





MARKETING FUNDAMENTALS


[bookmark: _jm1xzyn0oxr9]Introduction
Marketing is considered one of the major components of organizational activities. As mentioned by Brennan et al. (2020) marketing refers to the organizational activity that is used to promote or advertise the products and services of the companies in the marketplace. Marketing enables the organizations to enhance the customer traffic of the organizations that reflects on the high productivity and profitability of the companies. Along with this, marketing helps to gain a significant competitive advantage in the market among other competitors by reaching out to more potential customers. The following report is going to emphasize marketing and its other fundamental aspects. In order to discuss this, the role of marketing in generating value for the customers will be analysed.  Along with this, the role of the stakeholders in marketing in the global marketing environment will be considered as well in the context of the marketing activities of any organization. Additionally, the impact of the stakeholders on the marketing activities of the company will be analysed for a detailed and coherent discussion. The chosen organization for this paper is Sainsbury’s, a retail chain organization based in the UK. Sainsbury is the second-largest retail chain company in the UK that has more than 1400 store locations in the country (Sainsbury’s, 2021). They use different marketing tactics such as social media promotion, offline marketing campaigns, digital campaign and others in order to improve their customer base in the UK. 
[bookmark: _vnfhiesyykwe]Main discussion
[bookmark: _y11p1ltcbvlj]1. The role of Marketing in creating value for the customer
According to the view of Sheikh et al. (2017) marketing refers to the process of promoting the products or services in the market in order to reach more potential customers and to increase the profit of the organization. One of the major purposes of marketing is to generate value for the customer besides managing the value of the organization. As mentioned by Olimovich et al. (2020) marketing plays an effective role to identify the potential customers, satisfying and fulfil their needs and in this way, retaining the customer base for the companies. This is because the marketing employees work to satisfy the customers by delivering the products and services effectively and in this way, by addressing the needs of the customers properly. The role of marketing for generating the value for the customer is defined below in detail:
Providing satisfying customer experience to them
In the view of Giri et al. (2018) for achieving the maximum benefit from the marketing strategies, it is required to analyse the market first for identifying the customer needs and demands properly in the market. In this way, marketing creates value for the customer by providing them with a satisfying experience. Marketers measure customer satisfaction from any products or services by gathering customer feedback and experience that defines the success of marketing strategy and the requirement of improvement in marketing. Good experience of the customers develops the trust of the customers towards the brand, which helps to improve the goodwill of the organization among the customers in the market. 
Sustaining a committed relationship
Marketing helps organizations to develop a committed relationship with their customers. Supporting this, Krizanova et al. (2019) have stated that marketing is one of the major ways to develop communication with the customers. It is required to communicate directly with the customers for pursuing them in their purchasing decision. In this way, marketing activities help to sustain the committed relationship between the customers and the companies. It converts the contacts of the onetime customers into loyal repeat customers. Along with this, it is involved with the fulfilment of the needs and demands of the customer in the market and thus, customer value is maintained. 
Meeting and getting acquainted
Marketing activities are involved with the finding of the desired customer of the products and services in the market and delivering a high lifetime value to the customer. In this way, marketing is used to understand what the customer wants and what's in the marketplace. Thus, marketing activity is used to meet the demands of the customer in the market that reflects on the high profitability and productivity of the companies. 
Retaining the customer base
Marketing is associated with the retention of the existing customer base, besides generating new customers for the company. Organizations reach the customers with different business information which motivates the customers to be connected continuously with the company. It is possible for the companies to retain their existing customer base through marketing activities. Thus, marketing provides value to all the customers in the organization whether it is new or old. It helps massively to retain the customer base in the organization and sustain the profitability of the company as well. 
In order to discuss the role of marketing, different marketing-related theories can be used. For this purpose, Balanced Scorecard and Network theory have been considered below for developing the discussion:
Balanced Scorecard
As stated by Fatin and Rahman (2020) balanced scorecard is a strategic planning tool that is majorly used to monitor the organizational activities, managed by the staff and workers by considering the business goals and objectives. It is effective for the business firms to identify and to improve the internal operations of the organizations by considering the external outcome as well. A balanced scorecard of marketing has four different perspectives which are financial perspectives, customer perspectives, internal process perspectives and learning and growth perspectives 
Customer perspectives are one of the major perspectives of the Balanced scorecard model that refers to whether customers are happy or not through purchasing the products or services. It defines that in order to make the customer happy and satisfied, it is required to understand them in a proper way. Considering the customer perspectives of the Balanced scorecard model, it can be stated that marketing strategy needs to be applied in such a way so that customers can be full with the service of the products and services in the market. In this way, marketing enables the business firms to target the specific customer segment and to achieve success in the segment. 
