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Introduction
Marketing fundamentals in the modern world are constantly changing along with time. The way people used to conceive information has been changing due to the innovations of digital marketing techniques that are being used worldwide. In such a situation, it is important for organisations to update their marketing fundamentals so that they can cope with the changes with time (Suresh et al., 2017). According to CIM, marketing is the management process that deals with identifying, anticipating and satisfying customer requirements to build organisational profitability. On the other end, AMA has described marketing as a way to create, communicate, deliver and exchange offers that have value. Therefore, it can be said that the marketing processes that organisations nowadays follow need to have a value that communicates, delivers, and exchanges offer (Adetunji et al., 2015). 

There are two important concepts in marketing regarding customer wants and customer needs. There are products that customers desire but are not necessities for customers. These are referred to as customer wants. On the other end, there are products and services that are essential for human beings. Thus, it is important for marketers to understand how much effort should be given into selling different kinds of commodities based on the demands of the customers on the basis of customer wants and customer needs. When a business understands the different customer wants and customer demands in the market and the activities that the competitors have, it gets easier to generate powerful strategies to penetrate the market. In the process of marketing, it is important for organisations to take into account the marketing mix that AMA considers. There are two established marketing mixes. 4p marketing mix and 7p marketing mix are important aspects of marketing that organisations consider when doing their marketing activities (Anderson, 2021). 

4p marketing mix is ideal for product-based organisations when they do their marketing activities. On the contrary, the 7p marketing mix is ideal for service-based organisations where there is generally no physical product to be sold, but rather service is sold to the customers (Sloman, Garratt and Guest, 2021). It is important for businesses to identify customer needs and the customer wants in order to sustain in the market and serve effectively. In order to do that, businesses need to conduct focus group surveys, do keyword research, do market surveys and apply other techniques that are necessary. Without understanding what are the services or products that customer demand, it is not possible for businesses to sustain for a long time. As the world is changing fast, the demands and requirements of customers are also changing. Therefore, by understanding the customer wants and customer demands, a business can sustain itself in the long run in the market. When organisations look forward to generating profitability, it is essential to focus on creating value for customers so that, in the long run, the business remains sustainable (Racine, 2017). Value creation is an important part of the process of marketing. The product that is being sold to the customers should hold important value so that the customers get benefited from purchasing the products. In order to get sustainable results from marketing, it is important to make the customers feel that they are getting a lot of benefit from the products they are purchasing. If the businesses only focus on profitability and do not focus on creating meaningful services or products for the customers, the business will not sustain themselves in the long run as the customers will shift to other organisations that provide similar services. Businesses nowadays often operate on a global scale as well. Local businesses Globalisation refers to businesses having global influence or international influence with their operations that exceed their local operational scale. With globalisation, businesses operate in other countries as well, exceeding the country in which the business started its operations. Employees, managers, customers, governments and non-governmental organisations are some of the important stakeholders in globally scaled businesses. Micro-level factors, such as marketing and operations, and macro-level factors, such as country policies, are important to consider when conducting a global-scale business. Businesses need to understand the differences between customers in different countries in order to run a successful business globally. 


The Role of Marketing in Creating Value for Customers
Sainsbury’s is a reputed UK-based organisation that operates in more than 1400 locations around the United Kingdom. The organisation has different roles in marketing that are used to create value for its customers. Each role has a unique value in creating customer value. Data analysts at Sainsbury’s analyse the data about what are the products that are performing well in the market and what products need promotion so that people purchase them more. Data analysts also look into different customer insights about what products customers are purchasing on a retention basis and what products customers do not purchase on a regular basis. The low-performing products that organisations have are then listed by the data analysts so that the marketing team can create strategies to increase the sale of such products effectively. Researchers at Sainsbury’s look into the market and conduct surveys regarding the customers' preferences so that the organisation can integrate the feedback into their operations or production methods. For instance, a researcher looks into the market and finds out what are potential products the company can add so that it brings meaningful results in the long run (Pathak, 2017). Customer service representatives also play an important role in marketing. They directly contact the customers to understand if they are facing any difficulty or problem with the products that they have purchased. Moreover, they get important insights from them that can be valuable information for the overall marketing team of the organisation (Anderson, 2021). They also push different products of the company so that the organisation can generate more sales. In the case of Sainsbury’s, the organisation has great communication among the different roles of the organisation so that each role-playing employee can contact others and have a productive discussion about the strategies they need to undertake. Moreover, the central marketing team of Sainsbury’s declares the strategies and KPIs that each role needs to follow with the leadership of the marketing manager. The global marketing manager of Sainsbury’s also plays a vital role in deciding how the different country-based operations will be different from each other based on the behavioural pattern of the general people. However, the roles of the marketing team of Sainsbury’s affect their activity due to some factors. 

