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[bookmark: _Toc85878031]1. Introduction
The very essence of Marketing is establishing a trustworthy and profitable relationship with its customers. For a business to succeed and gain customers, it is increasingly important for businesses to come up with unique and profitable marketing plans. The marketers need to understand and intimate themselves with knowledge about the economy, the marketing plans of their competitors, and the Global Marketing Environment. It is no surprise today that the global marketing environment is subject to rapid changes almost every day and this is leading to fierce competition between the top brands within different markets (Matuleviciene and Stravinskiene, 2015). All major companies are aware of these global business environment changes and thus they aim to transform these changes into opportunities for the company. For this very purpose, the marketers within a company need to have access to information and keep themselves updated about the marketing strategy of their company so that they can use these changes for their benefit. Today, Global Economy is operating on principles that are more or less influenced by capitalism. Due to the hyper-transparent nature of the economy today, companies need to have a positive public image and good objectives so that the customers can decide upon its authenticity. As the company grows, the need for new innovative minds increases.
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Figure 1: Stakeholders of the Organization
The terminology Stakeholder includes all those people who have an interest in the company and the way it performs its business (Lehmann-Willenbrock et al., 2017). Broadly classified, Stakeholders can be divided into two distinct groups, one being internal and another being external. Both these groups have their tasks and duties to perform. Internal stakeholders also called primary stakeholders, constitute a company’s employees, managers, and other eminent members like the board of directors.
[bookmark: _Toc85878032]2. Discussion
2.1 Stakeholders within a Global Marketing Environment and their impact on Global Marketing Functions of an Organization
In a global business environment, the members across different countries and localities are chosen such as the employees, investors, suppliers, community groups and others.  According to Watson et al. (2018), managing the stakeholders in a global environment is challenging and crucial. In the contemporary business market, situations may change at any point in time and create either issues or opportunities. Thereby, it is very important for any business like the multinational companies operating in a global environment to identify the stakeholders and map out those who need to be informed, given interest or kept as the last priority. Stakeholders are important as through collaboration, successful projects are executed. In the opinion of Tuomisalo and Leppäaho (2019), stakeholders do have the capability of enhancing the marketing strategies and approach in the international locations or cross-boundaries. From the Dynamic capability theory, resources can be organized in a well-structured manner and also let the company reach new avenues. It is being believed that rather than the heterogeneity of the resources, the capabilities can let the companies perform robustly but it will not be possible without the cooperation of the stakeholders in a larger context.

Figure 2: Global Business Environment
Marketing functions do starts with the marketing processes such as Situational analysis, objectives, strategies, Implementation and Control. Without these processes, the marketing function remains incomplete. In respect to the different processes that occur in a sequence, however, the stakeholders do have a wider role in performing the processes. 

Figure 3: Marketing Processes
(Source: Created by the learner)
Situational Analysis as has been opined by Sulkowski et al. (2018), is one of the strategic tools that determine the strength and weakness of the internal factors and accordingly make the decisions look more worthy. However, with the Situational Analysis, the opportunities and the threats are also identified which makes the employees and the managers aware of the issues and take action. In the contemporary business environment, the SWOT analysis is applied to use the Situational Analysis that makes the business perform satisfactorily. Stakeholders are vital parts of any organization where the situational analysis helps to make the decisions. The contemporary business era has been challenging and uncertain hence with the use of the SWOT analysis, major decisions are being taken after forming plans. Planning is important for the employees to research the market and match the internal capabilities. Internal capabilities include the market position of the company, the revenue, the key strengths of the employees, the business models and other factors. It is thereby stated that with the knowledge of the internal factors, it becomes strategic and easier for the managers and the stakeholders to take key decisions in every aspect of performance. 

