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[bookmark: _Toc87723805]Essay on Impact of Stakeholders and Marketing Functions of an Organization in a Global Marketing Environment
International marketing refers to performing business-related tasks for directing the distribution of a firm’s goods and/or services to customers and/or end users across two or more nations for the purpose of making profits (Kotler, Armstrong and Harris, 2020). Globalization refers to the procedure of interacting and integrating that occurs between individuals, firms, and governments all over the world. The combination of globalisation and international marketing has led to the development of a global marketing environment composed of the interactions between a myriad of stakeholders and individual firm’s marketing functions (Blythe, 2014). A stakeholder is any given entity that is affected by the way a company operates, and so, must be given a voice in what the way the company should function (Baines et al., 2019). In this essay, the effect of globalisation on Unilever’s marketing strategy will be explored. Firstly, the stakeholders of Unilever in a global marketing environment will be identified. Then their impact on the global marketing functions of Unilever will be discussed. Afterwards, the different marketing functions within Unilever will be described along with the efficacy of such functions in satisfying customers’ needs.
In a global marketing environment, an organisation’s managerial practices are predominantly determined by the viewpoints and directions given by the organization’s internal and external stakeholders (Housden, 2010). The stakeholders relevant to an organization in an international environment has been illustrated in the figure below: 
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Figure 1: Main internal and external stakeholders of organizations in International Environment
Source: (Crilly, 2012)
As shown in the above figure, internal stakeholders are the entities that have direct involvement in how a company operates and strategizes. These parties are composed mainly of the employees, owners, and managers of the company (Lawrence and Weber, 2020). Some but not all of the internal stakeholders have financial involvement in how a company operates. Every one of such stakeholders receive prospective rewards that are directly correlated with how much success the company is able to attain. Unilever’s internal stakeholders in the global marketing environment consists, firstly, of the firm’s employees. Each employee is significantly invested in the company in terms of finances and time devoted (Ragas and Culp, 2014). The employees are crucial in the development of strategies, tactical initiatives, and operations in the company. A successful multinational company like Unilever considers the viewpoints, demands, and values of the employees when it comes to crafting the company’s overarching strategic intent, vision statement, and mission statements. Secondly, Unilever’s internal stakeholders comprises of its managers who set the strategic vision of the company and are essential for coordinating the company’s operations. Each manager ought to hold significant accountability for his/her decision-making. Managers are responsible for facilitating smooth communications among shareholders, board of directors, and within the company as well (Scanlon, 2013). The last internal stakeholder in Unilever is comprised of the company’s owners including shareholders that have a sizeable controlling interest in the company. Each owner assumes liability for the outcomes of the company and also play a key role in designing corporate strategy. Owners collectively undertake decision-making that has holistic implications for all stakeholders of the company. Internal stakeholders have a high degree of influence on the global marketing functions of Unilever from the perspective of marketing strategy formulation, implementation, and execution. Firstly, employees are the main medium through which a firm’s marketing activities are realised. They are the ones who put the plans into action (Lindgreen, 2019). Secondly, managers are instrumental in ensuring whether the marketing function of Unilever is performing at the desired level of standards that enable it to attain a competitive advantage in the industry. Through marketing, Unilever strives to keep people informed about its products so the managers need to ensure that the beneficial and relevant aspects of the company’s products and innovation are being communicated to the customers. Managers strive to sustain the engagement of Unilever with its customers. Lastly, the owners play a critical role in overseeing the major activities of Unilever’s global marketing function. If certain marketing messages are not to the owners’ liking then they communicate their recommendations to the marketing team in due time. Only after receiving the approval of the owners do the marketing communications get executed. Unilever also has external stakeholders that emerge upon the integration of business with societies resulting in the multitude of situations where the company interacts with several other external stakeholders. In the societal ecosystem, businesses exist amidst numerous complexities and so are influenced by a plethora of elements in the extrinsic business environment (Brounstein, 2014). Leaders and managers are responsible for the highly important task of listening to the needs of all stakeholders, be they internal or external. The prospective impact