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[bookmark: _Hlk78988218]I. Introduction
      In this essay we will talk about the role of marketing in creating value for customers and the role of stakeholders within a Global Marketing Environment.
      According to AMA (American Marketing Association) marketing is “the process of planning and executing the pricing, promotion, and distribution of goods and services to create exchanges that satisfy individual and organisational goals.”
     The marketing process is vital to the economic success of both large and small businesses since it covers the most important aspects of the market. Understanding the competitive landscape and ensuring you can capitalize on important trends are crucial, as is engaging customers with the proper product at the correct price, place, and time.
     People frequently believe that marketing is only about advertising or selling, however this is not the case. It is a critical managerial discipline that guarantees that providers of goods and services can comprehend consumer needs and meet or exceed them.
From pharmaceuticals to airlines, sports brands to food and beverage, B2B companies to tiny, specialized players, creative marketing has played a role in many recent corporate success stories.
This is also conceivable as a result of globalization.
[bookmark: _Hlk78988257]II. Main Body

Globalisation is a phenomenon that affects people's lives on a social, cultural, political, and legal level.
Globalisation relates to the process through which the world is becoming increasingly connected as a result of vastly increased trade and cultural contact. As a result of globalization, the production of goods and services has risen. The most successful companies are no longer national companies, but multinational conglomerates with subsidiaries in several continents.
Globalisation has been happening for hundreds of years, but it has accelerated dramatically in the last half-century.
As a result of globalisation, we now have:
Increased international trade makes a firm that operates in many countries increasingly reliant on the global economy.
capital, products, and services may flow more freely.
LEDCs recognize corporations like McDonald's and Costa Coffe.
Globalisation's Causes
There are numerous important elements that have affected the globalisation process:

· Transportation innovations, such as large cargo ships, have lowered the cost of transporting goods between territories. Economies of scale can lower the price per item when working on a larger scale. Transportation advancements also indicate that goods and people may travel quicker.
·  Commerce freedom - Organizations such as the World Trade Organization (WTO) encourage free trade between nations, which aids in the removal of trade obstacles.
·  Increased communication - the internet and mobile technologies have allowed individuals in distant nations to communicate more easily.
· Labour availability and skills - countries such as India have lower expenses (about     one-third of those in the UK) while maintaining a high level of competence. Clothing and other labour-intensive industries can profit from cheaper labour costs and less regulatory restrictions in LEDCs.
Advantages of Globalisation
1. Globalization is permitting us to gather all our funds together.
The International Space Station cost $150 billion to build, whereas the Mir station cost $4.2 billion to build. Globalization enables us to combine all our resources, argues David Perry. The world will be a better place if the countries will stop spending huge amounts of money for weapons and use those resources for fighting the poverty and the hunger.
2. Globalisation might stop the exploitation of vulnerable people

 Impoverished nations with a lower level of living give salaries that the developed world would consider dismal within the existing global framework. Researchers claims that by focusing on globalization, we can minimize child labour and human trafficking concerns. Leaders throughout the world must make it easier for individuals to live, work, and travel wherever they choose with fewer limitations.
3. Globalization could remove tax evasion for rich people and companies.
Tax havens allow foreign corporations and individuals to retain their profits in local institutions while having little or no responsibility. Globalisation alleviates this problem by removing the administrative systems that allow the affluent to hide their assets from taxation. That would mean that all the people will be treated equally without exemption. 
Disadvantages
The rich people have more benefits than other people
  The people who have the power to dictate policy would reap the most significant rewards if borders were removed, writes Andrew Keen. Keen The people with money will make more money while the average people will struggle.
      Globalisation would encourage disease transfer. 
        Due to the globalisation, it was easy for the Covid 19 to expand all over the world creating     a pandemic situation which affected the people’s way of living and development of the world economy.
   Marketing environment

