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Introduction 
Assessing the mass market at the international level in order to increase the sales, and dealing between the countries worldwide is known as globalisation of the businesses. Globalisation exceeds the horizon of businesses to business marketing crossing over the borders of the countries. This essay will discuss the influence of globalisation on the marketing strategy of the organisation using the reference of H&M - a Swedish multinational fashion retail company. The competition also increased due to globalisation related to price, target market, etc. The role of marketing in order to increase the value of the products or services to the customers will be discussed in this essay. Along with this, the importance and role of stakeholders in the global marketing environment will also be discussed here. Moreover, the impact of the stakeholders on the marketing activities of the organisations will be explored in this essay. 
The Role of Marketing in Creating Value for Customers is huge. The set of activities of the organisation to reach the customers in effective ways is known as marketing. Creating a relationship with the customers, communicating with them as well as delivering and exchanging the best offerings that value for the customers are some essential activities of marketing. An effective exchange process that offers something to the customers, and obtains desired profit in return are the key to marketing. The company offers a bundle of goods or services at the best price to the customers, which is concerned by the marketing process (Narus, n.d.). These offers can be tangible goods, intangible benefits or services, discounted prices, which also help a company to increase its competitiveness with other companies in the same industry. 
Marketing is responsible for creating the exchange value between the company and the customers. It is starting from identifying the customers for particular goods or services, therefore, identify their needs and the values that they want to give to fulfil those needs. Collecting the customers’ opinions and knowing their needs, the marketing team provides the design of the products or services to the organisation to ensure that it meets the customers’ needs. After designing the products or services, the team communicates with the customers explaining the company the offer provides. Along with this, marketing is also involved in collecting feedback from the customers once they use the goods or services. Based on this feedback company can improve its services or products. Marketing allows the company to improve their services to get more customers, where they get the customers’ experience through direct communication with the customers. 
Theodore Levitt – an influential economist and a professor of Harvard Business School stated in his book ‘Marketing Myopia’ that a business is all about finding and keeping customers, where marketing takes the business to a functional place and plays a strategic role in the business (Clayton, 2016). According to him, marketing is an instrument to help the business to achieve its purpose and objectives. He argued in his book that, the company should think of themselves as the buyers of the customers, who create goods or services to fulfil their customers’ needs through making a commercial relationship. As mentioned by him, marketing creates value for the customers as the process connects the people with the company through its products or goods. 
Marketing is more than advertising, selling the goods and collecting money, the main role of marketing is to identify, satisfy and retain the customers. Before the organisation creates value for any good or service, it needs to identify the needs where it can put the value based on the customers’ perspective who possess these needs (Levitt, 2017). After identifying the needs or wants, the next purpose is to satisfy the customers by delivering the desired products or services at the perfect time they want the items. Here again, comes the exchange process, where customer satisfaction refers to ensure that everyone feels they are benefitted in exchange for money. It is the role of marketing to make the customers happy by providing desirable products or services with the value they pay for. As the company’s goal is to sustain itself in the market, they imply an effective marketing process, where they focus on retaining the customers as well. H&M creates new opportunities for the customers to win their loyalty and makes them permanent customers. 
The business model of H&M focuses on creating value for customers, where they offer fashion with quality at the best price. They try to satisfy their customers by providing a wide range of products for all ages and all genders. The company has a very effective marketing team that has made the company one of the world’s largest clothing retailers. The global domination of the company has framed its marketing strategy effectively with a flexible marketing approach. As stated by Theodore Levitt, marketing is more than advertising, H&M also focuses on building customer relationships through its marketing team by dominating the fashion, quality and price. 
The value for customers through the marketing of H&M can be described by the theory of marketing mix, where the company focuses on product, price, place, and promotion in order to create customer value and sustain the business. 
