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[bookmark: _Toc120819635]INTRODUCTION
In order to understand and place a foundation for my work, I will initially attempt to explain and define marketing as a concept, customer’s needs, as well as the globalization as a concept. I will then explain the marketing process and explain how marketing creates value for customers. Furthermore, I will enlist the impact of technology and demographics on classical marketing functions and lastly discuss about the global business environment and the impact of stakeholders on marketing activities. In doing so I will use practical examples of my chosen company, Nike. 
[bookmark: _Toc120819636]Marketing: definition and establishing customers needs. 
Marketing can be defined as a profitable interaction between companies and consumers where value is created and exchanged. Also, marketing may be expressed as the art of selling, buying and promoting. Since marketing is fundamentally customer centric, its purpose is to address consumers needs and wants, and also establish demand in any given market. Thus, Blythe (2006, p.4) states that ‘’marketing is a process of developing products and services so that they provide benefits for consumers, then offering them in exchange for money’’. I will add that marketing also aims at addressing consumers well-being and social welfare. 
In order to address consumers needs, first we must understand the motivations of said consumers in buying any given product and the factors that drive them. Thus, we can name price, functionality, overall experience or design as determining factors that would sway the purchase probability of consumers. In order to gain deeper insight into what customers need, companies might try to anticipate and create products early on in order to have a presence on the market and most importantly, benefit from feedback upon which they can later on expand or improve. Negative or positive, customer feedback is a powerful tool in determining what is working and what needs changing. A prime example in this regard would be Amazon’s product review feature, that allows buyers to comment on their experience with a given product purchased. Another way of obtaining feedback would be through the use of focus groups comprised of a companies target audience, online surveys or creating online communities on Facebook where members can interact and share their experiences. 



[bookmark: _Toc120819637]Globalization as a concept: definition, Pro’s and con’s
Globalization is theoretically embedded into our human nature and has emerged at the beginning of human history. Ancient civilizations developing trade routes and experiencing cultural changes have marked the beginning of what we now call globalization. 
In order to define this concept, we can say that globalization is the interdependency between people and countries with the purpose of exchanging goods, services or information. Principally this is an economic concept that refers to free trade, free markets and free movement of goods or people. But globalization has impacted more than the economic aspect of our society. It has impacted communications, culture, business or technology as well. The benefits of globalization are increased global competition, access to new markets, sharing of knowledge and information’s, increased economic growth or enhanced global cooperation. By taking part in the global value chain, developing countries for example might benefit from increased exposure to goods and raw materials otherwise not present in their own domestic markets, as well as giving rise to new industries and create jobs opportunities. On the other hand, globalizations has negative aspects such as exploitation of labour, immigration issues, or weak regulations. As such, there is an underlying threat of globalization debated to this day, especially for developing countries where the implementation of foreign concept and ideas might prove to be detrimental and difficult to achieve. 
Nike as an organization, fully embraced globalization as a concept by outsourcing it manufacturing in different countries across the world. By doing this, the company has ensured lower production costs by focusing its manufacturing in developing countries where labour costs are much lower.  They sell their products in more than 170 countries and employ approximately 30,000 people worldwide.  






[bookmark: _Toc120819638]THE ROLE OF MARKETING IN CREATING VALUE FOR CUSTOMERS
Marketing is the process of communicating the worth of what we offer and how that worth can satisfy a need or address a problem. Once we look outward at what others need rather than inward at what we want, we are considering how to meet customer needs. By meeting those needs, we add value. According to Kotler (2020) modern marketers have chosen to stray away from mass marketing and in turn focus on satisfying target customers through the use of the 4P’s: Price, Place, Promotion and Product. It is argued that marketing is intrinsically a value-creating process since it is the marketer who creates value through the product itself, price (value in exchange) or channels of distribution (availability). 
Value is created by a company through the use of various resources (labour, raw materials, technology) into something that meets the need of others (consumers, investors, employees). For example creating value for customers will ensure that a company can then exchange that value for monetary gains. Or in the case of shareholders, created value in the forms of dividends ensures the availability of future capital investments for your operations. 
In creating value for employees, we can enlist appreciation at the workplace, purpose, continued development or involvement in decision-making.
For example, Nike creates value for its customers by providing them with a premium quality, functional and astatically pleasing product. In doing so they increase customer satisfaction and generate brand recognition.   
[bookmark: _Toc120819639]Marketing Process 
The Marketing Process refers to the steps that a company needs to undertake in order to analyse the market, pinpoint opportunities, establish a target customer and develop strategies to interact with them. This process is relative to the industry or the company and can differ to a certain degree. 
1. Market Analysis. The purpose here is to gain insight into the market in relation to potential competitors. It is beneficial in order to understand and establish your products strengths and weaknesses and estimate future sales potential. Developing your brand and its unique characteristics, is pivotal in establishing where your product will position itself in relation to the competitors in any given market. For example, Nike has a clear-cut identity as a sportswear brand that focuses on modern and innovative solutions for its consumer base. Segmenting the market accordingly and addressing its target audience, the company can observe and analyse the existing demand and address it by creating a product which delivers value. The main strength of the company is its large market share and the competitive advantage it has over its rivals. 
2. Marketing Goals. This is relative to the company’s vision and expectations. It encompasses everything from sales development to brand recognition or number of customers. Nike has succeeded in generating global recognition for its products and position itself as a leading brand worldwide. The company vision is to bring innovation to its customers and ensure viability in the market in the face of opposition. At the same time the company has ensured its products are easily available to customers and are experiencing a great return on capital. Furthermore, Nike has made expanding into new markets one of its main long-term objectives.

