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[bookmark: _Toc129704480]1.Introduction 
Global marketing environment is a complex system which could perhaps be more complicated to comprehend than a national marketing environment (Kotabe and Helsen, 2022). In simple words, anything and everything that affects an organisation’s marketing strategy to develop and sustain effective relationships among its target audience, whether it originates from within or outside of the organisation on an international basis is referred to as a global marketing environment. The Commonwealth Games is one of the international multi-sport competitions. Every four years, the Commonwealth Games are held. In the Commonwealth Games, different country's top athletes compete with each other. The Commonwealth Games Federation is in charge of planning it. The Birmingham 2022 Commonwealth Games boosted the UK economy by at least £870 million (Commonwealth Games, 2022). In 2022, the Games helped to support 9,000 full-time equivalent employments, while volunteers contributed 1.25 million hours of labour (Commonwealth Games, 2022). More sporting venues and enhanced transportation options have been offered by Birmingham 2022 to the West Midlands. 
The following study will identify how hosting the Commonwealth Games impacts Birmingham, considering the global marketing environment. In this process, the report will discuss the global marketing environment first. Later, the global marketing environment impacts on creating customer value. Apart from this the study will also explain in brief about the global marketing environment of Commonwealth Games in Birmingham. Following that it will analyse and identify the impact of Commonwealth Games global marketing environment on Birmingham. Lastly it will include the discussion regarding the relevant stakeholders of Commonwealth Games Global Marketing and their impact on Birmingham. 
[bookmark: _rpb3iawjv2vg][bookmark: _Toc129704481]2. Concept of global marketing environment 
The global marketing environment is referred to as a complicated structure that might be difficult to comprehend compared to a national marketing environment (Gillespie and Swan, 2021). A company would experience competition from several more other organisations involved in the same country inside a national marketing environment. The globalisation of marketing of an organisation has led to growth that is not only regional but also multinational, multilingual as well as multicultural. It allows marketing people as well as researchers to develop a unique and diversified customer base. A company competes with several global brands in a global marketing environment. However, identifying the needs, wants, as well as demands of global customers, making goods and services reachable to them through in-house manufacturing and outsourcing and delivering the products in regions which ease consumption are all part of global marketing (Tien et al., 2019). Global marketing involves the procedure of conceptualising and thereafter disseminating a finished product and service all over the world in order to establish a connection with the global marketing network. The same core marketing ideas and tactics are used in both domestic and foreign marketing. It’s critical to consider the distinctive qualities of various international markets while developing a global marketing strategy. The changes in the country’s policies and procedures affect the real value and sustainability of various currencies. Political considerations are essential. Tariffs and exchange rules are two obstacles. monetary and credit issues. Global marketing significantly depends on modern technology (Ghobakhloo, 2020). The use of satellite television, the internet, mobile phones, e-mail, video conferencing as well as other communication tools has improved communication capabilities and lowered obstacles related to geography, time and expense.
[bookmark: _4n0smpiiydrx][bookmark: _Toc129704482]2.1 Elements of global marketing environment 
The internal and external (controllable and uncontrolled) elements that have a significant impact over global marketing are collectively referred to as the global marketing environment. 
Internal elements
The term internal element describes components exclusive to a company. The elements which are specific to the company are recognised as controllable factors. The company has control over them as well as can alter them as it deems appropriate, including through the use of its employees, physical facilities, organisational structure and workable tools like the marketing strategy, to adapt to the environment (Irshad et al., 2020). All the departments, including administration, finance, research and development, marketing, operations and accounting are included in the organisation’s environment in the sports industry. The choices made in global marketing of the sports industry are influenced by all of these divisions. For example, development and research may influence a sports organisation’s characteristics, while accounting can evaluate the budgetary aspects of global marketing strategies of sports organisations. The capacity of a sports company to conduct globally is affected by a number of internal elements, including its goals and objectives, the type and structure of its organisation and management, and internal relationships between its staff, shareholders, and board of directors.
External elements 
The term external environment describes elements outside the organisation. Some elements are outside of a company's control or uncontrollable. The external environmental elements, such as the economic, sociocultural, governmental, and legal, demographic, geographical, and other elements are usually regarded as uncontrolled external factors.
The sports organisation’s cost structure and also the purchasing power of its customers are both impacted by the economic environment. Government initiated monetary policies are associated with problems such as interest rates, consumer debt and savings which have an effect on variables like economic production and inflation. A sporting company’s capacity to run and promote its activities can be additionally impacted by the economic environment in some geographic locations (Hadian et al., 2020). The purpose of sports law needs to maintain honesty, safety, equality and integrity in athletic activity both on as well as off the ground.  It necessitates a variety of levels of adherence to and administration of laws and regulations in operation both domestically and abroad (Weiler et al., 2019). Several social characteristics, including people’s age, gender, ethnicity, disability, and social groupings, have an impact on how much they participate in sport (Abdolmaleki et al., 2018). It is also essential to prevent summarising people based on their social factors.