Technology has a big role to play in the marketing process of the roles. Due to advancements in technology, the world currently has different methods of communication with potential customers. Sainsbury’s utilises different technological advancements. For instance, the customer service representative uses third-party software that helps the representatives to monitor who are the customers who are the most engaging and purchase from the brand the most. By targeting and communicating with such customers, the organisation effectively proceeds with its conversions. Globalisation has helped businesses a lot by providing a chance to expand their services to more potential customers. Sainsbury’s has been trying to expand its services to other places as well. Therefore, the company now operates in Scotland, Ireland and the United States as well, where general consumer behaviour has similarities. The organisation can easily penetrate the already existing products into those areas with small modifications. Demographics is another factor that impacts the overall marketing process in the modern world. When an organisation operates in multiple countries, generally, the behaviour of different people around the globe is different from one another (Barkley, 2020). Therefore, organisations have to strategise how they would operate in different regions with different strategies. Therefore, Sainsbury’s has also taken different strategies for operating in different countries around the globe. The organisation has operated in Ireland, Scotland and the United States as well, apart from the United Kingdom, by having different strategies for the different countries for operations. 

Having a proper value proposition is important in the field of marketing. The services that the organisation provides should be defined in a good manner so that the organisation can market the value to potential customers (Hill and M, 2018). The products an organisation has should have value propositions so that the marketing team can create meaningful messages that would attract potential customers. The marketing team has to understand all the value propositions that the organisation has and has to find the proper method to deliver the messages properly to the customers of the organisation. The marketing team of Sainsbury not only promotes the quality of the products that the organisation has but also promotes the service methods of the organisation, such as the website, the mobile application and the coordination of the salesmen with the customer of the brand (Barkley, 2020). As the marketing team understands and delivers the value proposition properly, it is possible for Sainsbury’s to generate sales with a well-defined value proposition. STP stands for segmentation, targeting and positioning in marketing. It is important for organisations in the modern world to segment their customer base so that marketing actions can be taken effectively (Suresh et al., 2017). The targeting of the process also has to be narrow so that the organisation can put its marketing efforts more effectively. Finally, the positioning of the organisation and its services or products should be as per the necessity so that people perceive the notion that the brand will solve the problems or meet their needs or wants effectively. Sainsbury's marketing team does its promotional activities keeping in mind the STP metric. 

The organisation has to strategise its campaign using its 4p marketing mix. The products of Sainsbury’s are mostly grocery items that have a high retention rate from its customers. The product quality of the brand is high. Therefore, customers often purchase such products from the brand. The pricing of the products of Sainsbury’s is a bit higher than the regular price of similar products in the market. The organisation has to charge a higher rate because of its additional ambience compared to its competitors. The promotion of the brand is also effective for the organisation. Sainsbury’s uses different marketing channels so that it can reach its potential client segment through advertisement. Apart from offline marketing activities, it also does online marketing activities that help the company to become effective in the process of advertisements and converting customers (Anderson, 2021). The place is an important aspect of marketing activities as well. Organisations have to plan their marketing activities based on the demographic locations they operate in (Berlatsky, 2021). The marketing operations of Sainsbury’s are therefore divided into different segments based on the differences of places the brand operates in. The marketing strategies that are applied in the United Kingdom differ from those that are applied in the United States. Moreover, it is important for the organisation to analyse how the different marketing mix factors can be used frequently to integrate into the brand's marketing strategies. If the brand constantly improvises its marketing activities for betterment, it would be possible for the brand to increase its marketing outputs in the long run. 

In the process of marketing, the exchange of value is also very important to consider for any brand (Etgar and Rachman-Moore, 2015). It is important to ensure that against the money the customer is paying, the organisation is providing quality and valuable service to the customer. Otherwise, the business will not last long. Therefore, Sainsbury’s believes in providing valuable exchange offerings to its customers to make the business process sustainable (Suresh et al., 2017). Also, the brand has strong control and monitoring over the value exchange process. 