Network theory 
In the view of Ozuem et al. (2021), Network theory defines that the broad focus of a successful business is to build relationships. The theory is highly effective to define the pattern and motivation of the people's interactions that lead the organization towards relationship building. In the context of the, it can be stated that the marketers are required to focus on the development of the relationship with their customers for maximizing the business outcome. It enables them to sustain the selling of the products as well as the high profitability of the organization. Different marketing strategies are applied to generate the relationship building with the customer by the organization such as offering discounts and offers to them, offering samples of the products and other benefits as well. In this way, it helps to develop a network of the companies with their customers, which helps to achieve business growth in the market. 
Thus, by considering the overall discussion, it can be stated that marketing plays an effective role to create the value of the customer in the company. Companies achieve benefits in terms of customer engagement, development in the customer base, increase in the revenue and gross profit in the organization and so on. 
[bookmark: _e8vgyunbl61l]2. Role of the relevant stakeholders within the Global Marketing Environment and their impact on the Marketing activities of the organization 
Role of the relevant stakeholders within the Global Marketing Environment
From the view of Schaltegger et al. (2019) stakeholder in business refers to the parties who have an interest in the organization and its activities. The action of the stakeholders determines the outcomes of the organization. The success of the organization depends on managing the role of the stakeholders in the organization properly. It has been observed that relevant stakeholders of the organization within the global marketing environment are salespeople, marketing manager, customers, distributors and others who influence the marketing activities of the organization. Apart from this, other relevant stakeholders of the marketing activities of the companies are investors, owners, suppliers, shareholders, community, government agency, creditors and others. Below, the role of some marketing stakeholders of the organization has been discussed in the context of Sainsbury's marketing activities:
Salesperson
Salespeople are the people of the companies whose job is to sell the products or services of the organization. In the view of Troise and Camilleri, (2021) The role is to describe the products or services of the company to the potential customer and in this way, to pursue the customers in their purchasing decision. In Sainsbury, the salesperson helps the customer to find out the products or services that fulfil the customer needs in the stores. Along with this, the salesperson of the company helps the customers in their payments in the stores also. In this way, the salespersons of the company manage the overall selling of the products or services in the market.
Marketing manager
Marketing managers are responsible to manage the promotion as well as the positioning of the products or services that organizations sell in the marketplace. In the view of Di Gregorio et al., (2019), The responsibilities of a marketing manager are associated with the execution of the marketing strategies of the companies properly through the help of the marketing employees in order to meet the customer needs. In this way, marketing managers work to maximize the profit of the company and sustain the competitive advantage of the organization in the marketplace. Similarly, the marketing managers of Sainsbury are employed to attract more customers towards the business of the companies by raising brand awareness among the customers by creating marketing campaigns. There are different marketing campaigns that are arranged in Sainsbury to grab the customer's attention towards the company. It is noticed that Sainsbury has considered the importance of social media marketing massively and thus they promote their products and services in different social media networks to reach more potential customers. All these marketing campaigns are generated under the supervision of the marketing manager of the company.
Distributors
The responsibility of distributors is to oversee the delivery of the products and services to the customers and to ensure their soft transportation. In this way, distributors play a significant role in the organizing and storing of the distribution of goods and services. In the case of Sainsbury, it is noticed that the company has a range of distributors who deliver products to both online and offline customers of the company. In this way, the distributor has managed the supply chain network of the company by ensuring the timely delivery of the products of the customers. Apart from this distributors have a responsibility in the stock control, wire housing as well as the monitoring of the flow of goods. 
In order to discuss the major stakeholders within the global marketing environment Bellow some marketing theories has taken into consideration for a defined discussion:
PESTLE analysis
As mentioned by Christodoulou and Cullinane (2019) PESTLE analysis has been used to generate an environmental scanning to find out the major business factors in the external environment that has a high influence on the organization. PESTLE analysis offers the company professional insights into the external factors of the organization that impact the business activities. There are 6 factors of PESTLE analysis (Shown in Figure 2). 
Below a PESTLE analysis has been conducted by considering the retail industry of the UK to identify the relevant stakeholders of Sainsbury in the global marketing environment. 
	PESTLE factors
	Factors of the external marketing environment

