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Introduction

Globalization is the increasing interconnectedness of the world's economies, the growing international trade in goods and services, the increased flow of capital, and the global spread of technology. It refers to companies developing activity on a global scale. The main elements of globalization are export, import, and location. Globalization has led to changes in the business environment by increasing political, social, cultural, and economic connectivity and dependence. The consequences of globalization for business are increased market opportunities as well as threats such as increased competition and a greater level of uncertainty.
This report aims to explore the marketing challenges facing firms in developed markets under the conditions of globalization and its impact on organizational performance. In modern market economies, the more competition increases, the more marketers must develop appropriate strategies to meet the individual preferences of consumers as much as possible. The report will analyse and evaluate the role of marketing in creating а customer value and the impact of stakeholders on the marketing activities of the organization.













Main Discussion

The term customer value has different interpretations, it can mean getting what you want, low cost, getting quality for some price paid (Zeithaml, 1988).
[bookmark: _Int_uBkn2ji3][bookmark: _Int_DnsRbkar]Woodruff defines customer value as: “A customer perceived preference for and evaluation of those products attributes, attribute performances, and consequences arising from use that facilitate (or block) achieving the customer’s goals and purposes in use situations” (Shanker, 2012).  
A marketer's job is to help sell the product or service. According to good marketing companies, marketing is closely related to creating value. The work of the marketer begins with the emergence of the product idea and with the help of managers they develop and refine this idea until they receive a winning offer. One of the main tasks of modern marketing is to meet customer needs by creating value. The marketer selects a particular product or service to provide value. It then sets a price to create value in the exchange. It also chooses distribution channels that are accessible and convenient. The marketer chooses through which messages the value of the product reaches the customer. In general, marketing is a value-creating discipline. Modern marketers have passed the stage of mass marketing and now their goal is to define their target customers and find a way to satisfy them. Their definition of the target customer starts with their 4Ps: Product Development, Price, Place, and Promotion.
Marketing Mix
To support the analysis and evaluation of the role of the marketing mix in creating customer value, we will use as an example one of the largest retailers in the UK and the world Tesco plc. Tesco plc is one of the leading supermarket brands. The popularity of the brand among consumers grew so much that it went beyond the borders of the UK and spread to twenty more countries in Europe and Asia. 
Tesco uses the marketing strategy with the marketing mix framework including 4Ps. The company has several marketing strategies for product innovation, a special pricing approach, distribution, and current promotions. Using these business strategies based on the marketing mix, Tesco managed to keep the brand in the market. In this way, the company is competitive in the market and can achieve the set goals.
[bookmark: _Int_bgZ8srWn][bookmark: _Int_aJJpuFpG][bookmark: _Int_2Mb3bRoH][bookmark: _Int_5jtdtzI7][bookmark: _Int_0XSwAr33]The 4 Ps of Marketing is a theory uniting the four main units of any marketing strategy.  These are:                                                                                                                                Product: A good or service offered for sale.                                                                        Price: How much does it cost and how does this affect the customer's attitude towards this brand?                                                                                                                                   Place: Where is the product or service offered and how do customers find information about this industry?                                                                                                         
Promotion: How do customers learn about the product or service? Are the strategies used effective?
By covering these 4Ps the business hopes to increase sales.
[image: ]
(Patel, 2022)