Figure 4: SWOT analysis
(Source: Created by the learner)
Situational analysis, objectives, strategies, Implementation and Control. Without these processes, the marketing function remains incomplete. The managers identify the SWOT analysis through which the opportunities are identified along with the weaknesses. Concerning the organizational performance, if the stakeholders do identify the internal capabilities and competencies then real action can be taken. 
Objective(Goals): Objectives are developed so that the organization can follow what are the deliverables that are to be achieved and work effectively. Objectives for a global organization are the main elements that help the organization to have clarity and ensure that better results are being derived. The internal capabilities are then aligned with the objectives that let the members of the organization game up with the strategies with the managers to execute better plans. In the contemporary business era, SMART objectives are being developed that foster innovation and perform with robust mechanisms. It is up to the managers and the stakeholders to understand the objectives and then make the final plan. In the opinion of Bjerke and Renger (2017), marketing decisions are key decisions that are in the hands of the stakeholders considering the brand reputation, the competitors and also the external environment. From a larger perspective, it is being evaluated that stakeholders with cooperation and collaboration do take strategic actions. The employees and managers are important in this process to make the decisions and frame the SMART objectives in time. 
Strategies: Organizational structure and strategies in the contemporary business environment do hold a significant aspect in delivering the decisions. Organizations with the strategies proceed in the larger environment and meet the threats from the competitors. According to Sartipi (2020), for global businesses, operations are quite challenging but with effective decisions, multiple benefits can be gained. Culture, strategies, employees’ engagement, policies and suppliers’ relations do count as vital since global businesses are challenging and crucial filled with different circumstances and uncertain as well. Stakeholders like the employees, customers, community groups are involved in the process of decision-making. Global businesses face many issues with the cross-cultural contexts that create confusion but, in the end, do provide the company with huge benefits (Shabbir, 2017). In the recent era, businesses are filled with so many factors that stakeholders need to identify the important ones and then progress with the additional performances. Customers are the real ones for whom the businesses are established and performing and so it is important to know their perceived requirements and their actual purchase decisions. The role of the management and the stakeholders are to communicate with each other and build up the strategies that will meet the expectations of the customers. It is thereby found that the customers like their posts in the social media platform or face to face interaction provide a plethora of knowledge about their needs and demands from the businesses. 
Strategies are adopted for the performance of the organization to be enhanced and also ensure that better results are being derived. For incorporating Corporate Social Responsibility, the stakeholders individually play strong roles where each one tends to manifest better performance. The values that are embedded in the operations of the organization requires the stakeholders to have a robust decision with innovative mechanisms. Government has a wider role to play where the decisions that are taken are in line with the regulations imposed by the government. On the contrary, community groups with their feedbacks do state the requirements that are to be fulfilled. 
Implementation: For the implementation of the strategies, the cooperation of the stakeholders is needed for which all the stakeholders need to be aware of the different decisions. In this decision, the managers, the employees and the government do have the role to play. It is being evaluated that with the challenges that come in the business environment, the stakeholders take the initiative to plan, perform, control and then execute (Jeon et al., 2020). Global businesses do have different operations to be carried out but without the collaboration of the stakeholders, the deliverables cannot be met. 
Control: For the control, the employees and the managers can devise a Risk Assessment Matrix that will foster better decisions to monitor the plan and also review the progress of the plan. Collecting feedback from the customers, having a discussion with the employees and also engaging the community members. 
The different stakeholders in a global environment have a different significant role to play:
Employees: Employees in the global environment are a mixture of talents performing to accomplish the organizational goals and also endure professional development in a personal context with better positions being awarded. Exchange of knowledge and information with different employees creates more opportunities for the people to focus on creative ideas and ensure that better results are delivered. The global environment is not easy but with the collaboration of the employees, the process becomes interesting and easier. It is a part of the organizational strategy that firms need to renew constantly and oversee that new dimensions are being emphasized creating more opportunities for the employees in a wider context. As has been opined by Mobaraki et al. (2020), marketing capabilities are those that when deployed pave the path for incorporating the superior market knowledge from which economic rents are being incurred. Employees operating in an international or globalized area do have a broader knowledge where they think of the bigger picture and this maximizes the scope for the organization. With the global environment in mind, employees do think of ethical paradigms as well as of the risks that are associated with every department. Those businesses like Apple Inc or Nestle operating as multinational companies think of the suppliers and the risks associated with it. Corporate Social Responsibility is one of the vital issues that are popular in the worldwide market where the employees do have a positive and important impact (Akisik and Gal, 2017).
