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[bookmark: _Toc118063305]Introduction
Marketing is an important part of every organization. It is utilized for promoting the products and services of various firms. The marketing method further facilitates in creating value for customers in numerous approaches (Katsikeas, Leonidou and Zeriti, 2019). A company strives to create an emotional relationship with its consumers, which is accomplished by comprehending their requirements and desires. In addition, the company strives to build explicit associations with customers for ensuring success in the marketing procedure (Rutz and Watson, 2019). Marketing strategies are established to put consumers first in the marketing process. These strategies fulfil customer needs, ensure customer satisfaction, and create customer value. Using marketing, they build influential relationships between customers and staff and increase the value customers receive from products (Rosário and Raimundo, 2021).
Network marketing also helps create convenience and meet customers' needs effectively, thereby integrating more value to them. Stakeholders further participate in the global market environment when they participate in decision-making (Li, Larimo and Leonidou, 2021). Stakeholders encompass of workers, consumers, investors, NGOs, governments and suppliers. Governance significantly impacts an organization's performance as it influences factors such as regulation, policy and taxation. It is designed to ensure that an organization's international marketing is successful and contributes to marketing efforts (Mothersbaugh et al., 2020). Stakeholders directly influence marketing activities, including corporate differentiation and positioning. Differentiation facilitates a firm for standing out and differentiating itself from other competitors. Location is further important as it is an approach for firms to elevate and expand their position (Ferrell, Hartline and Hochstein, 2021). The following content is designed to delve into the contribution of marketing in creating value for consumers, the contribution of stakeholders in the global marketing environment, and the influence of stakeholders on an organization's marketing initiatives.
[bookmark: _Toc118063306]Role of marketing in creating value for customers
Leading marketers view modern marketing as value creation. Marketing intends to satisfy human perceptions by creating value. Marketers select product attributes and services that deliver value (Wu, Law and Liu, 2018). Marketers choose prices that construct value in exchange. Marketers choose distribution channels that construct value for convenience and accessibility. Marketers choose information that describes the value their products create. A customer value model relies on the evaluation of the costs and benefits of a certain market product in a specific customer application (Trivedi, Trivedi and Goswami, 2018). Depending on, for example, data availability and customer cooperation, a vendor can leverage data gathered from different consumers in that segment for building a value model for a single customer or segment.
Marketing facilitates in creating value for a business in numerous approaches. Establishing strong customer relationships is the initial phase to create value for consumers. For example, Procter and Gamble was established to create direct consumer relationships (Wu, Law and Liu, 2018). To accomplish this, the company's global marketing director ensures that employees talk face-to-face with consumers, not just regarding the product's advantages. This concept is supported by the evidence that competitors promptly replicate the assistance of the product. By building strong relationships with customers, companies can protect customers because companies cannot repeat how customers prefer regarding brands (Trivedi, Trivedi and Goswami, 2018). Building strong relationships with customers is the preliminary phase to create the preferred value for customers.

[bookmark: _Toc108006602]Marketing Mix
[bookmark: _Toc108006603]Products
The influence of various situational conditions on key features of market participants' ethical decision-making processes as articulated in marketing and business ethics theories are investigated. Researchers also propose a conceptual framework for understanding how culture influences people's perceptions and business activities.
[bookmark: _Toc108006604]Price
P&G has focused on a customer-centric method and cater customers who wanted to purchase intimacy at a realistic price. Primark has also focused on developing standard and quality products to dominate the market. Emphasis on marketing strategy is essential (Nurdiani, 2022). P&G has developed a social media promotion policy to mobilise the customer group. 
[bookmark: _Toc108006605]Personnel
P&G has recruited influential consumer service team and social media marketing consultants to ensure complete customer service and to implement marketing strategies in the right way to reach potential consumers (Ozuem and Azemi, 2017). Moreover, identify stakeholders or relevant attributes, such as legal or procedural rules, and examine the situation from the perspective of those who influence companies' decisions, policies, or activities.
[bookmark: _Toc108006606]Physical Presence
P&G has the capital needed to implement a comprehensive marketing strategy where the company can build market awareness. The company uses a targeted marketing method to promote products online but direct customers to stores. Therefore, companies can fundamentally emphasise their target audiences with proper social media marketing (Riantini, et al., 2021). 

