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[bookmark: _Toc118498911]Introduction 
Marketing is nothing but creating a profitable relationship with the consumers creating value for them. According to American Marketing Association, marketing is considered as the action, set of institutions, and processes that are aiming at creating, communicating, delivering, and exchanging offerings that are valuable for the customers, partners, clients, and society at large. The marketing process consists of understanding the market need, preparing a marketing strategy according to the market need, preparing an integrated marketing programme, building profitable customer relationships, and capturing value from the consumers (Terpstra, et al. 2012). With the mitigation of the national border in business by the globalisation process, the business environment is highly competitive with the intervention of the larger foreign enterprises in the local market. Therefore, the concept of the global business environment has arisen. In the global business environment, the brand targets consumers worldwide and changes in the business environment in any country affects the business operation. By conducting situational analysis periodically, the brands can understand the effect of the changes in the global marketing environment on the business and define whether it is creating opportunities or threats for the organisation and how to deal with the changes. The marketing mix elements are the only tools that can be used to create value for the consumers as well as respond to the changes in the marketing environment. 
[bookmark: _heading=h.30j0zll]This report is aiming at defining the role of marketing in the value-creation process for consumers and the role of stakeholders in the global marketing environment along with considering the impact of the stakeholders on marketing practices. Therefore, the following section first defines the marketing direction of Tortilla with the marketing process and the strategic directions of the organisation. Later on, the effect of globalisation on the business will be analysed considering its market potential and competitors. The discussion will be ended with a depth focus on the impact of stakeholders on the business with the stakeholder analysis. 


[bookmark: _Toc118498912]Company overview of Tortilla 
Tortilla is a British fast-food chain serving Mexican foods headquartered in London, England, UK. This restaurant chain is established in 2007 and currently operating in the United Arab Emirates, and Saudi Arabia apart from the UK. The brand has already established 84 branches in the UK as well as 10 restaurants in Dubai and Saudi Arabia. It has proficiency in providing authentic Mexican foods in the international market. The brand is positively growing since its establishment and opened more than 94 stores in three countries of the world within 15 years of operation (Tortilla, 2022). 
















[bookmark: _Toc118498913]Marketing direction to create customer value 
The marketing process is showing that to create value for the consumers, the brand should first understand the market need with marketing research. According to the market need, the brand designs the marketing strategy with the segmentation, targeting and positioning strategy (Czinkota, and Ronkainen, 2013). The marketing mix programme is designed to create an integrated marketing programme. The brand communicates with the consumers and builds a sustainable relationship with the consumer with customer service andan after-sales service programme. The following section is going to focus on the way Tortilla is creating value for the customer with the marketing process. 
[bookmark: _Toc118498914]Understanding the marketplace and consumer need 
The UK is one of the international markets where Mexican foods are preferred most. The UK is the 12th country apart from Mexico where Mexican cuisines are liked the most. According to Butler (2015), Mexican restaurants are enjoying more than 71% growth in the UK. Tortilla has captured the market need and aimed at serving authentic Mexican foods with its restaurants. 
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Figure 1: Share of people who liked Mexican food as of 2018
Source: (Clark et al., 2022)
[bookmark: _heading=h.tyjcwt]The above chart is the showing that 76% of the population in the UK like Mexican foods and it is the 12th highest market for Mexican foods apart from Mexico. Therefore, Tortilla is established to meet the need of 76% population of the UK with authentic Mexican cuisine in the UK. It is a British-originated brand but serving with Mexican foods. The demand for Mexican food is rising over time with the increasing preference among millennials (who were born in 1983 to 1996) and generation z (1997 to 2010). Therefore, the market is sustainable potential growth as the purchasing power of the millennials is growing with the increasing participation of this market in the workforce of the UK. 47% of the UK workforce is now captured by the millennials (Horwood, et al. 2020). 
[bookmark: _Toc118498915]Marketing strategy of Tortilla 
To prepare the marketing staretgy, the brand first defines the target market profile with the segmentation bases and determines the targeting strategy of the organisation. The brand prepares a positioning strategy to flaunt its point of differences and competitive advantages (Doole and Lowe, 2012). The following section is going to define the market segment served by Tortilla with the segmentation bases. 
	Bases 
	Factors 
	Lucrativeness 

	Geographic 
	Region: the UK, the UAE, and Saudi Arabia 
	76% of the UK population like Mexican foods (Clarke, 2022). 

	Demographic 
	Age: 8 to 40 years old 

Income: medium to high income 
	77% of the total population in the UK belongs to millennials and generation z (Gaiser, 2021).
75% of the total population of the UK belongs to the medium to higher-income segment (Timothy, 2019).    

	Psychographic 
	Lifestyle: Bohemian
	42% of the millennials and generation like to lead a bohemian lifestyle with freedom and adventure (Nyiri, 2020). 