The first P is Product.
Product. It could be a dress in a clothing store or some drink, it could be software or a service, a massage, or a concert. In summary, the product is everything that is offered to the customer.
Through the 4Ps strategy, marketers try to understand what their offer needs to stand out from the competition and thus attract customers, or in other words, what can make the product attractive and unique so that the company can stand out and prosper.
Tesco's product strategy:
Tesco's product strategy and its marketing mix strategy have the following explanation.
Product categories.
Tesco supermarkets have a wide variety of product categories such as Food, Beverages, Bakery Products, Frozen Foods, Pet Products, Home Electrical Products, Toys, Garden Products, and many more.
Tesco's product line is constantly expanding and thus satisfies all the needs of its consumers. Tesco is also developing in the online marketing sector; it offers grocery delivery and free music downloads. In each of its categories, Tesco has a wide variety such as brands, international cuisine, regional products, and more. In this way, the customer has a large choice.
Private Labels.
Tesco has its own brand for some products that are also at lower prices: Everyday Value, Finest, Tesco Loves Baby, Tesco Value, F&F Clothing
Services.
Tesco Bank offers loans, credit cards, savings accounts, insurance, and mortgages. These financial services are frequently used by customers in the UK.
Tesco also offers mobile services, offering mobile phones and SIM cards. Photo services are also available in Tesco stores.
The second P is Price.
[bookmark: _Int_y3gtM9y4]“Although it’s simple to understand, it’s really hard to come up with the “right” price. The one that does not just drive the most amount of sales but also drives the most profit” (Patel, 2022).
The price is the value of the given product, it is the result of the production costs, and it depends on the target segment, the supply, demand, and the solvency of the consumer in the given market. A business can use several different pricing strategies. Pricing can also serve to enhance and differentiate a product. Marketers should ask themselves the following questions when making a pricing strategy - what can be the lowest price at which they are willing to sell the product, what is the highest price that the customer is willing to pay, and what is the customer's sensitivity to price, at what prices offer the leaders in the same niche, where their price ranks compared to the competition.
Tesco price strategy:
Thanks to Tesco's low-price strategy, the company has been favored by customers over the years, and so it has exceeded expectations and become the leading supermarket chain, overtaking legacy brands such as Sainsbury's. The company believes in the "every little helps" strategy, so there are large stores where the prices are low, on the other hand, in the smaller stores the prices are a little higher due to overhead costs (Bhasin, 2022).
[bookmark: _Int_yu5IOzwP][bookmark: _Int_eAo4Yu8w]“A little help makes a big difference. Our motto 'every little helps' goes beyond just helping with your shopping. We’re also committed to helping customers, colleagues, communities, and the planet” (Tesco. com,2022).

Tesco offers quality goods at low prices. It uses some of the best supply channels to be able to keep prices low. Tesco is in constant interaction with its suppliers to achieve an efficient supply chain and thereby reduce prices. Prices in Tesco supermarkets are low and stable. The company is reducing promotional costs to further lower prices. Tesco uses a unique Brand Guarantee program, where if the customer can find a lower price for the branded products in any other store, Tesco will cover the difference if the customer buys 10 or more items, thus ensuring that the customer pays the least at Tesco (Team, 2022).
Tesco also uses an excellent promotional pricing strategy through a club card system, where the customer collects points with every purchase that can be turned into cash, and loyal customers receive additional discounts. This pricing strategy helps to reduce prices, which leads to an increase in sales without significantly affecting profit (Bhasin, 2022).
The third P is Place
It refers to the place where the sale takes place. A good "place" strategy should include attracting the customer's attention and creating conditions for easy and convenient shopping. Merchants pay a premium for the right location.
“As they say in marketing, it’s all about location, location, location” (Patel, 2022).
The company must find where its customers are, it does not have to wait for them to go to the company, the company must go to them. A marketer must choose the right place by researching the places and platforms where he can find his ideal customers and be there. The company should think about the following questions that will help it choose the right location: Where is her customer, what distribution channels are they using, which outlets sell their product, are sales to the customer directly or through intermediaries, where is the competition?
The customer must be at the centre of the decision for a place but is important to have in mind the other Ps.
Tesco place and distribution strategy: 
Tesco uses two main ways of distributing its products: online and offline. In offline distribution, Tesco has about 7,000 stores worldwide. Depending on the size of the store, they are divided into Tesco Extra, Tesco Metro, Tesco Express, Tesco Superstore, Tesco Compact, and Tesco Home Plus. For example, Tesco Extra are large stores where the customer can find a broad range of products in one place and shop for everything that they need in one trip. Other stores such as Tesco Express are smaller stores offering necessities, but the prices are also higher. According to Tesco's research, not all customers like large hypermarkets and do not feel comfortable there. Therefore, in such cases, small shops are preferred because they are easier to access.
Tesco's online e-commerce platform Tesco Direct allows the customer to shop the desired products online and then Tesco delivers them to the customer's address.
The Fourth P is Promotion
Promotion is related to everything that is done to promote the product or service among the customers and in the market. It can be press advertising, word of mouth, prizes, or incentives. Direct marketing, consumer schemes, rewards, and competitions may be used.
After the first 3 Ps of marketing is optimized, the product or service should be promoted. The following information must be found:
Which channels do the company's customers often use to get information?
What message to send to the customer?
What promotions are competitors running?
Are there any seasonality concerns?
Tesco promotion and advertising strategy.
Tesco is the gold standard when it comes to branding and advertising. Its biggest advantage is its low prices, they distinguish it from other competitors in the business. Tesco has always strived to improve its image by reducing costs while maximizing its profit. To achieve this, he uses sales strategies, sponsors charity events, uses television ads, and makes promotions. Tesco's ads focus on low prices. Tesco constantly offers attractive offers such as "buy one, get one free" or "half price". Tesco predisposes the customer to buy more, while at the same time leaving them with the feeling that they have saved a lot (Bhasin, 2022).
Through the Clubcard service, Tesco provides additional discounts for its customers. Through this service, Tesco can study customer demand patterns and thus get to know its market better, which allows it to segment the market and use the right strategies. High availability and easy access are one of Tesco's advantages leading to more loyal customers. Online services are also in high demand and highly appreciated. The payment method is easy both online and in stores where there is a self-service option.
Tesco uses contrasting strategies to achieve growth in its business. Its stores offer a wide range of products, so the customer can find all the things they need in one store. The main goal is to attract customers and retain the company's loyal customers through bonuses. The company's branches are spread over a wide area which is controlled effectively. Tesco invests in improving its information technology to increase sales and gain a competitive advantage.

