despite the economic crisis. (Failte Ireland. i.e., 2022)
Globalisation is a term commonly used to refer to the growth of the economy, populations and the interdependence of countries which is a consequence of the increasing international trade. Many partnerships are built between countries to ensure smooth movements and economies grow. Globalisation generally contributes to society’s well-being as companies strive to deliver better consumer products. Global interdependence became a theme in the 19th century as transportation reached an adequate level; along with increased cooperation between countries, the wave of globalisation is still expanding. (Kolb, 2018) The main driver of globalisation and rapid economic growth is many Economic and Political Unions that have been formed between different countries. The global market relies on those unions to regulate and reduce barriers so that international trade can operate smoothly. Europe has set the tone for political and economic alliances to support development. A typical market with unified rules has been the European economic community's primary objective since its establishment in 1957. It has grown into the European Union and joined 28 member countries, providing free movement of goods, services and people. (Smith, 2005)
However, economic and political unions can be found across the globe, such as the European Union-Japan Economic Partnership Agreement, which sets regulations and common standards to protect investors and businesses operating within the union. The agreement removes trade barriers such as tariffs. It creates a level ground for all businesses to operate in and shapes the global business by standing behind solid business values. Furthermore, this agreement conveys that some of the world`s largest economies stand together to create a supportive and fair business environment. (policy.trade.ec.europa.eu, 2019)
The focus of many firms’ efforts has been marketing for the customers, but in recent years there has been noticeable energy spent simultaneously creating value for the stakeholders. There are various definitions of what the stakeholders are. Still, Dr Friedman might be the most thorough: “an individual or group who can affect the achievement of an organisation’s objectives or who is affected by the achievement of an organisation’s objectives” (Friedman, 1962). The standard business approach is for the company to consider the stakeholders when making decisions. Furthermore, all stakeholders should be treated with respect and consideration, as the firm has responsibilities and obligations to its stakeholders. The business needs to recognise its stakeholders as it is not only the business that can affect them, but the stakeholders can also affect the business. (Cooper, 2004) Companies need to be aware of their stakeholders. The activities of a business will affect many of its stakeholders. The stakeholders can also influence the decisions that a business makes. Owners, Managers and suppliers are vital to the company`s decision-making process and are also part of the stakeholders, so the business decisions should be tailored to treat everyone fairly. (BBC, 2021)
Conclusion
The skills and knowledge required to analyse the market, identify potential and minimise threats while creating a company-wide strategy and implementing it are extensive. More often than not, marketing and managing in the 21st century involve high technological and communicational knowledge and leadership and organisational skills. Some levels of global marketing are present in almost every business scenario, and the rapid and continuously developing world of business offers unique challenges for all marketers. Management has been a hierarchical structure in the past, but now the hierarchy is shifting; customers are now the highest priority and the only driver of business growth and continuous success. The future organisation is team-based, cares for all stakeholders and seeks to create value for them with every decision. To create a solid action plan, the company must clearly define its objectives and policies, after all the necessary research, market attractiveness, potential risk, competitive advantage and unique selling point. The purpose of every company is to engage with and keep its customers; the business should constantly try and offer better, more practical and more effective products in the best possible mix of Place, price, and promotion. Furthermore, global corporations should strive to be competitive worldwide.  And while preferences and trends constantly shift, businesses should be quick to adapt. No company is safe from global factors and constant technological advancement. Two forces shape the marketing world- technology and globalisation. The first helps us understand the customer’s preferences and how to meet their needs, while the second helps us understand the economic reality we operate in. 
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