The Government as well as Governmental Organizations make up the Public Sector of the Sports Industry, which is responsible for developing sports policies, allocating resources for infrastructure improvements, promoting talent, introducing specialised programmes such as dope control and many more (Jhally, 2022). Topography, water, and climate are geographical elements that influence how people are distributed (Ratten, 2020). Sports performance and general well-being may be impacted by temperature, weather, rain, wetness, altitude, and pollution, to name just a few climatic variables. Changing settings might have negative and harmful impacts on athletes.
[bookmark: _sz3uicowt0cf][bookmark: _Toc129704483]2.2 Impact of global marketing environment on creating customer value
Global marketing assists sport businesses in attracting customers by using a variety of value generating, distribution, and communication channels. The rise of foreign markets has an influence in addition to the flow of consumer items but additionally on how businesses function and look for collaborators (Kiani et al., 2019). The advantages that consumers gain from purchasing the services and offerings that sport businesses supply are considered as customer value in the Sport industry. In general, it relates to the degree of customer satisfaction with the products and services that they receive. The idea for marketing is that it creates and develops customer value, and that the marketer then maintains the connection to win over consumer adherence and eventually boost profit margins. Although studies of targeted markets will back up the concept that marketers are crucial to the process of building consumer value, others contend that this process is ongoing and that marketing neither starts nor develops the value itself (Wan et al., 2019). 
The sports industry employs a number of tactics to influence the value of its market. Consumer perceived value (CPV) is crucial because it helps marketers to forecast how customers may consider a given commodity or service (Huang et al., 2019). For example, marketers may use CPV to decide whether to increase prices, offer discounts, or even change how they communicate about products and services. The interest of the consumers towards sports, their purchases of sporting goods may all be increased through sport marketing. Advertising, public relations, sponsorship, sale promotion and personal selling are components of the sports market mix (Sedky et al., 2022). The Sports market includes multiple strategies to attract their customers, as the sports is a kind of interest for people. The sport organisations target a specific range of audiences who have interest towards sports. The more specific sport organisations can be in their marketing strategies, the stronger the connection they can be able to build with their customers. 
In order to attract the targeted audience, sports organisations use technology to reach them. They promote their events and activities on social media platforms and many other sites where they can promote it (Jang and Byon, 2020). The goal of sports marketing is to connect with athletes and sports enthusiasts. As a result, social networking is a fantastic tool for boosting brand recognition. Due to the large number of fans that use social media as a tool to enhance their game-watching experience, it serves as the foundation of sports marketing in the modern day. They collaborate with famous faces and influencers to encourage people’s engagement towards the events and sports. The sustainability of major sporting events will receive greater attention from governments, businesses and communities in the recent years because of rising environmental concern and awareness. The sustainability of major sporting events will receive greater attention from governments, businesses, and communities in recent years because of rising environmental awareness and concerns (Cooper and Alderman, 2020). The diversity of sports in the world raises a number of organisational problems, but systemic change within the field of sports is expected to occur over the next few decades as a result of ongoing research into and application of achieving sustainability by stakeholders, organisers, athletes, and members of the public. For example, the International Olympic Committee (IOC) has made a commitment to eliminate only one use of plastics from its facilities, the Olympic Museum as well as its events (Iberdrola, 2023). The US football league’s teams participated in an Earth Day celebration by wearing jerseys created from waste plastic from the ocean.
[bookmark: _u8rp0rqzmmjt][bookmark: _Toc129704484]3. Global marketing environment of Commonwealth Games in Birmingham 
[bookmark: _6ksygksga6mk][bookmark: _Toc129704485]3.1 Impact of Commonwealth Games global marketing environment on Birmingham 
The global environmental factors which impact the Commonwealth Games, Birmingham are as follows. 
Political: The Commonwealth games is often regarded as the significant international sport event after the Olympic Games. The Commonwealth games consists of 72 countries which is one third of the world population. Every four years the event stays for 11 days and more than 5000 athletes participate in the events (de Ruyter et al., 2021). The main aim of this event is to create peaceful, sustainable and successful communities throughout the world. The city has invested nearly £ 779 million for hosting the Games and Birmingham City Council which is predicted to provide nearly 4,500 jobs to the individuals. The global marketing environment of Common wealth   has generated huge revenue with the help of sales, sponsorship and merchandising. 