Market research
For today's companies to make the right business decisions related to their company's marketing, they need to take full advantage of market research and make data-based decisions. Thus, information from market research can help the growth of the company.
Market research is all activities related to finding information about the company's target market and its customers. The purpose of this research is both to verify the success of a product or to improve something in it, as well as to understand how the customer perceives the brand, to be sure that the company's team effectively communicates its value.
Marketing research is the collection and analysis of information about individuals and organizations regarding their behaviors, characteristics, opinions, attitudes, and possessions. It includes various forms of social, industry, consumer, psychological, and panel surveys. All this information serves to help marketers make decisions (Wilson, 2006).
[bookmark: _Int_UI5jwy12]“Without information, we cannot make informed decisions. There will always be risk attached to business decisions, but good information will help us measure, manage and assess the degree of risk involved in making business and marketing decisions” (Housden, 2010).
There are several types of market research that are used by businesses to achieve certain goals
Brand Research: It is related to improving the brand of the company. It examines how much the customers of the target market are aware of the brand; and how loyal they are to the brand.
Evaluation of the marketing campaign: Using market research, the company can assess how effective the marketing campaign is and adjust it, if necessary.
Competitive Research: These studies provide information about the competitor's brand, their strengths, and weaknesses, from which marketers can learn and improve their strategies.
Market Segmentation Study: This study gives a clearer picture of the different visible consumers and creates individual companies for the different groups.
Consumer research: Most market research involves the consumer, some of them specifically focused on consumers, with the aim of understanding their interests, motivations, and shopping habits. By understanding their consumers well, companies can more effectively direct their messages to the consumer.
Product development: After research, a drop in sales of a product may be found due to changes in customer needs and that product needs to be modified to be more functional.
Tesco research tools.
Tesco is a very good example of an organization effectively using marketing research and data to better understand its customers. The system that Tesco uses to collect data about its customers is Clubcard. It was created in 1995 and now the system captures more than 80% of transactions. That is a huge amount of data. Tesco uses data analytics company DunnHumby. This company's job is to make sense of this data. Using this information, Tesco created market segmentation models. Customer purchase data is collected in real-time and gives immediate information about their products and range. Through Clubcard, Tesco can analyze the buying habits of 10 million customers. This is better than any other market research.
[bookmark: _Int_zYbKlZbD][bookmark: _Int_yHYjW63p]“Collecting your information helps us process your orders, refunds, and repairs, as well as deal with your questions, complaints, or requests more quickly. We can use personal data to improve our stores, websites, and mobile apps, so no matter how you shop with us we can offer you a great shopping experience” (Tesco. com,2022).