Product is the main focus of the company, where they do not compromise the quality and thus the company has created its brand value to the customers. H&M provides a wide range of products including accessories, clothing, swimsuits, basic jumpers and many others of all genders and ages (H&M, 2021). The marketing team of the company researches on the latest fashion on the regional basis, and identify the customers’ requirement first. Therefore, the company can produce the latest fashion based on the customers’ demands. Interestingly, the company offers customers towards eco-friendly shopping approach, where they offering clothes that are durable and recyclable. The company includes fast fashion in all regions of the operation as the young generation of the modern-day is fond of this fashion trend. They have qualified designers, who design the clothes according to the market trend collected from the research of the marketing team. 
The pricing strategy of H&M is one of the important marketing methods that create value for the customers. The company offers a broader pricing range so that everyone can consume its products as per their buying power. They offer various discounts on different products and it increases their revenue also. The core and fresh stocks of the company offer attractive discounts frequently as they know that customers want to buy quality products with brand name at a reasonable price, which can be considered as a good marketing strategy to create customer value as well. In order to deliver the products at a low price, the company cuts the costs of intermediate transactions. Reducing costs in the supply chain leads the company to set the low-price products. They buy the products directly from the suppliers in a bulk amount that automatically reduces the cost price. Being closer to the manufacturers, who are experienced in the developing country and produces good quality products, H&M makes them the manufacturing partners in the associated country so that they reduce the cost of the supply chain (Klement, 2018). 
Place determines the presence of the company worldwide. H&M is dealing in fifty-five countries with their physical stores. The company has a good network all over the world that makes a good customer base of the company. The company sets the price of the products according to the economic condition of the associated country and follows other trends also, which helps the company to create a good relationship with the customers. H&M is quite focused on placing themselves in the countries, where they can market their products for creating value for the customers (Bhasin, 2019). The expansion is a continuous process for the company to make their products easily accessible for the customers at a reasonable price. Along with this, they also select the countries with slower economic growth, where they can take advantage of the workforce and secure the location at a realistic price. 
Promotion is one of the most important processes of marketing to reach customers. H&M always takes this part of marketing very seriously and takes efficient strategies for the promotion as well. Though, they do not spend much money on promotion keeping the price strategy into account. Their advertisement is qualitative and at a reasonable price, where they utilise electronic media to reach potential customers as well as let their customers knowing the offers or discounts of the products. The company used both direct and indirect marketing processes while promoting the products. For international marketing, they use the internet, social media to promote their products or reach the customers with new offers. Their advertisement comes in television channels, infamous magazines in terms of indirect advertisement. For direct marketing, they rely on social media marketing, direct website marketing, word-of-mouth marketing by loyal customers. They use Twitter to share their new collection, also use Instagram to reach directly to the consumers. Nowadays people are very fond of social media, the company uses this trend for their marketing purpose and creating a relationship with their customers. Customers can directly connect with the company through social media and the company also can get feedback about their products directly from the customers through it (Nguyen, 2017). The company has created a new marketing plan to get reach customers through mobile phones. The customers get SMS from the H&M outlet they visited about the discounts, coupons. Direct communication with the customers increases their brand value as people take the company as a buying option when they feel comfortable. The marketing team of the company is engaged to create such a vibe among the potential customers (Charlton, 2020). 
The company also uses celebrity influences for their marketing process, where they use famous faces to influence the customers. When dealing internationally, the marketing team of the company always consult with a local expert about the customers' choices, their culture so that their marketing process cannot harm the local culture or cause any unintentional offence. Due to globalisation, the company needs to be aware of customer type, culture, local market trend of every county they targeting for expansion (Klement, 2018). The marketing campaign of the company also helps it to get reach customers. Following the current trend, both the online and offline stores of the company can glorify their marketing strategy as the internet makes simple international marketing. 