[bookmark: _Toc118063307]Emotional Elements
The emotional element of advertising further appears as a direct relationship between individuals and products and services. For instance, P&G focuses on considering their customers more emotionally; for example, creating an in-depth relationship for female customers because they are more engaged with the product (Akman, Plewa and Conduit, 2018). Thus, using marketing, employees and companies comprehend their products and services' emotional needs and impact on their retained customers. According to a study conducted by Procter and Gamble, women prefer things like clothing (Rangaswamy et al., 2020). They care more about their clothes because they have recollections. Some dresses are associated with specific circumstances in their lives; thus they develop an emotional connection. Therefore, marketing with a dynamic strategy facilitates creating more value for consumers (Nadeem et al., 2021).
When formulating a marketing strategy, firms should put consumers first. This means that customer needs give value to the marketing procedure. Human needs relate to consider the disadvantaged of certain things, including food, clothing and security. Needs are aspects that construct a person's personality (Jaakkola and Aarikka-Stenroos, 2019). Demand becomes demand when there is more purchasing power, therefore people want products that provide the most value and satisfaction. Therefore, in the marketing process, companies should ensure that the needs of their customers are met. In this way, more value is created for consumers (Tien, Phu and Chi, 2019). Additionally, identifying customer needs and wants and serving them through product marketing helps create value for the product.
[bookmark: _Toc118063308]Customer Satisfaction
Customer satisfaction is further a means to create value for consumers; there is a wide range of products on the market to meet the requirements. On the contrary, satisfaction facilitates them for selecting their favourite brand or product (Hass and Bug, 2018). When consumers are satisfied, they purchase more products and sell the services to their friends. In addition, when consumers are not satisfied, they turn to sellers effectively and offer adverse feedback to customers. Thereby, marketing must create the right level of expectation (Wu, Law and Liu, 2018). Moreover, high-quality products are not only fascinating to retained consumers but also to prospective consumers. You can achieve effective satisfaction by having additional value, which is the basis for effective business associations.
Marketing involves exchanges and relationships. Through the exchange process, people get what they want by offering something different in return. Marketers provide more than just products and their merits. An ideal exchange association is formed using the marketing procedure involving products, services, concepts and other things (Woratschek, Horbel and Popp, 2020). When communication and associations are strengthened, firms retain and win more customers. Therefore, marketers aim to create strong relationships by delivering excellent relevant business value. This is also closely related to maintaining relationships through conformity (Hoe and Mansori, 2018).
[bookmark: _Toc118063309]Marketing Channels
Marketing channels also help deliver more value to customers because they increase communication and relationships. Marketing leads help strengthen the customer-seller relationship. The marketplace is a source of customers and allows sellers to find the right customers, recognize their needs and devise the right market by predefining costs that facilitate in promoting, storing, and delivering products (Rangaswamy et al., 2020). These initiatives develop suitability for consumers and thereby add value to their purchases. Through marketing channels like social media, they construct a comfortable space where consumers can effortlessly engage and share their opinions (Cortez and Johnston, 2018). Social media is a suitable space for direct communication between customers and marketers. It makes the entire procedure more suitable for every consumer. Thereby, value is created by using appropriate discussion channels (Jaakkola and Aarikka-Stenroos, 2019).
[bookmark: _Toc118063310]Online Marketing
Online marketing is also considered the key to most businesses' success as it facilitates a constant relationship between the customers and the company. This is a facility where firms can effectively segment their products and services to a right amount of consumers (Riikkinen et al., 2018). When promoting online, customers have the chance for asking appropriate questions that allow them to learn and obtain additional information regarding a product. It is also a chance for customers to get additional value for the product and services because they are aware of the benefits of the marketer (Bala and Verma, 2018). These benefits construct higher-quality content, which makes it more engaging. It is also a chance for consumers to communicate directly and express their views on the product. Online marketing is further suitable because it facilitates customers for engaging sellers from anywhere; the reaction is immediate. This is also an important aspect of word of mouth, where product ratings are shared. There is also a platform where customers can buy products directly. Therefore, more value can be created through online marketing (Herhausen et al., 2020).