Managers have a lot of say in the four Ps of the marketing mix: what products to provide, what pricing to charge, how to distribute them, and how to contact target customers. Unfortunately, in the realm of marketing, there are other factors at work that marketers have considerably less control over. The external marketing environment of a firm is made up of the following forces:
1.Political and regulatory
Regulation is intended to safeguard both consumers and companies. The tobacco business has had to deal with a government restriction on advertising on television and radio. Food businesses began lowering trans-fat levels and focusing on health-conscious customers. Telemarketers have expressed their dissatisfaction with "do-not-call" lists.
2.Economic
Economic news is constantly bombarding marketing managers, forcing them to analyze and adapt their marketing strategy in response. If you're trying to sell cars, you presumably already know that people who pay higher interest rates are less likely to take out auto loans. Sales will drop, and you may need to boost your promotional campaigns with substantial refunds to compensate for the predicted decline. You can't only concentrate on the home economy.
3.Competitive
Coke and Pepsi have been at odds for decades in the so-called cola wars, but they didn't see each other coming. How would Coke and Pepsi react if Nantucket Nectars was able to get its beverages into additional fast-food establishments' soda machines? Would they retaliate by launching new non-cola beverages? Or would they be concerned about losing market share to a competitor with whom they were already at odds?
4.Technological
All the companies are trying to keep up with the new technological developments who are creating a larger market for goods and services to be sold but also a stronger competition. Business should not be afraid of experimenting new things otherwise they might end out of the business. (example: with the advent of the Internet)
5.Social and cultural.
Consumer values and attitudes in the world are constantly shifting. Marketers must be aware of social and cultural issues that may have an impact on sales. Traditional "homemaker" responsibilities have migrated to day-care facilities, nannies, and house-cleaning services as women spend more time at work. The number of gyms has exploded, as has the variety of home office equipment available.

· The role of Marketing in Creating Value for Customers 
Small businesses may utilize added value as a strategy to attract and keep consumers, raise brand recognition, and differentiate themselves in the competition.  Here are five methods to add value to your business strategy that you can start using today:
a)  Always think about your consumers' point of view.

The capacity to perceive the business through the perspective of the consumers is the foundation of adding value.

b) Consistently work to improve customer satisfaction 
Customer dissatisfaction is a certain method to discourage customers from returning. Getting honest input from consumers on a regular basis through surveys helps the firm to stay on top of their demands. Easy-to-use templates and limitless replies are available with free survey platforms like Survey Monkey, Kwik Surveys, and Survey Planet.

c) Implement marketing models into your strategy
When a business is looking for new methods to provide value, established marketing models might help define the company’s approach.
Small and medium businesses may use the SWOT Analysis tool to help them define their brand's value statement, identify their unique selling feature, and even predict customer demand based on market trends.
d) Develop a memorable customer experience
Word-of-mouth referrals, favourable internet reviews, and better retention rates are more probable for businesses that provide outstanding client experiences.
When you initially start out, think about all your company's contact points, from lead generation to post-purchase communication, and how to maximize the additional value for the consumer at each stage.
Building a customer experience also helps you to form connections with your customers, allowing you to engage on more than just a transactional basis.
Above all, memorable customer experience models aim to deliver unexpected intangible value that can't be packaged or sold. Customized service, rigorous attention to detail, and a sense of urgency in reacting to concerns as fast as possible are all part of this.