The Role of Stakeholders within a Global Marketing Environment and their impact on the Marketing Activities of H&M is also important to analyse for the development of the organisation. Any business organisation does have numerous numbers of stakeholders to operate their businesses, and in that particular perspective, it can be stated that no matter whether the organisation is operating domestically or internationally, the organisation used to have their own set of stakeholders. Stakeholders of an organisation can be stated as the individual who has the direct interest with the organisation’s operational activities, and who can either influence or get influenced by the business performance of the organisation (Boggero, Ciampa and Nagel, 2021). The primary stakeholders of an organisation or to a business that operates globally are – investors, employees, consumers, suppliers. However, with the aid of changing business scenarios in the global context, the concept of stakeholders of an organisation has extended to the communities, governments, and trade associations also. Stakeholders of an organisation can be divided into two different categories – internal stakeholders, who are directly vested their interest with the organisation like the employees of the organisation, owners, investors of the organisation. On the other hand, external stakeholders are suppliers, creditors, people, the government who are not directly associated with the organisation (Fernando, 2021).
Shareholders of an organisation play some significant roles within an organisation and have the capabilities to influence a business organisation in various ways. According to Donaldson and Preston (as cited by Evers et al., 2012), stakeholders can be identified as the sets of the group who have an interest in augmenting the performance and efficiency of an organisation. Based on the marketing point view, Ferrell et al., (as cited by Evers et al., 2012), has stated one organisation requires to shift their concentration from market orientation to the stakeholders perspective, which allows the organisation to acquire in-depth understanding on the performance effectiveness. Henceforth, it can be stated that identifying the value of such different types of actors within the organisation’s environment instead of focusing on a specific group which is typically the consumers and competitors of the organisation, allows the organisation to strengthen and sustained their performance level. Also, according to Greenley, Hooley, and Rudd (as cited by Evers et al., 2012), who has investigated capabilities of marketing performance of an organisation from a shareholder's point of view, they had found that based on the nature of the shareholders of a particularly large size organisation used to determine the types of marketing ability that they deploy, and also the deployment of their market assets. Henceforth, according to the literary evidence from different researchers and scholars, it can be obtained that stakeholders are one of the inevitable aspects of an organisation that has the capabilities of shaping the marketing performance of a large size organisation in the global context. Also, it can be stated that shareholders perspective is another significant matter that one organisation used to consider while developing the marketing strategies like product, price, promotion and distribution, which helps the organisation to ensure that benefits are not in sync with only one category of stakeholder that is consumers of the organisation.
According to Gelter, (2018), while conducting marketing activities at the international level, it can be stated that the marketers need to identify with the stakeholder mapping theory, which is highly relevant for the marketers of an organisation to determine the marketing activities and planning. The initial step for preparing a marketing plan through stakeholder mapping is the marketer requires to create a generic stakeholder map, which will contain the detail of all the shareholders of the organisation. Once the sketch is done, it can be stated that the shareholders need to have a better understanding of who are the shareholders of the organisation, and this will help the organisation to determine which group of shareholders can create a certain impact on the organisation in which way that could have been overlooked in the past. All the shareholders of the organisation can be divided into three different groups or categories, and those are – internal stakeholders – who are the members of the organisation directly associated with the organisation or the organisation members like Directors, Managers, Employees and Connected Stakeholders (Ronnegard and Smith, 2018). Connected Shareholders – who are also a part of internal stakeholders and have an economic and contractual relationship with the organisation like company shareholders, consumers and distributors of the organisation. External Stakeholders – who are not directly associated with the organisation; however, who has the shared interest in the organisation's activities might influence or might get influenced by the activities of the organisation in some way like Governments, Interest and Pressure Group, Media, and Local Communities (Piotrowska-Piątek, 2017).
It has to state that according to the Stakeholder Mapping Theory grouping stakeholders in different categories is highly significant for an organisation; however, it would be a greater mistake to think that each stakeholder is a separated entity or group. For example – it can be stated that consumers of an organisation are part of the wider community, and they might also be the shareholders of the organisation or even the employees of the organisation (Krupa et al., 2018). Therefore, it can be stated that one connected stakeholder of an organisation can be the external stakeholder and internal stakeholder of the organisation. Therefore, it is to be taken away from the theory that any organisation can be affected by the environment within which it operates, and also at the same time, it can affect the environment. For example – an employee of H&M bank can purchase the shares of the organisation, and also he or she is a member of the community within which the H&M bank used to operates its operational activities.