	Political factor
	There are political parties, agencies, government and others who impact the Marketing environment of the companies massively. For example, In the UK the government's rules and regulations influenced the marketing activities of the company. The UK government has a specific committee of advertising practice that designs the advertising course of the courier that companies have to follow. 

	Economical factor
	From the report of Statista (2021), it is noticed that the advertising expenditure of the UK is around 23.46 billion British pounds in 2020. It indicates that different marketing stakeholders have a high influence on the marketing activities of the company. 

	Social factor
	The report of Digital Marketing Institute (2021) defines that around 49% of customers depend on the marketing recommendations in society. 

	Technological factor
	Technology has a high influence on marketing activities. It is noticed that in different marketing activities of the organization, digital marketing is used massively. 

	Legal factor
	In the UK, for conducting marketing activities, it is required to follow the regulations of the Advertising standard authority (ASA) and their codes by the company (ASA, 2021). 

	Environmental factor
	Environmental concerns and issues of the external environment have a high impact on the marketing activities of the organization. 


Table 1: PESTLE analysis
(Source: Developed by the author)
Considering the PESTLE analysis, it can be stated that the stakeholders in the external environment of the companies are the government that defines the marketing rules and regulations in the industry, technical employees to develop marketing by using technology, customers who are influenced through the marketing activities of the companies and others. All the stakeholders have a specific role in the marketing activities of the organizations. These stakeholders influence the marketing activities and the outcome of the marketing depends on the proper response of these stakeholders. 
Stakeholder power matrix
According to the view of Abdollahi et al. (2019) stakeholder power matrix helps the organization by categorizing the stakeholders by allowing them to define the ways of effective management of the stockholders. The tool is massively useful to map the power and influence of the Stockholders that they have in a project as well as the project outcome. The model is based on 4 buds specifically which are managed closely, monitor, keep satisfied and keep informed (Mindtools. 2021).
Below the stakeholder, the power matrix has been applied to find out the relevant stakeholders and their interests within the global marketing environment. 
	Keep satisfied
	Keep informed