3. Marketing Strategy. A short or long-term plan for achieving the company goals and objectives, understanding customers needs and creating advantage in relation to competition. In this regard, Nike has enlisted the use of social media in order to generate brand awareness and connect with its audiences. In doing so they have collaborated with celebrities, athletes and influencers worldwide. Thus, high profile individuals have become Nike ambassadors, promoting the brand and its features. For example, the company is using affiliate marketing to gain a broad spectrum of sports and lifestyle topics on YouTube, through the use of an affiliate program for influencers. 

Another marketing strategy Nike enlists, is, the use of digital and e-commerce environment to create value for customers by providing a streamlined and easy-going purchase experience. Through the use of smart website recommendations, products filtering or loyalty program, Nike aims to create a user-friendly experience for its customers. Furthermore, they use e-mail marketing to follow up on purchases, allowing customers to provide feedback on their products, as well as providing incentives for said customers to return by giving them various discounts on future purchases. 

From a product development standpoint, the company uses analytics to gain a deeper insight into customers trends and behaviour, browsing and purchase history and customer retention by collecting data from various sources. 

4. Marketing Mix (4P’s). The marketing mix consist of 4 elements as such: product, place, price and promotion. These are key elements, which unified provide an effective promoting tool for a company’s products in any given market. It is important to emphasize that all these elements are independent but influence each other. They guide market research and identify core values, viability of products and establish brand identity.


In the case of Nike, the marketing mix determines the profitability and growth of their athletic footwear and apparel. The 4P’s evolve based on the dynamics of the industry and must remain flexible in order to respond to shifting market trends.
a) Product. When the marketing mix evolves, Nike adds to its operational process to address the changes required in their manufacturing output. This can potentially enlist the use of new technology to improve the product mix and other variables.
b) Place. This element of the marketing mix, entails the venue or establishment where the products are sold or distributed. In developing its distribution strategy and market reach, Nike makes use of outlets across the world and online stores in order to access its consumer base. This gives the company control over what products are sold and where. 
c) Price. This element establishes the set price required to maximize profits for the company taking into account current market conditions. Price is a major indication and factor that determines the probability of customers purchase behaviour. Thus, Nike uses two pricing strategies: Value-based strategy which takes into account perceived customer value and the maximum price they are willing to pay in order to obtain said value OR premium strategy pricing, which sets higher prices for the companies high quality items, most of them endorsed by athletes or celebrities. 
d) Promotion. This element is also known as the marketing communications mix and refers to the tactics or channels the company uses to communicate with its customer base. Thus, Nike uses advertising, direct marketing or sales promotion in order to promote their products and convince customers to purchase said products. The company also trains their staff to use persuading tactics when dealing with potential customers, emphasizing the quality and uniqueness of their products in relation to competitors.
 
5. Marketing Monitoring. In order to asses strength and weaknesses in a company’s strategy, constant monitoring is required. This will give insight into what’s working or not and what needs to be adjusted. In doing so a company will better understand their customers, improve their approach to marketing and gain a stronger financial position. 