[bookmark: _Toc118063311]Role of Stakeholders within a Global Marketing Environment
In marketing, globalization is conceptualized as the procedure to promote products and services in international markets. It is essential for firms for comprehending how they fit into the market and which target market they should emphasize on. In decision-making process, it is essential for considering the country's culture, values and customs (Tien, Phu and Chi, 2019). Globalization is achieved not only using promotion but further using product innovation. The company also has the option to redesign the product to make it more globally available. For example, Coca-Cola redesigned its bottle to make it easier to drink from around the world.
In general, stakeholders contribute to decision-making. Stakeholders encompass of investors, employees, and suppliers; as such, they participate in decision-making and contribute to the analysis and research of the global market environment (Laczniak and Murphy, 2019). They engage in problems including stack analysis, which provides an explicit understanding of the environment. Once the external environmental analysis is completed, shareholders take adequate initiative plans to improve performance in the company's overall position (Baah et al., 2021).
[bookmark: _Toc118063312]Marketing Department
Many stakeholders are accountable for the success of the company; this is because they are fundamentally engaged in the marketing department. Marketing has developed from being customer-centric to inclusive of all stakeholders involved in the business (Harrison et al., 2019). This raises the concept of an exchange of value between two individuals, such as stakeholders. Stakeholders influence the image of a company in the eyes of the public and therefore, they respond positively to social things. Since marketing relies on an exchange, stakeholders are adequately handled using the exchange procedure (Labanauskaitė, Fiore and Stašys, 2020). This procedure assures that those involved in the business (e.g. employees, suppliers and customers) are employed while improving organizational performance.
[bookmark: _Toc118063313]Investors
Investors are also present in international markets and are directly related to a company's fulfilment. They are beneficial in the marketing procedure as they encompass of individuals who invest in the business (Giacomarra et al., 2019). Investors have the adequate for identifying and having information regarding a product or company. They are essential when working with investors as they assist in decision-making. External markets are sometimes adverse and do not contribute to business success; investors help with challenges that can get companies into trouble (Alijani and Karyotis, 2019). Investors can further provide a financial boost to drive the marketing procedure and win more customers. Companies use investors to market themselves to effective networks to make appropriate relations. Networking not merely creates the adequate relations but further develops a group of probable purchasers. Marketing departments also benefit because it helps promote and promote corporate image (Link, 2019).
Regarding issues related to assets that the economy may acquire, all priorities need to be considered, including capital, exchange, benefits and compensation. There is no way out of the vicious cycle (Mayer, 2021). The economic situation of a country greatly influences the expansion of companies in that country. For now, the focus is on all the efforts of the business units. Likewise, unemployment as a percentage of the total population is increasing. Most business operations start on one side of the world and end on the other, all influenced by events on the other side. The organization has had considerable influence on countries with growing economies (García‐Sánchez, Martínez‐Ferrero and Garcia‐Benau, 2019). The whole company, including P&G, is feeling the consequences of the outbreak, which is common in these situations.
The most challenging aspect is deciding how to discover the social aspect. Because of its acute effects on the individual, it must be managed as soon as possible. One can imagine someone popping up and contributing to the failure. Its pleasurable aspects than economics more influence the desired project. Listed below are some of the variables that can affect business: Those looking for a new place to support their families have many options.
Like O'real and P&G, P&G is one of the most respected brands in the world. Gradually, conducting well-prepared and extensive research is becoming an accepted practice. Many people take their appearance and brand portfolio very seriously. It is not possible to come to this conclusion without considering the influence of various media on society. The most famous characters in online entertainment are also some of the strangest people on earth, with their hair, cool grooming products and wardrobes all in perfect harmony. Due to the continued importance of long-term luminosity care products, P&G has a fundamental advantage over its competitors.
P&G is recognized as a creative company, as evidenced by the frequent sales of new products in all its locations. Finding out how much a company earns from online advertising is the organisation's main and most important purpose. As a result, P&G has an advantage over its competitors in terms of the speed with which items can be delivered to a given location. In any case, a company faces the threat of losing money, damages, or the good reputation it has worked hard to create during its existence. International organizations have to deal with practical challenges of various kinds and levels. One of them involves the movement of previously played objects. Whether there are two or three manufacturers, the sale of counterfeit products can have a detrimental effect on genuine sales. This is still true regardless of the number of manufacturers. P&G possibly the largest company in the world, faces major obstacles. For example, economically disadvantaged young people in developing countries work from the ground up.