e) Never underestimate the value of free resources
Free resources, whether they're a free guide, a downloadable PDF, or a company-branded calendar, are a great way to provide value to your consumers and demonstrate your brand's ability to give them "just a little bit more."
Free resources may also help you raise brand awareness and introduce your target market to a larger range of products and services.
· The Marketing Process
When it comes to starting a business, the marketing process is the foundation. When it is intended to carry out the start-up of a company, this process is essential to find the type of market to target, establish a detailed analysis to know if the product or idea would remain accepted, and, based on that, create a series of actions to reach that market with guarantees of success.
     Need and Importance of Marketing Research
The most important job of a marketer is to get the right product to the right customer at the right time at the right price. In order for the customer to remain loyal, it was also necessary to go back and assess whether the consumer is obtaining maximum satisfaction. Marketers were forced to conduct marketing research as a result of these causes.
	Segmenting the Market
Market segmentation is the process of dividing a target market into smaller, more defined segments. It splits clients and viewers into groups based on common characteristics such as demographics, interests, desires, or area. 
Demographic segmentation divides the market into several groups based on age, marital status, gender, ethnicity, income, occupation, and education, among other things.
Age marketing will be of interest to marketers that create items for children, businesses that cater to teenagers, colleges that attract students, and assisted-living facilities that offer services to the elderly, for example. Lifetime Television for Women caters to women, whereas Telemundo networks cater to Hispanics. Hyundai's marketers segregate the market by education level when they give recent college absolvents a small amount incentive toward leasing or purchasing a new car.
Geographic segmentation, which divides a market based on factors such as climate, location, and population density (urban, rural, etc), is also very present.
Many items are affected by climate: try selling ski equipment in Sahara or swimming pools on Everest. Clients’ preferences differ by location as well. That is why McDonald's accommodates to regional interests, such as serving croissants in France, hashbrown in UK, pork sandwich with horseradish in Romania. Menus vary even more outside of the United States (in Japan, you can taste burgers that contains seaweed).
Behavioural segmentation is the division of consumers based on characteristics such as product attitude, user status, or usage rate. Businesses providing technology-based products may divide the market based on varying levels of technological receptivity. They might use Forrester Research's segmentation scale, which separates customers into two groups: Technology optimists welcome new technology, whereas technology pessimists are apathetic, apprehensive, or outright opposed to technology.
Psychographic segmentation categorizes customers based on their individual lifestyles as evidenced in their interests, activities, attitudes, and values. Do you have an active lifestyle and enjoy being outside? If yes, you may be interested in purchasing hiking or camping equipment or clothing. If you want to take chances, you could attract the attention of a gambling casino. The options are restricted.
[image: ]
Benefits of Market Segmentation
1. Develop more powerful marketing messaging
When you know who you're talking to, you can craft more effective marketing messaging. You may avoid using general, ambiguous language that appeals to a wide audience. Instead, utilize direct message that appeals to your target audience's needs, wants, and distinctive qualities.
2. Determine the most effective marketing strategies.
With thousands of marketing strategies at your disposal, it might be tough to determine which ones will attract your target audience. Using various forms of market segmentation directs you to the most effective marketing tactics. When you know who you're trying to reach, you can find the finest solutions and techniques for reaching them.
3. Increase client loyalty
When you understand what your consumers want and need, you can develop and convey products that serve and resonate with them in a unique way. This particular value and message fosters deeper ties between businesses and customers, resulting in long-term brand affinity.
4. Identify possibilities in specialized markets
The practice of discovering sectors of industries and verticals with a big audience that can be served in novel ways is known as niche marketing. When you divide your target market, you can identify underserved niche markets for new goods and services.
[bookmark: _Hlk78988572]The Marketing Mix
The four Ps — product, pricing, place, and promotion – make up the marketing mix. It's a marketing scheme for attracting customers to a company, and all four components must be treated effectively for a company to be successful. The right marketing mix should complement each other, and each component of the marketing mix, such as the type of advertising, should be optimal for the product supplied by a company.
The most effective marketing tactics are always adjusting to the ever-changing business environment. As a result, a firm may alter its price, introduce new kinds of promotion, update its product, or change its distribution channels as needed.
Product
The product aspect refers to the goods or services offered by the company. In order for customers to buy from a firm, its products must stand out from those of its competitors. To do this, a firm creates a distinguishing selling point. For example, a firm may highlight in its marketing that the bananas it offers are fair trade, and a site developer may be able to include artificial intelligence into a website.


Price
A company's price is the amount it charges its consumers for a product or service. Prices are set depending on what a customer is willing and able to pay. Customers want value for money, which may need a business establishing low pricing in order to reach high levels of sales.
Some products, however, demand greater costs because they are regarded to be high-quality, luxury items. Sports cars and fancy bags are just some examples. The general idea  is that good quality typically implies a high price.
Place
 Refers to the location where the client may purchase the goods or service. A retail store is one example, a manufacturer's direct web shop or app.
Businesses that offer mass-market items may employ a variety of strategies to ensure that their products are easily accessible to their clients.
Promotion
Promotion refers to the tactics that a company does to attract new clients for their products and to keep loyal the existing ones. The primary goal of promotion is to either oversell or educate them about products.
This includes the following:
Billboards are used in TV commercials.
Influencers on social media, online video and banner ads, email advertisements, sponsorship deals, discounts, and specifications.
Stakeholders 
Are people or gatherings who have a personal stake in an organization's prosperity and development. Quiet accomplices, investors, and financial backers are instances of inside partners. Outer partner gatherings may incorporate close by firms, key accomplices, or local area associations like schools. The partner's job fluctuates dependent on the organization and the particular venture being made or executed. 