[bookmark: _Toc120819640]The impact of technology and demographics on marketing functions
Technological advancements shape and transform traditional marketing functions and provide competitive advantage to companies, thus ensuring customers expectations and demand are meet in a more efficient manner. 
In regards to products, technology allows companies like Nike to manufacture more and in a timely fashion, which in turn will enlarge its ability to reach a bigger customer base and generate more revenue. Furthermore, with technological advancements Nike has the ability to provide innovative products, making use of high-end materials and manufacturing processes, which improve upon the core functions of their products. 
Another aspect technology impacts, is the distribution of goods and the affordability of transportation across the world. Better technology equals cheaper and faster distribution of products which in turn will generate customer satisfaction. 
Technology also allows companies to learn and understand their customers better through the use of analytical analysis. This ensures a customer will recognize and value a product or service and identify behavioural or psychological factors that influence the need or wants of customers. Customer Relation Management (CRM) is a tool used by companies to manage and analyse  customer interaction and data. The objective of CRM is to improve customer service relation, customer retention and generate sales growth. This is done by collecting data on various aspects such as purchase history, buying preferences or buying trends. Another tool used to asses consumer behaviour is Neuromarketing. As opposed to CRM, Neuromarketing analysis is done from a psychological perspective in order to ascertain what drives consumers decision making. For example, customers learn in time to associate certain colours to specific brands such as, red to Coca-Cola, blue to Facebook or green to Starbucks to name a few. Another psychological factor is packaging design and efficiency. A more appealing and efficient design results in a higher probability consumers will respond in a positive manner. 
Lastly, the urgency variable plays a key role as well in driving consumers decision-making. We can observe this phenomenon in Nike’s e-mail marketing where a certain deadline is set for promotional offers on their products. 
Competitive analysis is another aspect of marketing that has been transformed by technology. According to Schmidt (2017) Market Intelligence Technology streamlines and makes it easier to gather data from internal and external sources about rivals, their products, and advancements that could affect a firm's chances in the market. In such, knowing your competitor’s development and activity will give insight into your position in the market and allow you to take action in gaining competitive advantage. 
Demographic factors are crucial in determining target markets in any global marketing context, whether domestic or foreign, and they also aid in addressing customer needs. In demographics, consumer behaviour refers to statistical data on a population's characteristics. Segmentation is used by companies to split its audience by observable and quantifiable criteria such as age, gender, religious orientation, marital status or education. 
As such, the impact on products for example can be observed in a sense that companies might try to address its target audience by customizing products based on these criteria. A prime example would be McDonald’s products in Asia. In order to address consumers needs they have customed tailored their recipes to include local preferences and taste. Same can be observed when we are referring to selling. The demand of coffee for example in Pakistan is much lower than in Europe. Thus, companies like Starbucks see lower revenue and need to adjust their offerings by focusing on selling tea as opposed to coffee, which is more desirable to the local residents. 
[bookmark: _Hlk120818699][bookmark: _Toc120819641]THE ROLE OF STAKEHOLDERS WITHIN A GLOBAL MARKETING ENVIRONMENT AND THEIR IMPACT ON THE MARKETING ACTIVITIES OF AN ORGANISATION
[bookmark: _Toc120819642]The Global Business Environment: Definition and the PESTEL Framework
The term "global business environment" refers to a subjective idea that includes a variety of forces and factors, both general and specific, that surround and affect a business activity. We must stress that the business environment is dynamic and extremely uncertain by nature. Organizations must constantly monitor and evaluate any potential threats and opportunities in order to survive. 
As such, Fredericks (2005, cited in Khazaei and Azizi, 2020) state that ‘’the dynamics of the environment, and the uncertainty that results from it, make companies tightly tailor strategies to cope with market changes. Resource flexibility and coordination make it possible for companies to control market changes’’. Engaging in the global business environment can be beneficial or detrimental to a company since the constant changes within this environment can either help or hinder the ability of said company to operate. 
The PESTEL framework, which stands for Political, Economic, Social, Technological, Environmental, and Legal, is frequently used to identify and monitor the various external factors that affect and shape the business environment. Using this framework as a strategic planning tool, environmental issues are evaluated in order to create new strategies. The main benefit of this framework, according to Dinçer and Yüksel (2019), is that it considers multiple factors at once, making it possible for the company to develop its future vision by comprehending and implementing the necessary changes. 
The Political and Legal environment in the PESTEL framework is a part of the macro environment concerned with impending and potential legislation and how it may affect an organisation.  Political systems define the political environment. They can be classified based on the party systems in the society in which governments attain power, parliamentary or absolutist. 
The Social environment includes social values, attitudes and beliefs. Social factors have an impact on consumer markets (demand), multicultural organisations and their leaders. In such a case leaders must be socially aware when working with employees from different cultures. 
Technological environment includes different types of technology such as information and communication technology (CT) and information technology infrastructure (IT). Among the factors that affect the technological environment we can enlist automation, internet connectivity, mobile phone technology or compute calculation speed.