on every stakeholder must be carefully scrutinized before taking any decision. The major external stakeholders of Unilever, firstly, comprise of its customers. Unilever exists in order to meet the demands of its customers through provision and marketing of goods and services. The intrinsic needs of the loyal customers of the company need to be understood and consequently, operating activities should be optimised accordingly. Companies get to interact with consumers constantly via social mediums, email, retail outlets, beta-testing customers etc. Delivering the desired products and services to these customers is essential in building a massive customer community. Secondly, Unilever’s external stakeholders include its suppliers who make up the entirety of the company’s supply chain. There is considerable interdependence between the success of each supplier and the success of each strategic alliance (Brem and Viardot, 2015). So, suppliers are a vital component underlying the major operations of the organisation. Paying for supplies on time, shipping goods at scheduled hours, and clear communications are vital in the maintenance of a healthy relationship between Unilever and its suppliers. Thirdly, Unilever’s external stakeholders consist of the local communities in which the company conducts its business. The global marketing function of Unilever ensures that the company is generating positive externalities for the communities, paying taxes regularly, creation of jobs, communal development initiatives etc. The company is also aware of the negative externalities it generates inadvertently to communities like increase in traffic, high pollution levels, outperforming small and medium-sized enterprises, and causing fluctuations in real estate value. It is the responsibility of a business to exercise caution in meeting the demands of the local communities. Moreover, Unilever’s chief external stakeholder is the national government. Every business is charged taxes by the government which means that governmental bodies have a sizeable stake in the company’s above-average performances (Heidt and Scott, 2011). The government polices the company’s profit-making intentions to ensure they are compliant with the legal regulations. Unilever needs to conduct its business within the stipulated laws, in addition to ensuring proper disclosure of relevant organizational matters and prioritizing the art of doing business ethically. The government monitors the practices of business organizations to ensure that no illegal activity is taking place. Furthermore, Unilever’s external stakeholders also comprise the wider society in every country that it operates in. Globalization has caused a disproportionate increase in the extent to which businesses are impacting societies (Haugen and Mach, 2010). Industrial innovations and revolutionary practices by businesses dramatically change the dynamics of each economy. The impact of large businesses on the profitability and sustainability of their relatively smaller counterparts is a current business concern. Products of Unilever have even gone on to shape the global health standards of its customers all over the world. Transformation of a complete ecosystem indirectly creates change in the wider societal landscape. Lastly, Unilever’s external stakeholders encompass its creditors as well. Creditors are the key to sustenance of every business in the long run (Sachs and Rühli, 2011). They are a useful source of financing that can be relied upon in times of need. The quality of a company’s creditors is a great determinant of the capacity of the company’s global marketing function. External stakeholders have considerable impact on the global marketing functions of Unilever. Firstly, customers are the one most integral parts of Unilever’s stakeholders. The customers’ demands determine the type of products and services the business should be marketing to the general public. In this regard, customer data is mined by Unilever’s global marketing function in order to deduce trends and forecasting the nature of demand. Through insights generated from such data analysis, the global marketing function is capable of anticipating the demands of customers and keep constantly refining the value proposition. Secondly, suppliers are central to the marketing function’s activities of promoting the products (Freeman, 2010). If suppliers are not able to supply desired raw materials to the manufacturers in time, then Unilever’s business would suffer. Consequently, if the products are insufficiently manufactured then the marketing function’s efforts would not hold much value. Thirdly, the local communities are the immediate recipients of the outcomes of Unilever’s activities. The global marketing function of Unilever should ensure that the maximisation of engagement with communities is not overshadowed by the negative externalities produced by the business. A fine balance needs to be struck by the marketing function in promoting the products according to the tastes and preferences of local communities. Moreover, the government wields significant power over the ability of Unilever to conduct business. So, the government can be regarded as the most influential external stakeholder. The global marketing function needs to be aware of the regulations instituted by the government and then cater the marketing communications of the company’s products accordingly (Hollensen, 2017). Furthermore, the wider society is also an important external stakeholder for Unilever when viewing its practices from