All of the world's ecosystems are threatened by climate change. Furthermore, it has a negative impact on the lives of various individuals. As a direct result, large companies are taking action to reduce the environmental damage caused by their products. That is why P&G is concerned about the environment all over the world. There is still a long way to go before governments worldwide have less influence in their specific regions. For large companies, it is necessary to have a well-structured structure. They must have a thorough understanding of the fundamentals they are dealing with.

[bookmark: _Toc118063314]Customers
Customers are the company's assets. However, they also act as stakeholders and influence the likely outcomes of the business. They affect the market environment since they are the receivers of the product. Marketing is further performed for clients; hence their role involves purchasing goods (Kotabe and Helsen, 2022). Customers further provide loyalty to P&G, ensuring that they have an accountable marketplace that can boost and grow the bottom line of P&G. Customers further facilitate in marketing the business using methods including word of mouth (Naderi and Van Steenburg, 2018). Word of mouth makes probable consumers prefer or dislike a product. Using word of mouth, more customers develop trust in the brand. The Internet is also the customers' responsibility when they provide information regarding a product or service. When they are there to share, connect additionally with the appropriate individuals and ensure that the business continues to grow (Moisander, Närvänen and Valtonen, 2020). Consumers further protect the firm from competitors when they purchase from the firm and thereby promote the product. Therefore, a company cannot survive without customers (Genc, Dayan and Genc, 2019).
[bookmark: _Toc118063315]Government
The government is directly accountable for the safety and security of businesses as it affects international markets through laws and regulations. Tariffs can also affect a company's performance in foreign markets (Gillespie and Swan, 2021). Therefore, the government is responsible for creating a favourable environment for its companies to thrive in the foreign market. Through the government, protection against negative policies and laws is also possible. They are also expected to create the right political environment where businesses can thrive (Paul, 2019). The government also influences the licensing process, which affects how easily a business can operate. In addition, the public sector is responsible for creating manageable taxes and tariffs that enable companies to achieve the desired results. Import and export conditions are in the hands of the government, and they must implement them effectively to ensure businesses thrive (Moser and Yared, 2022). On the contrary, non-governmental organizations, including P&G and environmental organizations, also play an important role as stakeholders. These organizations enable companies to understand constraints and develop better marketing strategies without violating laws or policies.
[bookmark: _Toc118063316]Employees
Employees are important to the stakeholders because they are directly connected to the customer or the market. Staff are appointed to provide high-quality customer service that improves the marketing procedure. Employees further deliver their effective performance and generate additional profits and sales for P&G (Drosos et al., 2021). They hold the keys to making the business fail or succeed. Staff should further develop customized services that meet the requirements of each customer. The sales and marketing departments are also managed by workers who require them to be efficient and meticulous in their delivery (Bilan et al., 2020). Workers can further work on different aspects, including suppliers, landlords or community members that can have a negative impact on the company. Therefore, employees contribute effectively to driving a successful marketing process. Stakeholders also play a role in order to predefine objectives for marketing strategy. This purpose is utilized to facilitate accomplishing the marketing process (Lee and Lee, 2020). For instance, employees and investors help set adequate marketing objectives and work collectively. They further provide support in learning the right way to acquire new customers. In addition, stakeholders help identify ways to achieve common goals and KPIs that contribute to sales and the success of the business. Therefore, stakeholders achieve marketing goals by developing appropriate strategies.
[bookmark: _Toc118063317]The impact of the stakeholders on the marketing activities of an organization
It has been observed that engagements are at the core of all procedures. This means that P&G should develop affirmative relationships with their stakeholders for experiencing the latter's positive effect. The roles of stakeholders further demonstrate their influence on P&G. Some consequences are defined as direct links between the stakeholders and P&G. This is further supported by stakeholder theory, which emphasizes the involvement of all stakeholders. It underlines that P&G must not only emphasize consumers because the determinants of organizational success differ.