Role of Stakeholders in Marketing.
The idea of stakeholders is quite old, although the word stakeholders itself has been used more recently. Since its inception, the business has been trading between a seller and a buyer, with both benefiting from the exchange. This exchange leads to the creation of value between partners, which leads to more innovation and knowledge, as well as more exchange. Then employees were added, and rich merchants were born who profit off the backs of others. Value was sometimes destroyed when compromises were made. One group was favoured like the owners at the expense of another group like the workers. The business has always affected employees, owners, customers, and suppliers.
[bookmark: _Int_mMWT5LQF]“Business can be understood as a set of value-creating relationships among groups that have a stake in the activities that make up the business “(Wasieleski and Weber, 2017).
[bookmark: _Int_JQ0JENHj]Business is about the interaction between employees, suppliers, customers, financiers, and managers that creates value as an outcome. A business can be understood by knowing how relationships work.
Stakeholder marketing is about shared values between stakeholders and relationships with different entities. Stakeholders are not only involved in the exchange of value but also in its creation. Stakeholders have a key role in the daily work of the company, as well as in its future development.
There are two types of stakeholders:
[bookmark: _Int_YeqcNDAk]Internal stakeholders: These are the workers, owners, and management of the company. They can influence the company and change its direction.
External stakeholders: They are suppliers, customers, creditors, competitors, society, and government. They do not take part in internal company operations and decision-making.
What are the roles of stakeholders? They can be on the board of directors and participate in decision-making. They can be in various departments such as human resources, service, and research and manage them to achieve success. Stakeholders are the investors; they can take money in or out of the company whenever they want. They determine their actions depending on the financial results of the business. They can change the investment to change the share price. Stakeholders can guide top management; they are involved in making all important decisions. They make decisions regarding acquisitions and liquidations. The corporate conscience of stakeholders is related to the fact that they can ensure that the company respects human rights and environmental protection laws. They can vote against such business decisions that harm the company. They can discover new areas to enter the market, leading to more sales. They may bring in innovative marketing ideas as well as attract more investors. They can participate in making important social decisions.
Tesco Stakeholders:
Tesco's stakeholders are internal and external, and they influence the company's operational actions as well as its policies. Here's how individual stakeholders influence Tesco's activities.
Internal Stakeholders
Owners/Shareholders make their investment in the company with the expectation of making a profit, they have a huge influence on Tesco because they start the business. With more shareholders, the company has a greater opportunity to expand, which means more stores and more profit. 
Employees are important stakeholders in the company. They influence the company's marketing decisions as well as its image, they are the face of Tesco. The achievement of business goals and the smooth running of a day-to-day business depends on them. When employees do not maintain good relationships with customers, they can tarnish the company's reputation, leading to customer churn and the risk of reduced profits. Therefore, employees are key stakeholders and are important to Tesco's success.
Managers are responsible for the prosperity of Tesco's business; it is their duty to ensure that relations between workers are good and that they perform well. Marketing managers need to know the needs of customers and meet those needs by ensuring that Tesco stores have a variety of high-quality products and good customer service. In this way, Tesco can continue to grow and become the number one retailer.
External Stakeholders
Customers are powerful stakeholders. Tesco's revenue depends on them. Customers are looking for innovative and quality goods at low prices. Tesco's aim is to provide these such products to attract more customers. Tesco's policy is customer oriented, and they are constantly researching what customers are looking for so that it can meet their requirements. This policy leads to greater profits and thus the customer becomes a major shareholder in Tesco.
Suppliers
They also have a significant impact on Tesco's success. Tesco has built a supplier network that allows suppliers to communicate with other suppliers and with the retailer. Through this strategy, Tesco has built a community connecting teams, manufacturers, and suppliers from around the world, where they can communicate and share ideas, resulting in product improvement. By offering quality products at reasonable prices in its stores, Tesco achieves customer satisfaction and loyalty.
                                                            

Conclusion
No business organization exists in a vacuum. It is surrounded by the global business environment. All parties involved in its business activity have a significant impact on its success. The environment presents the organization with continuous challenges. For the organization to succeed in entering the market, and to maintain and develop its business, it must cope with the challenges it is subjected to. One of the ways to deal with these challenges is to develop excellent marketing strategies to turn the company into a successful and prosperous organization. One of the most important resources for achieving success is customers and creating value for them. The task of marketers is to produce such strategies to win as many satisfied customers as possible and thus increase the profit of the company.
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