a systems perspective. The global marketing function constantly needs to monitor the social networking trends and then personalising the marketing messages as required. Lastly, the creditors form somewhat of the backbone of Unilever’s operations. In particular, the global marketing function needs adequate funds to conduct market research and develop attractive campaigns for promoting the products. So, a consistent supply of financing is essential to sustain Unilever’s marketing initiatives globally. To be able to understand the critical function of each element of marketing is crucial for improving a company’s ability to deliver focused strategic initiatives to attract target customers. In addition to this, ascertaining specifically what the marketing function should do via relevant key performance indicators (KPIs) is another crucial aspect of the functions of marketing. Unilever's marketing department performs seven functions in order to satisfy the customers’ needs. These functions of marketing have been illustrated in the figure below:
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Figure 2: 7 Functions of Marketing
Source: (Burrow and Bosiljevac, 2016)
As shown in the figure above, firstly, marketing has a promotion function which largely shapes the marketing efforts and ambitions of any business (Clow and Baack, 2018). This is all about making target consumers be more aware of the brand and elevating the public perception about the company’s products. The strategies used for promoting Unilever’s products are somewhat a product of various departments like advertisement and public relations. In the context of Unilever, promotion includes a wide range of activities contents marketing, e-mailed marketing, social media marketing, search engine marketing, affiliate marketing etc. To satisfy the needs of customers, Unilever communicates the key propositions of its products by promoting them extensively. This may entail ensuring the availability of products and services to the target customers at a convenient time. Customers need to feel that they have obtained something meaningful after they have purchased and consumed a product (Contreras and Ramos, 2016). Unilever promotes the major features of its products that are most likely to fulfil the requirements of its customers. Secondly, marketing has a selling function which is about maintaining a fine balance between the quality and quantity of the marketing content being generated (Jobber and Ellis-Chadwick, 2016). Marketing should be conducted in such a way so as not to put off the targeted consumers with the frequency of content. Companies need to view the marketing function of selling as an exchange of value rather than simply convincing customers to purchase any given product. At Unilever, the selling activities are relatively more nuanced than being a one-way transaction with consumers. The holistic marketing effort spanning branding, campaigning etc. must be supportive of the overarching purpose of enhancing sales. For satisfying the needs of customers, Unilever focuses its selling efforts distinctively among its business-to-consumer and business-to-business customers. In the case of general customers, Unilever uses a methodical approach in guiding them in their purchasing journey through a designated sales funnel. In the case of corporate customers, Unilever adopts a more formal approach to finalising sales deals. To achieve this, companies need to continuously uphold the brand value proposition while trying to incorporate product-based aspects into their selling efforts. At the time of purchase, consumers should already have an idea of how Unilever’s products compare to those of its competitors and only then does selling take place successfully. Thirdly, marketing has a product and/or services management function which facilitates the design of products to fulfil customers’ demands and to introduce a new aspect in the market (Seamons, 2015). The market has to be researched exhaustively in order to find out what the customers actually need and whether the product needs to be tailored according to those needs. At Unilever, products and services management involves identifying scope for growth through building relationships with prospective consumers, gathering competitive intelligence, and applying feedback obtained from the customers to improve the marketing function. For satisfying the needs of customers, Unilever relies on the product and services management function to help discover the unexpressed needs of its customers. So, this function relays on the information collected on market trends to the central marketing function, which then markets the products by focusing on those specific characteristics. Ultimately, the final product offered is designed to perfection by taking into account the preferences of the customers. Another marketing function is that of marketing information management which is data-intensive in nature for strategically marketing products (Nakata, Zhu and Izberk-Bilgin, 2010). The greater the amount of information is available about targeted customers, the better a company is able to ensure the success of its marketing efforts. This function of marketing involves analysing what the industry’s top competitors are doing and what the patterns of demand are currently in the market. At Unilever, marketing information management handles customer data with utmost confidentiality and professionalism when using it to supplement the company’s marketing activities. However, simply collecting and