	Behavioural 
	The benefit sought: Taste and nutrition  
	65% of the millennials and generation z focus on the taste and nutritious value of food (Bader and Rahimfard, 2018). 


Figure 2: Segmentation strategy of Tortilla
Source: author 
The target market of Tortilla is the millennials and generation z. The millennials and generation z are the major focus of the organisation as they like to eat new food as well as spicy foods. The millennials who are not highly conscious about their health like to lead a bohemian lifestyle but the brand has integrated taste and nutrition together (Riyadi et al., 2022). 
Targeting strategy 
The brand is following a concentrated targeting strategy considering the millennials and generation z who like to have Mexican cuisine. The brand has prepared the food in a way preferred by this niche market. The brand has also ensured a sort of personalisation in the product with the mass customisation strategy in the product like the allergenic ingredients can be replaced and the consumers can add any toppings or sauces they want to their food (Scoppola, 2021). 
Positioning strategy 
[bookmark: _heading=h.1t3h5sf]The brand has positioned itself in the global market as well as the UK market with the authenticity of the Mexican taste and the nutritious value of the product. It is a rare combination in the fast-food industry where the brand can integrate the uniqueness of taste and nutritious value of the product.
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Figure 3: Positioning map of Tortilla 
Source: (Pinilla and Rayes, 2019)
The map is showing that all of the competitors of Tortilla could not manage healthy food in the fast-food industry. The leading competitors of the organisation are from the international market. McDonald’s, Burger King, Sonic, and Five Guys are American fast-food chains operating in the UK. Therefore, the brand has positioned itself in the market with unique taste and healthy products. 
[bookmark: _Toc118498916]Integrated marketing programme 
Marketing mix tools are the controllable elements of the marketing programme that are designed to create value for the consumers as well as respond to the opportunities and threats from the external environment of the organisation (Armstrong et al., 2014). The following section is going to illustrate how Tortilla has created value for consumers with the marketing mix tools as marketing directions. 
The brand has entered the fast-food industry of the UK with Mexican foods. The brand is following the product category as the product strategy providing quality Mexican foods. The brand ensured the health and nutritious value of the product and the authentic Mexican taste of the foods with the original recipe. The brand is using a value pricing strategy providing more value for the products compared to their price. The brand is conducting operations across the UK with 84 stores and it is operating in the UAE and Saudi Arabia with 10 stores. The brand is promoting its products with social media marketing practices and window promotion. The brand also uses broadcasting media as well as print media to reach the target market. Social media marketing is contributing to the brand engaging its consumers (Stalmirska, 2020). 
Tortilla has an expert team of 250 members who are serving the brand with full cooperation. The brand has its delivery partner, Deliveroo which contributes to the home delivery service of the organisation. Tortilla has self-service at the store and the consumers have to pay first and take their food by themselves from the counter. The brand has been designed with an authentic Mexican cultural vibe as well as the brand has ensured an adequately spacious interior (Riyadi, et al. 2022). 






[bookmark: _Toc118498917]Customer relationship building and managing programmes 
Tortilla is managing customer relationships with loyalty cards and 24/7 customer service. The brand has launched a loyalty card for its regular consumers providing them with special discounts according to their usage rate of the consumers. It penetrates the consumer conversion rate for the organisation and the band has more than 6000 loyal consumers with loyalty cards. The brand is supporting the consumers with the consumer support centre with social media marketing practices. The brand is responding to consumers quickly with chatbots (Tortilla, 2022). 



















[bookmark: _Toc118498918]Impact of globalisation on Tortilla and its market
Globalisation refers to the process of diminishing the national border to penetrate the business practices across the border (Lilien et al., 2013). The aim of globalisation is equal economic development across the world with the support of larger enterprises that have the ability to serve the product demand in the international market. It is a major event in the marketing environment of Tortilla and it is going to be illustrated with PEST analysis. 
Political factors
Tortilla is dealing with the political environment of the UK, the UAE, and Saudi Arabia. The brand is enjoying the local market after Brexit as the local brands are supported by restricting the international brands with the trade barriers. While expanding operations in the EU countries, the brand has faced threats for the same reason with the trade barrier. Due to globalisation, the UK is managing a strong bilateral relationship with the UAE and Saudi Arabia, therefore, Tortilla has been supported by the local brand Eathos as a joint venture (Nyiri, 2020). 
Economic factors 
The countries where Tortilla is serving, are supporting the globalisation process with the minimum trade barrier for the international organisation. The UK is the fifth freest economy in the world and the UAE has $19.88 billion. The workforce of the UK is highly diversified with more than 6 million non-British population. On the other hand, in the UAE, more than 8 million international employees are working with an 11% growth rate. More than 6.17 million international employees are working in Saudi Arabia in 2020 (Gaiser et al., 2021). Therefore, the workforce has become highly diversified as an effect of globalisation. 
Social factors 
Not only the workforce of the countries is diversified with international employees but also the demographic pattern of the countries (the UK, the UAE, and Saudi Arabia) are highly diversified with the migration of the international population as a result of globalisation. 
[image: ]
Figure 4: Non-British population in the UK 
Source: (López, 2022)
In the UK, 9.6 million people are of non-British origin which is equated to 16% of the total population of the UK. More than 200,000 Mexicans are living in the UK which has contributed to the growth of Mexican foods in the UK. More than 76% of the UK population like to eat Mexican food. Therefore, Tortilla has found a lucrative market there. 8.8 million people in the UAE are a foreigner which is almost 80% of the total population of the country. Such migration is the direct effect of globalisation (López, 2022). 