The Role of Stakeholders within a Global Marketing Environment and their impact on the Marketing Activities of Sainsbury’s
The global business environment refers to the global operations of the business that takes place over multiple countries simultaneously. The new world and emerging technologies allow organisations around the globe to operate their businesses on a global scale. Organisations, therefore, have the opportunity to expand their businesses on a global scale, where the profitability of businesses increases as the businesses get the opportunity to generate higher revenue. A domestic business has the limitations of not being able to work with different kinds of products that are appreciated in different parts of the world. Moreover, as the demographic area is limited, the revenue generation and business expansion process of domestic businesses also have constraints (Dellenbarger and Zhu, 2021). On the other end, in the global business environment, businesses have the opportunity to work with different kinds of products that customers want or need from different parts of the world. When such businesses need to expand, they have the opportunity to go beyond the domestic market and look for expansion in different countries in the world. In the case of domestic businesses, the organisation can control the operation scale and supply of products comparatively more than the control it may have in the international market (Berlatsky, 2021). In the international market, the demand for certain products may keep fluctuating based on the global economic situation. However, the domestic situation of the country the business operates in can be predictable and hence the businesses can take proper measures regarding that. However, the expansion of the business can not be controlled much in domestic businesses. However, in the case of global businesses, the business can control where it wants to grow and have its products or services sold to potential customers. Hence, both business environments have their own pros and cons that need to assess. However, in order to have a large scaled business, it is important to use the global environment where global human resources can be utilised as well.

As businesses need to make important decisions on their marketing strategy, it is important to do an internal and external analysis of the organisation to make the decisions effective. SWOT analysis helps a business to analyse its internal and external environments. SWOT stands for Strengths, weaknesses, opportunities and threats (Central Bank Of UK (1943-2021), 2021). In the context of Sainsbury’s, the brand has a diversified product portfolio, skilful employees and a strong operations team which are its strengths. The organisation has a global business record. Therefore, Sainsbury’s will have the opportunity to expand in other countries fast and easily. This will be one of its opportunities. 

Sainsbury’s has a few competitors in the market who are doing exceptionally well with their growth. The integration of technology is enabling the competitors of Sainsbury’s to become strong in the market. This is one of the threats to the company. The technology that Sainsbury’s is using at the moment is almost obsolete as there are other technological advancements available in the market. This is one of the weaknesses that Sainsbury’s has. PESTLE analysis is the analysis of the external environment of any business. It is important for the marketing team to understand the external environment of the organisation to decide which marketing campaigns will be effective for the organisation. Political, economic, social, technological, legal and environmental factors of the external environment are analysed in PESTLE analysis.

The political and social environment for Sainsbury’s external environment is steady. The economic situation of the United Kingdom is also steady and not a problem for the organisation. Technologically the brand is not prosperous, and the competitors in the market are doing a lot better. So, in this case, the brand is in a detrimental stage. The legal jurisdiction system in the United Kingdom is not a problem for the organisation since it abides by all the laws. The operations of Sainsbury’s are partially harmful to the environment since all its packagings are not environment-friendly. Globalisation is the process of gaining international influence to operate in a process that is mutually beneficial for both parties. Globalisation has been active in the business environment for a long time now. The creation of the European Union is one example of the European Union, where many countries had a mutual understanding of doing business in a process that would benefit all. This creation of the European Union has impacted the business owners of the participating countries in a positive way as doing business in cross countries became easier because of redemption in tax and other benefits (Bröchner, 2021). 

Likewise, there have been many more globalisation examples where in the creation of mutual understanding and the intention of mutual benefit, plans have been undertaken among multiple countries for specific purposes. Therefore, it can be said that globalisation has had a lot of benefits from the perspective of business. Therefore, in the process of marketing, it is important to consider the factors of globalisation. Corporate social responsibilities of different brands are now also considered from a global perspective (Cateora and Graham, 2016). The owner of Microsoft, Bill Gates, has conducted different corporate social responsibility activities in African countries as a part of giving back to society from the revenue earned through Microsoft. This is how global brands are able to do corporate social responsibilities in a meaningful manner. Moreover, the corporate social responsibility reflections are spread all across the operating countries in such a manner for these global brands who are operating their businesses on a global scale. As a consequence, the trust of customers from all around the globe is increasing with time for these brands. There is a global fanbase for brands such as Nike and Coca-cola, as these brands have been operating for a long time now in different countries across the world. As their marketing campaigns are often built with a global penetration plan, the impact of the campaigns is also reflected through the sales in different countries where these brands operate. 