storing customer data would not be helpful unless the company decides to proactively utilise it. For satisfying the needs of customers, Unilever’s marketing department makes sure that actionable insights are generated from the systematic review of the data. This may include finding out which products are most likely to be sold in a given region, which products are not much profitable etc (Huang, Zhong and Yao, 2012). So, accordingly, Unilever’s marketing department communicates such insights cross-functionally throughout the entire organisation such that every one of Unilever’s departments will be updated on the latest preferences of customers. Another marketing function of Unilever is the pricing of the products at a reasonable level. Effectively pricing products is the hallmark of a competitive brand. Consumers’ perception of the products of a brand are influenced largely by the market prices that are charged to them. Unilever’s marketing function ensures that the prices of the products are charged in such a way that covers the production and delivery costs incurred by the company. For satisfying the needs of the customers, Unilever firstly estimates the value with which its customers perceive its brands and then set a price in accordance with such perceptions. The pricing justifies the customers’ implicit judgement of the potential worth of the product. Determination of the prices hinges greatly on the extent of market research conducted by Unilever. By charging competitive prices, Unilever is able to gain more new customers who switch from competing brands. Another function of marketing is the financing of activities which lead to the attainment of business targets. The marketing function of Unilever needs to ensure that sufficient funding is available for supporting the launch of marketing campaigns in the future. Failure to do so can result in ineffective marketing being conducted which consequently would lead to customers being lost to rival firms. In the context of marketing, finances comprise of the internal budgeting that needs to be periodically and regularly reviewed (Javalgi and Russell, 2015). Transitioning from one business year to another usually involves the marketing budget being revised extensively. For satisfying the needs of customers, Unilever’s marketing function allocates adequate financing for generating higher revenues, expansion into newer marketplaces, and reaching out to newer consumers. A dedicated marketing management team works round-the-clock for optimising the utilisation of financial resources such that favourable outcomes in the form of end products are produced for the customers. Across every strategic business unit, Unilever’s marketing function allocates the required amount of resources on time in order to generate significant returns on investment. Marketing function also plays a major role in helping companies secure finances from external sources such as from banks, financial institutions etc. A comprehensively designed marketing strategy uplifts the brand image of the company and enhances its long run sustenance. The last function of marketing is that of distribution which encompasses supply chain matters (Wells, 2014). Marketing function of Unilever stays updated on the locations in which the company’s products are sold and all other logistics related to delivering the products successfully to customers. Such aspects may include marketing of products digitally and also physically. For satisfying the needs of the customers, Unilever’s marketing function chooses the appropriate distribution intermediaries that enable the company to reach the end consumers effectively and efficiently. Making sure that products are widely available and optimising the locations where customers are most likely to interact with the brand is an immense responsibility of the marketing function. Demographical considerations need to be factored in by Unilever’s marketing function when deciding which marketing communications programs to implement in which regions. This could entail the marketing department working in close quarters with the supply chain management department to ensure that the marketing message is aligned with the distributive efforts of the company. Through this function, marketing department is able to build up customers’ demand for the products by assessing the capabilities of the supply chain department (Kamboj and Rahman, 2015). If the marketing does not accurately forecast the demand and relay the information to the distributors in time then the company’s brand image could suffer significantly.
In conclusion, this essay explored the effect of globalisation on Unilever’s marketing strategy. Firstly, the stakeholders of Unilever in a global marketing environment have been identified. The internal stakeholders comprise of employees, managers, and owners. The key external stakeholders comprise of customers, suppliers, local communities, national governments, wider society, and creditors. Each of these stakeholders affect Unilever’s global marketing function in distinctive ways. Lastly, the different marketing functions within Unilever have been described along with the efficacy of such functions in satisfying customers’ needs. The major functions of marketing include promotions, selling, products and/or services management, pricing, marketing information management, financing, and distribution. All of these functions holistically ensure that Unilever successfully fulfils its customers’ needs.
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