Technological factors
The globalisation process has penetrated the enrichment of technology across the world sharing technologies among countries. The brand is supporting its operation by connecting international consumers in the UAE as well as Saudi Arabia with the website and social media platform. The trend across the world with online food delivery service has penetrated the operation of Tortilla with its delivery partner Deliveroo. Consumers can trace their products in the supply chain with the full digitalisation of Tortilla’s supply chain. 

















[bookmark: _Toc118498919]Competitor analysis with Porter’s five forces model
The competitive environment of Tortilla is also influenced by the globalisation process with its major contribution of a borderless supply chain, international consumers, and international competitors. Porter’s five forces model contributes to the detailed illustration of the competitive environment of defining the industry lucrativeness as well as the competitive rivalry in the market (Kotler et al., 2013). 
Threats from the new entrants (high)
Due to globalisation, countries across the world are allowing international brands to enter the market as well as supporting local entrepreneurs to serve the market. Therefore, Tortilla was supported in the international expansion in the UAE and Saudi Arabia as well as supported in the UK to compete with the international giants. The brand is also facing a strong threat from the new Mexican restaurant that has equal ability to serve the market like Tortilla with authentic product. The UK is the fifth freest country in the world that is going to deteriorate the threat for Tortilla with the originally Mexican restaurant brands (Timothy, 2019). 
Threats from substitute (moderate)
The threat from substitutes is moderate for the organisation as the major substitutes are ready meal-kit brands and the grocery shops in the UK that are providing with the ready to cook food packages to reduce the time required for cooking at home. On the other hand, the habit of cooking food at home in the UK has increased with the pandemic situation as well as the cultural diversity. 80% of the Indian sub-continental population in the UK like to cook their own food. Therefore, the brand is threatened with the ready-to-cook foods as the organisation moderately as still 63% of the total population of the UK prefers dining out at least once a day (Bader and Rahimifard, 2018).  
Bargaining power of buyers (high)
 Due to globalisation, the consumer market of the UK, the UAE, and Saudi Arabia is highly diversified, therefore, it has become difficult for the brands to define the differences in consumer preference and forecast the potential market size. Therefore, it has become threatening for Tortilla with the Bull-whip effect. On the other hand, as there are 93,000 restaurants in the UK and all are trying to attract consumers and maintain a sustainable relationship, the brand is facing a strong threat with the high consumer attrition rate (Stalmiska, 2020). The brand has to set the product specification and pricing according to consumer expectations and market competitiveness. 
Bargaining power of suppliers (low)
There are numerous suppliers in the UK, the UAE, and Saudi Arabia to collect the raw materials to prepare Mexican foods. All of the supermarkets and professional dealers and wholesalers of raw materials are contributing to smoothening the supply chain of the organisation. Due to globalisation, Tortilla is also using internationally imported authentic Mexican ingredients to ensure the actual Mexican taste in the food prepared. Therefore, the organisation is finding lower threats from the suppliers (French, 2018). The brand is not dependent on one set of suppliers, in fact, the suppliers are trying to build a sustainable relationship with the brand following its continued growth across the world. 
Competitive rivalry (High)
The major competitors of Tortilla in the global market are McDonald’s, KFC, Starbucks, Subway, Yum China, and Burger King. They are competing with the brand across the world with strong competition. Globalisation has increased competition for the brand both in the home country and the host country market. Mcdonald’s is the leading brand in the world with 40031 stores across the world and earned $23.2 billion in 2021 and Subway is the second largest global brand with 37000 stores and $16.1 billion in revenue. It is the market leader in the UK for Tortilla with the largest market share here. Subway is competing with Tortilla both in the home country market as well as the host country market as a UK-originated restaurant chain. Tortilla is the largest Mexican food provider among restaurants in the UK providing authentic Mexican food (Riyadi et al., 2022). 