Thus, employees always are prepared with performances that are ethical and also meet the expectation of the customers (Mohamed, 2020). Companies in a global context do think of the customers on a wider range varying in different countries and so the decisions are taken keeping the global location in mind. Employees are important assets of the organization where a pool of talent puts their efforts to reach out to different customers in a unique way and also satisfy their demands. It is being evaluated those businesses depends on their employees for creating enhanced performances and ensure that the best is given to the customers. 
Managers are also a part of the stakeholders and they have a bigger role in discussing the issues with the employees and framing the plans and designs. Until the managers approve the design or plan the design, objectives cannot be met. Employees and managers in combination do play a wider role and have a collaborative approach in establishing new and innovative avenues. From a wider avenue, it has been stated by Nguyen and Fry (2021), managers take the final decision on the way the resources are being used and also determine the sources through which resources can be organized. In the marketing function, managers after studying the frequency of the purchasing intention decide on which products to be focused on and which services to be kept at the last. Therefore, in the marketing function, the managers and the employees need to collaborate and bring the action into reality. Employees have their role and impact upon the company’s standing and reputation. The way they perform not only increases the profits but also increases the efficiency of the company. Shareholder-like managers are concerned with delivering a strong performance so that they are successful in maximizing the returns on their investments (Oleksiv et al., 2020). They also look after the projects of the company and manage each department within the organization to see if each one of them is working efficiently. The sole aim of the board of directors is to increase and achieve sustainable profit so that the company can make a name of its own and soon become a renowned brand, attracting customers every minute.
Customers: As suggested by the name, external stakeholders generally include customers, buyers, investors, suppliers, government agencies, and the overall community. All these Stakeholders play an important role in impacting the global marketing functions of the company. 
Since the customers want the only best quality for their products, the organization has to become the best at what it produces and it has to ensure good customer service (Nwabueze and Mileski, 2018). Usually, customers also wish to see the company making a positive contribution to society and because of this, the company has to adopt sustainable measures as their method of production for minimizing wastes that affect the environment (Malhotra and Agarwal, 2021).  The company also needs to make generous donations and contributions to various social causes for gaining customer support and favour. Suppliers expect to see increased orders and demand for their resources and the government bodies expect the company to abide by the rules laid down by them. They also want to see an increase in employment opportunities by hiring more people and supporting the economy. Organizations are also impacted by the community's demand for goods and services and their expectations of opening up new employment opportunities.
2.2. Discuss Various Marketing Functions within an organization and how these functions
satisfy customer needs
The main focus is given on the customers but on an in-depth analysis, the focus gets stretched to other issues as well such as supplier’s performance, following of protocols, getting compensated, and even undertaking challenges to explore new avenues (Aburayya et al., 2020). Like in the current era, digitalization has been the main concept that is embraced in almost every business. Employees with digital tools can research the global demands and manufacture those goods that are needed with larger demands and in good bulk. However, if the research is not conducted in a global context, it will lead to failure of the attention of the customers that can be a loss for the employees.  From a wider context as per the research conducted by Vizcaíno et al. (2021), using the organizational capabilities and having a bigger mindset, employees can align the business procedures with the social responsibilities policies and meet the expectations of the customers. Corporate social responsibility is not endowed only with the managers but with the employees as well. In the marketing function, employees have the roles to research different customers trends, study the social media reviews and feedbacks, analyze the statistical graph on the customers purchasing frequency (Aburayya et al., 2020). 