By considering the global marketing environment, Commonwealth games has helped the business to expand the market share in the new countries. They have reached many customers with the help of this special sport event. The commonwealth games have gathered much information about politics, economy and shifting needs of the customer.  With the help of technological innovation in the contemporary period to carry out the business swiftly and reach the potential clients.
Economic Factor: Commonwealth games have a significant economic impact on the country. The business has contributed nearly 800 million to the economy of the UK. More than 1.6 million tickets were sold for Birmingham 2022 which is regarded as the largest multi-event hosted in England for 10 years (Birmingham commonwealth, 2023). The Commonwealth was tremendously powerful in upholding the local economy and making the people closer. The volunteer members who participated in the games felt an inclusive and effective environment. The Games was the beginning of Birmingham Golden Decade of opportunity and it provided a springboard for success. The goal of the business is to provide assistance to the nation for growing successfully. It has provided a beneficial boost for the Westland Midlands economy and it is evident that the Sports have achieved their goal. Birmingham accounts for 10 % of the UK international exports.
Socio Cultural: The Commonwealth games have diversified the markets and stabilise the revenue of the nation. While considering the global environment business could comprehend the features of other markets and choose a suitable market (Birmingham, 2022). The businesses have established alliances with the foreign corporations to gain competitive advantage with the global market. By reaching the global market Common Wealth has increased the awareness of the product. The Commonwealth games have built a well-known reputation and it has helped the industries to gain the competitive advantage. By the adoption of various marketing channels, the sports events have transformed the simple customers into loyal customers. The brand reputation is not influencing the customers' purchases but it has impacted the perspectives of the world and lifestyle of the world. By translating the content of the business correctly it has reached many customers.
Technological factors: Technological innovation has helped the MACE industry to grow large and big. The technological diffusion all over the world has enhanced the importance of technological factors. Social media and other communication technologies have helped to innovate the marketing techniques to improve collaboration with customers (Birmingham, 2022). The ongoing 5g and the potentiality has helped Common Wealth Games to capture the attention of the clients. Technology is playing an essential role in delivery of smooth running and multisport and multi venue events. As Common wealth is a large scale event it is not just celebration but it is tribute to the culture of host towns. More than 3 million visits and spend 3 billion during their stay during the sports events. For the year 2022, West Midlands has already been hosting a six-month festival in conjunction with Games and it honours music, the arts and local communities. With assistance from famous artists, the sports industry has developed a Good Living Virtual Reality to develop an online immersive virtual reality artwork (James, 2022). The sensor tracking and GPs has helped the industry to connect valuable data and gather sound knowledge. Sensor driven data helped the team to manage the crowd properly. The sensor data will evaluate the quality of air and environmental conditions during pre and post Commonwealth events. 
Legal Factors: By taking into account the global business environment Commonwealth games have grasped all the legal differences to handle the business activities properly. The legal dissimilarities of the other nations have assisted business.  The HASAWA Act, Gender Equality Act, Anti-Discrimination Act, and other laws are among the many legal requirements that the various businesses observe. Companies will face criminal accusations if they disregard these regulations. To enable enterprises to operate in countries all over the world, it also includes the employer's benefits legislation, the child labour act, and the migratory workers act.
Environmental factors: One of the most important strategic priority for the sustainability of fames has been initiated to develop a carbon neutral legacy. The industry is working closely with the stakeholders and partners to decrease the carbon footprint and motivate others. Commonwealth games possess carbon management for strategic delivery of the Birmingham Commonwealth games. They are taking enough measures to decrease the amount of carbon dioxide along with greenhouse gas. The commonwealth games have incorporated electric and hydrogen vehicles and the vehicles will be as less as 5/7 Euros- Birmingham Clean Air Zone Complaint Sustainability (2022). The industry has adopted “grid power first” to decrease relations on the additional generators. The business is decreasing the number of signs necessary at venues so that it can be reused at future games and events. Commonwealth Games is registered under the Woodland Carbon Code(WCC) and it is one of best quality assurance for woodland creation projects.
[bookmark: _4qxw1sgjljd7][bookmark: _Toc129704486]3.2 Relevant stakeholders of Commonwealth Games Global Marketing and Their Impact on Birmingham
Stakeholder analysis is the method of classifying such people before the project initiates, organizing them based on their engagement, concern, and impression in it, and then determining the best ways to include and interact with all of these stakeholder groups throughout (Pedrini and Ferri, 2019). In addition to all the numerous sport organisations, the sport sector is supported by a vast number of stakeholders and other ancillary organisations and units. Sport participants, sportsmen, coaching staff, authorities, managers, leaders, volunteer groups, fans, audience members, corporate sponsors, the press, government entities as well as personnel, and other individuals connected to both sport as well as non-sport organisations (such as talent agencies, contractors, event planners, and regulatory agencies) who could really influence or to be impacted by sport organisations, are all considered stakeholders. 
	Stakeholder category 
	Stakeholders 
	Interest 
	Identified 
	Prioritisation 
	Role of Management 