Companies are empowered to embrace corporate social responsibility by working with today's millennials. This can have different effects, such as a company's service to its employees. Companies should provide the best service to their workers because they directly influence the company’s success. Workers are the ones who possess the company collectively. They are a company's intangible resources; therefore, organizations are liable to secure them as they directly influence organizational performance. When workers are happy, they engage effectively in marketing campaigns. They further build strong relationships with customers because they are privileged and committed to P&G. Happy employees turn into satisfied customers. They additionally create an environment where customers can interact comfortably and directly. Employees also have an impact on business performance; when employees are happy, the results are higher.
Communication and associations are important because they influence how stakeholders segment products and services. Marketing strategies must be apparent to stakeholders according to their level. Marketing adds a boost from stakeholders, including consumers. As a result, businesses benefit from having the best possible experience. Therefore, they devote resources to investing in stakeholders. Different stakeholders must be given preference to help make a greater effect in the organization. This means that other stakeholders have different influences on P&G. It has been observed that some stakeholders influence the company to a greater extent, including the public sector, which can hinder organizational success.
Differentiation is accomplished using stakeholders, as they develop opportunities for the organization to recognize areas of greatest concern. Through differentiation, companies get higher customer value because their unique products serve real customer needs. Therefore, using stakeholders influence the business through differentiation. Differentiation is an important aspect of a marketing campaign that facilitates a firm to carve out a niche market and serve a certain segment of the market that should be done. Therefore, stakeholders, including employees in the marketing department, contribute to the process of service or product differentiation.
Successful corporate positioning also affects stakeholders. Several stakeholders, such as investors, help a company succeed. Investors are usually close individuals who create an influential position for the organization. Therefore, finding the right investors is crucial. Companies must also carefully select stakeholders based on their impact on the organization's success in order to achieve the company's desired outcomes. 
Public relations can also influence stakeholders, as employees and investors must give the company the best possible image. In a marketing campaign, P&G comes up with different types of messages depending on the information they want to present or sell. Using marketing, P&G provides the development of their reputation using public relations. For example, firms offering hospitality and medical services usually achieve affirmative public relations through marketing. Therefore, stakeholders facilitate in improving the company's reputation.
Stakeholders help achieve corporate social responsibility, which includes social and environmental anticipations. For example, when collaborating with non-public firms, they should meet the needs of customers and others. In this regard, P&G decide to utilize charity services for marketing themselves. In addition, P&G is also building a positive reputation by exploring a vaccine for Covid-19. Stakeholders influence the company by assuring that social responsibility is met. It is also a means to maintain ethical standards in dealing with stakeholders, including suppliers. The interactive approach further facilitates in creating a positive reputation for P&G. Real impact can also be achieved through the success of a stakeholder marketing campaign. Meeting business development and growth is the result of ongoing changes that raise the bar for companies and businesses.
Also, stakeholders show an affirmative effect in delivering an adequate marketing strategy. This helps to reduce the overhead that can be used to generate targets. They further offer an overview of the external market, increase company performance by selecting the right key performance indicators and applying them to the organization. They can also feel their influence when they give direction to the organization as they facilitate in creating and identifying the most accessible ways to achieve objectives. Therefore, stakeholders encourage in strengthening the marketing procedure.
[bookmark: _Toc118063318]Conclusion
This report provides a comprehensive discussion on the subject of marketing. Marketing plays an important role in creating value for customers through direct communication. Emotional connections with customers enable companies to meet customer needs. Marketing strategies are also developed to meet customer needs, contributing to value creation. Furthermore, internet marketing has been defined as a great relationship between customers and organizations due to the ease of creating more value for the business. It further facilitates customer service by improving customer satisfaction and creating value for products. Since employees are always involved, exchange relationships can enhance organizational performance. Stakeholders are also engaged in international marketing because they play a role in decision-making. Stakeholders improve marketing campaigns by setting objectives and adequate strategies. Customers are essential stakeholders because they assure the successful purchase of products for P&G. Because of the stakeholders' obligations, their involvement inevitably has an impact, including building good relationships with customers. It is because of differentiation that a company has a niche market that can increase its sales. It is also a way to position the business so the product can be sold appropriately.
Furthermore, stakeholders increase the networking procedure using different customers, including investors. A positive corporate reputation is established using highly engaged stakeholders. The marketing procedure uses other individuals, including internal and external stakeholders. The document further shows how the government can be a key stakeholder in the organization. It highlights the need for businesses to engage with duties and taxes to perform as expected. Complying with laws and government policies is one way to promote your business.
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