Distribution, in this context, means the ability of the company to decide how it will get the goods it is expecting to sell to customers (Carlos and Yalamanchi, 2012). In today’s inter-connected world, distribution means that the company must be ready to take its products to the customers, and thus finding good distribution channels is very important. By cross-cultural strategies, customers are directed to know more about the products. By using certain promotional content with the right platform, the companies can enhance the customer's satisfaction level. The marketing department has the key role of researching the demands of the customers on a global note and matching their expectations (Kotabe and Helsen, 2020). Customers have different requirements such as tastes, safety requirements, quality, affordable price and sustainable products. Hence, through the meeting up of the demands, the customer's satisfaction can be met adequately. 
The different marketing functions are:

Financing an enterprise
It is very important for a business owner running an organization to find and allocate money through investments and loans to market a product and successfully advertise them.
Deep market researching
This generally means that the organization needs to conduct deep research about the customers they are intending to target. Their age group, preferences, wants, need to be analyzed and considered. Plans should be made accordingly so that they do not choose the company’s competitors over it.
Setting prices
This is generally a challenge for most businesses. The organization needs to make sure that if they set the price of a product too high, the brand might lose several customers and if they set it too low, they might end up incurring huge losses. Therefore, it can be said that the ‘right price' can only be achieved through the trial-and-error method. 
Product and service management
After the company has chosen its target audience and set a perfect price for the product it’s putting for sale, the primary goal becomes to efficiently manage the sales. This includes good customer service, responding to their needs and concerns, and conducting market research.
Promotional channels
Effective advertising of the products is very important for bringing in new customers and retaining old customers (Zanberova, 2021). In this era of social media, the company needs to develop and come up with unique ideas for promotions. They must stick to conventional goals but adopt a new perspective. For the global environment, first, the way the customers are demanding the products is being studied and accordingly, the right channel that can approach the customers globally is incorporated. Facebook as one of the global social media platforms is also used to reach out to the target customers and also ensure that they are being attracted through it. Cultural factors in the marketing and promotion of the products according to Qureshi et al. (2017) is vital since, in the global context, customers belong from different regions. In Facebook, for example, the right tone, image and content should be developed that will influence the purchasing decision of the customers. Nestle as one of the multinational company uses YouTube and the Facebook channel to inform the customers of the new products and services. 
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Figure 6: Nestle advertisement in India
(Source: Sen,  2021)
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Figure 7: Nestle advertisement in the UK
(Source: Moses and Ambrose, 2018)
Matching products to customers
Even though it’s usually believed that selling and marketing are closely knit together, selling comes towards the end of the entire production process. This is usually because it comes after the wants and needs of the customers are thoroughly analyzed and prices are set by the companies
In the opinion of Chabowski and Mena (2017), marketing functions are wider when thought of from the global perspective. It is being evaluated that the marketing function does require the managers to develop strategies with cross-cultural factors and target the global audience on a mass scale. 
[bookmark: _Toc85878033]3. Conclusion
The phrase that the customer is the king of the market is true in every respect. Even though companies focus on making profits and reaching their goals, it cannot be denied that one of their major goals is to satisfy their customers. It is only when they design, set up a price, and deliver according to the wishes of their customers will they be able to retain their customers. Brand loyalty is what every organization today strives to achieve. In the process of making this possible, the organization also undergoes massive changes. It is only when the organization excels in offering good quality products at economic rates and improves their marketing strategies will they be able to create their fan base.
With being aware of the social responsibilities, employees can design new ways of manufacturing that will deploy cost-effective techniques and also provide quality services. The main focus relies on the employees since they have real hands in the operations and if they think from the global concept, multinational goals can be achieved without hampering the environment. Industries operating in large size used to think of the profit but with the emergence of the CSR policies and values, the trend has been changing to a positive note and employees are embedding eco-friendly and cost-effective means in the operations
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