There are different stakeholders in a globally scaled business who have influence over the rise and fall of the businesses. The different stakeholders have impacted the success of the business and play important roles. For instance, the employees of a business are important stakeholders as they are the ones who work hard behind the success of the business from time to time. When a business plans a project to be executed, it is the employees who work hard to implement the plans that have been undertaken. The customers are also important stakeholders in the process, as they are the ones who decide if the brand will succeed or not. In order to make the customers satisfied with the work that is being done, it is important to focus on their habits and behavioural pattern in order to make them loyal to the organisation or business (Bröchner, 2021). There are other stakeholders in business who have micro to macho-level roles, such as the investors, the government where the business operates and suppliers who help them build the business. In the case of Sainsbury’s, there is a large pool of quality suppliers, customers who are loyal to the brand and employees who are upgrading themselves along with time. For marketing purposes, businesses often have to collect data. However, it is important to collect data with the participants' consent and not misuse it in any way by only using the data for the purpose it has been collected with. This way, Sainsbury’s complies with the GDPR restrictions by not misusing the data collected. Sainsbury’s also collaborates in accordance with the stakeholders’ demands and requirements as per the PESTLE analysis too. The stakeholders related to the political, economic, social, technological, legal and environmental aspects are well-focused by the organisation. 

Conclusion
Businesses nowadays have to comply with the global business environment in order to expand their business horizon to an effective extent. It is important for the brands to collaborate in an effective manner with the stakeholders that they have. In accordance with that, businesses have to comply with people who are potential customers having different demographic locations and choices. By operating in a global environment by keeping respect to all the strategies of marketing mentioned above, a business can thrive on a global scale (Butaney, 2017). However, it is important to understand that different businesses may have different strategies based on the product or service. The marketing tonality of different brands can also be different from one another based on their marketing strategies. However, understanding the internal and external environment is extremely important for businesses in order to sustain in the long run (Wheelen et al., 2018). As the global business environment is constantly changing, businesses should also update their strategies. 

Facebook is a great example of a global business that has changed itself over with time-based on the consumer behavioural pattern. As businesses are developing that are based on technology, Facebook has observed how people are engaging with certain technologies and have acquired the features that are popular among its clients. Therefore, it has been possible for the organisation to adapt to the different changes in the global business environment. However, the global business environment has been harmful to business as well. Different consumers from around the world are also adapting to different businesses, as there are several options to choose from. Therefore, businesses do not have a high customer retention rate often. For instance, the mobile application company Snapchat had a great boost in customer acquisition and retention in the years 2015 to 2017.  However, as Facebook took over Instagram, the company adapted to the required changes, which impacted the customer acquisition and retention process of Snapchat to a great extent (Cateora and Graham, 2016).  Therefore, in conclusion, it can be said that the factors of the global business environment are both beneficial and harmful for businesses. However, in order to survive in the modern industry of global business, a business has to be aware of the internal and external environment, the roles of different stakeholders and different marketing strategies and data usage strategies to operate with efficiency. The objective of the discussion is to help businesses understand what are the techniques that can be used in order to thrive with the proper marketing fundamentals on a global scale. Among the discussions, if a business does internal and external analysis, it will be possible to thrive with proper strategical developments.  
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Czichos, R., 2014. Change Management, Freiburg Im Breisgau Haufe-Lexware.
Dellenbarger, LE., & Zhu, L., 2021. ‘The Recession in a Recession’, SSRN Electronic Journal, vol. 12, no. 3.
Dessler, G., 2020. Improving productivity at work : motivating today’s employees, Reston Pub. Co, Reston, Va.
Etgar, M., and Rachman-Moore, D., 2015. ‘Geographical Expansion by International Retailers: A Study of Proximate Markets and Global Expansion Strategies’, Journal of Global Marketing, vol. 23, no. 1, pp. 5–15.
Etzel, MJ, Walker, BJ., and Stanton, WJ., 2017. Marketing., Mcgraw-Hill Education, Maidenhead.
Hill, CWL., and M., T., 2018. Global business today, New York, Ny Mcgraw-Hill Education.
Pathak, S., 2017. ‘Mortar and Pestle’, Archives of Medicine, vol. 09, no. 03.
Pratikto, HH., and Hermawan, A., 2019. ‘Relationship of Product Quality, Price, Cafe Atmosphere to Customer Loyalty through Customer Satisfaction at Cafe Harmony’, The International Journal of Business & Management, vol. 7, no. 3.
Racine, JS., 2017. ‘Energy, economics, replication & reproduction’, Energy Economics, vol. 12, no. 7.
Sloman, J., Garratt, D., & Guest, J., 2021. Economics, 10th edn, Pearson, Harlow, England.
Suresh, S., Renukappa, S., Alghanmi, I., Mushatat, S., & Olayinka, R., 2017. ‘Examining the Satisfaction Level of Construction Workers Regarding Safety Management in the Kingdom of Saudi Arabia’, Journal of Construction in Developing Countries, vol. 22, no. 1, pp. 97–113.
Wheelen, TL., Hunger, DJ., Hoffman, AN., and Bamford, CE., 2018. Strategic management and business policy : globalization, innovation and sustainability, Harlow, England Pearson.
1