[bookmark: _Toc118498920]Positioning strategy of Tortilla in the global business environment 
To compete with McDonald’s, KFC, Subway, Burger King, Starbucks, and Pizza Hut, the brand has focused on a differentiation strategy. As all of these brands are internationally giant brands with strong brand images, Tortilla has to ensure an out-of-the-box differentiation strategy to strengthen its position in the market. It has followed a blue ocean strategy with product differentiation and price differentiation. The positioning strategy of the brand in the global market is explained below-
Product differentiation
The brand has been positioned in the UK as well as in the global market with the product differentiation strategy. The brand has created a rare combination of unique tastes as well as nutritious food in the fast-food chain in fact. The brand is providing with authentic Mexican food in the Mexican interior in the UK, the UAE, and Saudi Arabia. It has ensured product quality by considering the health value of the products that cannot be ensured even by the global giants. All of the brands including McDonald’s, Subway, Starbucks, and KFC could not ensure the nutritious value of the product. In fact, the product taste of these brands is also similar (Scoppola, 2021). Tortilla is operating in the market with a unique menu in comparison to these global leaders. Therefore, it has created a strong image in the market with 84 stores in only 15 years. The brand has already expanded operations in the international market. Tortilla has contributed to the internationalisation of authentic and indigenous taste of Mexican foods and more than 76% of the total population in the UK prefers Mexican food in their menu, therefore, Mexican foods have a more than 11% growth rate in the industry (Pinilla and Rayes, 2019).  






Price differentiation 
The brand has ensured price differentiation with the value pricing strategy providing the consumers with a justified price for the products instead of setting prices according to the brand image like McDonald’s and Subway. The brand has reflected the product quality and value with the pricing strategy as it wants to develop trust in the consumers about the honesty of the organisation about its promise for the justified price with higher product quality (Armstrong, et al. 2014). 
[bookmark: _Toc118498921]Stakeholder analysis in the global market
[bookmark: _heading=h.35nkun2]The stakeholders of the organisation are the parties who are directly or indirectly, financially or non-financially affected by the business activities of the organisation. The internal stakeholders are directly affected with the business activities and the external stakeholders are indirectly affected with the business practices of the organisation (Gaiser, 2021). In the global market, the internal stakeholders of Tortilla are Eathos (its partner in the UAE and Saudi Arabia), Daliveroo, suppliers, consumers, employee, competitors, and investors. The external stakeholders of the organisation are the governments of the UK, the UAE, and Saudi Arabia, the public, and social activists. The following section is going to prepare the stakeholder analysis defining the influence and interest of the stakeholder and the stakeholder management strategies of Tortilla
	Stakeholder 
	Internal/external
	Influence/ Power
	Interest 
	Management strategy 

	Consumers 
	Internal 
	High 
	Low 
	Keep satisfied meeting their need

	Investors 
	Internal
	High 
	High 
	Manage closely with periodic report

	Eathos 
	Internal
	High 
	High 
	Manage closely with the periodic report and share revenue according to the agreement

	Deliveroo
	Internal
	Low 
	High 
	Keep informed about the changes 

	Suppliers 
	Internal
	Low 
	High 
	Keep informed about the changes 

	Employee 
	Internal
	Low 
	High 
	Keep informed and train them according to the changes 

	Competitors 
	External 
	Low 
	Low 
	Monitor whether any threat evolves

	Government 
	External 
	High 
	Low 
	Keep satisfied sharing required information 

	Public 
	External
	Low 
	Low 
	Monitor whether any threat evolves

	Social activist 
	External
	Low 
	Low
	Monitor whether any threat evolves


Table 1: A stakeholder analysis of Tortilla 
Source: author 
The above graph is showing that the brand should be highly careful about the interest and power of the investors and partners and ensure a sustainable positive relationship with them. Consumers are the core concern of any organisation; therefore, Tortilla is ensuring customer satisfaction by designing the marketing programme with consumer orientation.  


[bookmark: _Toc118498922]Conclusion 
The above discussion has defined the role of marketing in the value-creation process for consumers and the role of stakeholders in the global marketing environment along with considering the impact of the stakeholders on marketing practices. Therefore, it has evaluated the value creation process of the brand with a detailed illustration of the marketing process. 76% of the population in the UK like Mexican foods and it is the 12th highest market for Mexican foods apart from Mexico. The brand is targeting this 76% of the population with authentic Mexican food with a concentrated marketing strategy. Tortilla is a rare combination in the fast-food industry where the brand can integrate the uniqueness of taste and nutritious value of the product. The bilateral relationship of the UK and the mitigation of economic barriers have facilitated the brand with globalisation. The brand is facing major competition from international brands. To position itself in the global market, it has used product differentiation and price differentiation. In the global market, the internal stakeholders of Tortilla are Eathos (its partner in the UAE and Saudi Arabia), Daliveroo, suppliers, consumers, employee, competitors, and investors. The external stakeholders of the organisation are the governments of the UK, the UAE, and Saudi Arabia, the public, and social activists.
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