	· Customers 
· Employees 
	· Government
· Suppliers

	Managed closely
	Monitor

	· Suppliers
· Distributors 
	· Owner
· Community 


Table 1: Stakeholder power matrix
(Source: Developed by the author)
From the above stakeholder power matrix, it has been observed that the major stakeholders within the global marketing environment of the organization are customers, employees, government, suppliers, distributors, owner, community and others. All the stakeholders have different interests in the marketing activities of the organization. It is observed that customers and employees fall in the keep satisfied quadrant. According to the view of Hamzah and Shamsudin (2020), customers are considered as an integrated component of the business activities on the basis of which the activities of the companies including marketing is conducted. Hence it can be stated that the marketing employees are responsible to design the marketing activities by considering the customer segment and by considering their needs and demand as well. On the other hand, the government and suppliers belong to the keep-in from the category as they need to be informed frequently about the marketing activities in the industry. For example, In the UK companies have to follow the rules and regulations of the Advertising Standard Authority or ASA for generating their marketing activities in the industry. Along with this, it is noticed that suppliers and distributors are required to manage closely in the marketing activities. This is because suppliers should be informed about the stock control of the organization as well as managing the inventories of the companies. Apart from this, the distributors are also required to be managed closely in order to deliver the products and services to the customers on time. Lastly, the owner and community are other major stakeholders of the organization which belongs to the monitor category. Community includes the local customers, suppliers, distributors and their needs and demands. Therefore, monitoring their activities is helpful to maximize the business outcome of the companies in the market. 
Thus it has been identified that the major stakeholders of the organization within the global marketing environment are salespeople, marketing manager, distributors and others. Besides this customers, employees, government agencies, suppliers and others are also relevant stakeholders of the organization in the industry. Therefore organizations like Sainsbury and others needed to manage the interest of the stakeholders properly within the marketing environment for achieving maximum outcome from the marketing strategies and tactics. 
Impact of the relevant stakeholders on the Marketing activities of the organization
Different stakeholders have a high influence on the marketing activities of the organization. As determined by Mitchell and Lee (2019) the influence of the stakeholders increases the level of the organizational operation and in this way, it integrates the marketing activities more with the business management. Stakeholders help to achieve the business goals and objectives along with this the marketing department of the organization also works to help the company to achieve the goals and objectives significantly. For example, the managers of the company work with the team to analyze the needs and demands of the customers of the market. It helps to design marketing strategies accordingly so that companies can achieve a high rate of selling and gross profit in the market. It is noticed that managers make recommendations and effective business decisions that influence the business activity. In this way, stakeholders are considered as the essential part of marketing when planning the marketing process and developing the marketing strategy. Besides managers, salespeople are the other stakeholders of the organization who influence the marketing activities of the company. They help in the selling of the products and services of the companies in the marketplace. Salespeople interact with the potential customers of the companies directly and help them to pursue their purchasing decisions. In this area, they use personal knowledge and skills for selling the products to the customer and selling the products to the customer in the market. Apart from this, salespeople also identify the prospective customer of the company by using online research, email research, email marketing, social media marketing, digital marketing and other strategies.  In this way, they worked to identify the challenges and the needs of the market in order to find an effective solution. The sales person supports the marketing manager on the behalf of the companies through creating value for the business firms with the customers, managing the relationship of the customers with the organization as well as relaying the customers and the business information back to the companies. 
Distributors, suppliers, influencers and others are also the relevant marketing stakeholders of the company as they impact the marketing activities. Distributors have a responsibility in the stock control, supplying the products to the customers properly, ensuring the safe transportation of the goods and others. All this helps the organizations to improve their marketing activities and thus to achieve more customer attention towards the business activities. Along with this, suppliers also impact the Marketing activities by maintaining the inventory of the products and services. This is because they have the responsibility to supply raw materials in the manufacturing of the products and services in the market. In this case, it is also required to mention the impact of the influencer on the Marketing activities. It is observed that influencer refers to the marketing process that is used to endorse the product and services from different brands and thus to achieve a high customer base. Influencer works to recommend the products to the customers in different social media channels by using tactics like social proof, word of mouth marketing and others to reach a massive audience base. In modern days’ influencers are considered one of the major important stakeholders of marketing in order to draw the customer's attention towards the business. 
[bookmark: _7t2idrii4w10]Conclusion 
From the above discussion, it can be stated that marketing is considered one of the vital components of organizational functions. It helps to enhance the customer traffic of the organization by drawing the customer's attention towards the business. The discussion shows that marketing is effective to create the value of the customers. This is because marketing activities are designed to consider the fulfilment of the needs and demands of the customer in the market. Thus, it is beneficial for both the customers and the organizations in terms of generating profitability in the market. 
There are specific stakeholders in the organizations who influence the marketing activities. The salesperson works for selling the products and services of the companies to the potential customer. On the other hand, a marketing manager is involved with the designing of the marketing activities in the market by considering the needs and demands of the customers with the help of the marketing team. There are also stakeholders like distributors, suppliers and others who work in the execution of the marketing activities in a significant way. In this way, marketing helps to sustain the competitive advantage of the customers among other competitors in the industry. 
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