	Stakeholders (Internal)
	Project Executives 
	High 
	The project executives' work is assessed on the basis of their authority and control (Heslinga et al., 2019).
	They are key individuals who are assigned for monitoring the total sports events leading to successful completion of the project.
	The management should provide them enough rewards and benefits for the good work. 

	
	Project Managers
	High 
	They are evaluated on the basis of the supervision of the project. 
	They are responsible for supervising the work from the beginning till the end (Kang and Svensson, 2021). They draw the plan and on the basis of that project work is carried out. 
	They must be provided with a handsome salary, perks and incentives to make them satisfied and motivated. 

	
	Other Workforce 
	Low 
	They are evaluated on the basis of quality work. 
	The workforce should be executing their tasks as per the direction of Project managers, executives and so on.
	The management must address their concerns and look after the wellbeing of the employees. 

	
	Venue Developers 
	Low
	They are evaluated on the basis of their expertise in the field. 
	They are accountable for developing the sites properly Kangmand Svensson, 2021). They are the ones who design the venue to make it more appealing and satisfying. 
	The management is responsible for motivating them to develop the site innovatively so that they could apparel more customers. 

	
	Engineers and Architects 
	High 
	The project cannot be finished without the assistance of technological professionals because they alone are in a position to improve technology.
	They are responsible for the structural framework of the events (Bazzanella et al., 2019). They work very closely with the site developers. 
	The specialists in technology ought to be paid fairly for their work and shouldn't be denied what they are due.

	External stakeholders 

	Commonwealth Games Association of England  
	High 
	As the project is finished, the investors will receive a return on their investment through a variety of channels.
	They have assumed a global leadership in pulling together the athletes, citizens and communities (Partners, 2023). They are in charge of taking strategic decisions in association with   Commonwealth games 
	They should be given enough appreciation and attention for investing their time and effort in the sports. 

	
	Birmingham City Council 
	High 
	Since they are the ones in control of it, the stakeholder is in control of the whole project (Partners, 2023. The primary goal of the city council is to provide smart technologies to those who like sports, which have an impact on everything from light to garbage management.
	The Hull City Council is responsible for the general administration of the project. The city council is in charge of choosing the contractors, setting up the project's specifications, concluding the required legal processes, consulting with the project's technological specialists, and overseeing the project as a whole (Partners, 2023).
They are significant players in the effort to develop a smart city.

	The project's stakeholders are in charge of managing it. If the project's processes continue smoothly and according to schedule, the municipal council will take part in further steps. As a result, they must be given priority in order to participate in the sporting event.

	
	Commonwealth Games federation 
	High 
	They are assessed on the basis of their expertise in the field.
	They have provided the best value with expertise and generated commercial income. They are responsible for the feasibility of the games. 
	They should be appreciated for their hard efforts in making the event successful. 

	
	Investors and suppliers 
	Low 
	Though they do not influence much, they receive good amount back on the invested amount if the event is successful. 
	The suppliers are the ones who provide the project's development with the basic materials. The investors put their money into the market in hopes of getting a big return (Ciric et al., 2018).
	They are required to be communicated effectively so that they provide adequate financial support. The suppliers do possess a good plan for supplying the raw materials. 



[bookmark: _u2cs7hv5gd7][bookmark: _Toc129704487]4. Conclusion
A more sophisticated structure than a national marketing environment, the global marketing environment can be challenging to comprehend. A global marketing environment is, to put it simply, anything and everything that influences an organisation's marketing strategy to create and maintain strong bonds with its target audience, whether it comes from within or outside of the organisation on a worldwide scale. An organisation's marketing has become more globalised, which has resulted in growth that is not only regional but also multinational, multilingual, and multicultural. It enables academics and marketing professionals to create a special and varied customer base. The Commonwealth Games is one of the world's multisport events. Commonwealth Games events take place every four years. The major objective of this event is to build prosperous, long-lasting communities all around the world. With the aid of sales, sponsorships, and merchandising, Common Wealth's global marketing environment has produced significant financial gains. The Commonwealth Games have aided the company in growing its market share in new nations by taking into account the global marketing environment. With the aid of this unique sporting event, they have attracted several clients. The following analysis has determined how Birmingham will be affected by hosting the Commonwealth Games while taking into account the worldwide marketing climate. The study has first described the worldwide marketing environment in this procedure. Later, building customer value is impacted by the global marketing landscape. In addition, the study has provided a brief explanation of Birmingham's Commonwealth Games' international marketing context. The influence of Birmingham's participation in the Commonwealth Games on the world market will then be examined. Finally, it has incorporated a discussion on Birmingham's effects from the appropriate Commonwealth Games Global Marketing stakeholders.
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