[bookmark: _Toc120819643]Domestic vs. Global Business Environment  
The domestic business environment refers to localized economic transaction within the boundaries of a specific country. Since both sellers and buyers belong to the same country, it is easier to conduct business research. 
On the other hand, global business refers to economic transaction across borders, between different countries. Here, the sellers and buyers belong to different countries and business research is more expensive to conduct. 
There are a number of key factors that differentiate the two as follows:
1) Language, attitudes and customs barriers. In a domestic environment, these are shared values and it makes it easier for buyers and sellers to reach common ground, whilst in global environment they have acute differences and opposing views. This will make it more difficult to conduct business.
2) Nature of customers. In a domestic environment, customers are homogenous in taste and consumption patterns, whilst in a global environment they are heterogenous due to different socio-cultural backgrounds.
3) Currency used. Simplifications of economic transactions in a domestic environment since the same currency is used vs. multiple currencies in a global or international environment.
4) Regulations and policies. Laws and taxation policies are constant in a domestic environment since they are enforced by a single country. On the other hand, in a global environment, they are enforced by multiple countries.
5) Political Systems. In a domestic environment, businesses are familiar with their political systems and can predict their impact on operations. In a global environment, businesses must cope with different political views of different countries.
[bookmark: _Toc120819644]Stakeholders: Who are they and their impact
In the context of global business environment, stakeholders play a major part in how an organization conducts its affairs. According to Freeman (2002, p.41) stakeholders are "any group or individual that can affect or is affected by the achievements of the organization’s objectives’’. They can be categorized into internal stakeholders (board of directors, employees or management) and external stakeholders (suppliers, customers or communities). In academic literature, according to Clarkson (1995) they can also be classified as primary stakeholders (hold more power) or secondary stakeholders (have less power). In the case of Nike, we can enlist as primary stakeholders the following:
a) Customers. They are a top priority for the company since they affect revenue. They have a high interest in price, quality and services. They have a high impact on the business since the represent the demand side of the market. 
b) Employees. Their individual performance directly translates to company performance and productivity. They have a high interest in purpose, fair compensation and opportunities. According to Buzzelli (1991) employees play a pivotal part in the success of any given company and only through their active participation can the organization conduct a prosperous environmental strategy. We can then conclude that employees have a high impact to an organization and are the deciding factor in reducing costs and boosting sales.
c) Shareholders. They are looking to make capital gain on their investment so they want Nike to succeed as a business. They have a a major impact on a business since they have voting rights in regards with decision-making. The more shares they hold the greater the control over the company they can exert. 
d) Government. It affects the company’s operation from a legal standpoint. The government is interested in compliance and tax revenues or environment protection. Fraj-Andrés et al. (2009) state that companies have an increased tendency to engage in environmental actions to protect the environment only when governments impose legislations and puts pressure on the industry. We can observe then how government policies can sway organization in how they conduct their operations, thus having a major impact. 
The secondary stakeholders are communities and other interest groups that drive consumer perception. These have a lower impact on the business in most cases since they are the ones affected by the company but do not contribute directly to its operations. 
Freeman (1984) states that in marketing, value is created and enhanced only through consequential stakeholders relations with trust and loyalty at the forefront. The importance of stakeholders is an ever growing concept that companies have to take into consideration. Nowadays companies are required to engage with stakeholder more and more in order to respond to their demands. According to Devine and Lane (2014, cited in Lindgreen, 2019) ‘’stakeholder engagement is not merely a question of managing stakeholder expectations or maximising stakeholder benefits, but rather a question of creating networks of mutual responsibility through relationships’’. 




[bookmark: _Toc120819645]CONCLUSIONS
We can observe how marketing is customer-centric and revolves around establishing and meeting consumers wants, needs and demands. Also, we can see how marketing creates value for customers and how customer satisfactions is achieved through the use of marketing strategies and the 4P’s. In the case of Nike, value is created through their products and innovative features they incorporate and also through the use of different marketing strategies that aim to increase customers satisfaction in the short or long term. I have elaborated on how Nike has embraced the globalization concept and how outsourcing plays a big part in that decision. I have also discussed on how technological advancements have allowed Nike to better position themselves in regards to competitors by improving upon their manufacturing capacity and readiness, thus having the ability to reach a wider consumer market and generate more revenue. Furthermore, I have elaborated on the company’s stakeholders, both primary and secondary and enlisted their impact on the firm’s operations. Lastly, I think its important to emphasize that though globalization in the case of Nike has brought on potential for development in poorer countries by creating jobs or improving living standards, there are still downsides we must acknowledge. Nike has, in the past, been accused of using child labour in poor regions of the world, disregarding safety regulations and generally abusing its workforce. This practice is common in not only Nike, but other major brands worldwide, such as Adidas or Amazon. The exploitation of labour and disregard to human rights is something that has plagued major companies engaged in globalization and global value chain. 
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