There are significant roles that the stakeholders used to play within the organisational context of H&M, and those roles are – directing the management team of H&M where one of the stakeholders of the organisation can be the part of the board team of the organisation, and the internal stakeholder of the organisation can assist the organisation in the decision-making process. Stakeholders of H&M helps the organisation by bringing money within the organisation as the shareholders of the organisation are also the stakeholders for H&M. Large stakeholders of the organisation are the major stakeholders of the organisation, and they used to constantly monitor the operational activities of the organisation, which allows the stakeholders to make the organisation abide by the various human resources policies and laws and along with the environmental laws (Zhuang et al., 2019). Also, these stakeholders of the organisation can monitor the outsourcing activities and may vote against the organisation's operational activities if the stakeholders found that the activities can impact the organisation in the long term. Henceforth, it can be stated that the stakeholders of H&M used to keep monitoring and stays connected with a corporate conscience. Also, the stakeholders of the H&M needs to play other responsibilities within the organisation like the stakeholders of the organisation needs to identify the new areas of market penetration, and the ways of increasing the sales numbers, along with that, the organisation needs to identify different market-related ideas and attracting new investors within the organisation. Also, the stakeholders used to take the decisions related to the environmental and social aspects to make the business sustainable can be board members or members of the selection committee of the organisation (Silva et al., 2019).
Stakeholders impact on the organisation is being increased over the period, and it is influencing and shaping the performance of H&M in different ways. The stakeholders of an organisation can create both positive and negative impacts on the organisation especially on the operational activities of H&M. Government and Society is one of the key stakeholders for the organisation that deals with legal compliance and risk management and that is one of the significant aspects of the two different ways business stakeholders of the organisation can affect the business of the H&M. Government bodies are different types of stakeholders for an organisation comparing with the consumers, employees, suppliers and others as these bodies can ramp down an organisation in any moment (Sinclair et al., 2017). Satisfying the external stakeholders is also a key approach that used to be considered by H&M; however, this can create an impact on the organisation. For example – one of the wholesale distributors of H&M is associated with the organisation for a long period, and due to certain issues, the distributor might not be able to pay the H&M on time. In that perspective, the organisation might wave off the late payment fees, and might allow some of the discounts amount to help the distributors to plan for payment. This way the cash flow projection of the H&M might get hampered; however, to keep the distributor or buyer of the organisation this method can assist the organisation (Levchenko and Dats’ko, 2019). The suppliers of the H&M is one of the significant aspects of the organisation, as they are the people who supply materials or services to the organisation necessary for operational activities. Keeping those factors in mind, it can be stated that if the H&M's management team gives heads up to the suppliers of the organisation related to their new methods of operation, it will provide the business organisation added advantages as the suppliers can plan for their supplies according to the requirements of the organisation.
For example, the organisation Volvo Group used to create value for their consumers, which leads them to create value for their shareholders. Toyota and L’Oreal are significantly known for their exceptional achievements of creating a relationship with the suppliers and creating suppliers' satisfaction, which has become the cornerstone for the organisation's stunning success as they provide all the necessaries to the organisation for the operational activities.
Conclusion
The essay has considered the topic of marketing fundamentals of an organisation, where it has significantly stated all the necessary details of the marketing and related to marketing the stakeholders of the organisation. The essay has also discussed the different perspectives of marketing based on the organisation named H&M. Relating to the fundamental of the organisation, the essay has discussed how the marketing activities of H&M is creating values of the consumers of the organisation. It has been observed throughout the essay that H&M is one of the successful organisations that is operating across the world and keeping that aspect in mind along with modern global business context, it can be stated that marketing is highly significant for the organisation which allows them to create values for the consumers. Also, the essay has discussed how stakeholders use to play a significant role within the organisational context of the H&M by utilising stakeholders mapping theory which is significant for creating a marketing strategy. Also, it has discussed how stakeholders create an impact on an organisation with relevant examples.
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