Organizations are mind boggling parts of the social biological system, affecting and being impacted by a wide scope of outside associations. Understanding the necessities of inward and outside partners is a basic job for each association's chief or the board. Choices ought to be made so that all partners are considered.
Internal Stakeholders
Interior partners are people or gatherings who are straightforwardly as well as monetarily associated with the functional cycle. This incorporates representatives, proprietors, and chiefs. Every one of these gatherings is conceivably compensated straightforwardly for the accomplishment of the firm. 

Workers are the main inner partners. Representatives make considerable monetary and time responsibilities in the organization and have a basic influence in the company's methodology, strategies, and activities. Worker assessments, concerns, and convictions are considered by all around run organizations when fostering the company's methodology, vision, and reason. 

Managers

Administrators have a critical job in characterizing the association's system and have a solid impact in functional options. Administrators should respond in due order regarding their activities and fill in as a contact between investors, the top managerial staff, and the business. 

Owners

People who own an enormous bit of an organization's stock (called investors in freely recorded organizations) are known as proprietors. Proprietors are responsible for the association's impact and have a significant job in procedure. Proprietors oftentimes settle on critical decisions influencing both inward and outside partners
External stakeholders
There are a few outer partners that associations should consider while settling on choices and doing activities. Clients, providers, lenders, networks, governments, and society everywhere are instances of these: 

Clients 

The central objective of providing items and administrations is to address individuals' issues. Understanding the requests of an association's centre client base and further developing cycles to best address those issues is in this manner a significant component of business the board. Communicating with customers by means of online media, messages, shops, client testing gatherings, and the conveyance of administrations and products is a basic part of each business. 

Providers 

Providers and other vital organizations are interconnected, with one's prosperity impacting the accomplishment of the other. Therefore, as significant outside partners, providers are inseparably connected to organizations. Instalments, shipments, correspondence, and functional activities should be finished on schedule to save a strong association with this partner bunch. 

Nearby people group 

An organization might be a critical resource for a local area by giving duty income, nearby admittance to unmistakable labour and products, open positions, and local area advancement drives. An organization, then again, might be a channel on a local area by raising traffic, causing contamination, hurting little organizations, and changing land costs. 

Governments 

Governments charge organizations thus have a personal stake in their prosperity. Given the business motivator included, governments can be viewed as key partners. Governments likewise give administrative oversight, guaranteeing that corporate agents handle bookkeeping measures, moral practices, and lawful issues properly.
Broader Society
A company might affect society because of the advanced and worldwide economy. Organizations like Airbnb and Lyft have totally changed entire areas, bringing about powerfully changing economies with a more extensive scope of players than at any other time. Walmart has impacted the suitability of little organizations in a few regions. Assembling plants in arising nations are reshaping whole environments. Enormous amounts of information are being gathered by interpersonal organizations. These thoughts aren't intrinsically acceptable or evil yet controlling them to accomplish great ramifications for society all in all is a vital obligation.
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[bookmark: _Hlk78988697]III. Conclusion
In conclusion of this essay after analysing the importance of marketing, what strategies (SWOT, Porter 5 forces, BCG Matrix, etc.,) can help the companies to stay on the line and the benefits of the globalisation process, it can be seen that businesses need to respect all this steps and their stakeholders if they want to stay on the market, and to keep one step ahead of the competition , and to expand all over the world.



Reference


BBC Bitesize. 2021. Positive impacts of globalisation - Globalisation - GCSE Geography Revision - BBC Bitesize. [online] Available at: <https://www.bbc.co.uk/bitesize/guides/zxpn2p3/revision/4> [Accessed 31 July 2021].
 9.8 The Marketing Environment. [online] Open.lib.umn.edu. Available at: <https://open.lib.umn.edu/exploringbusiness/chapter/9-8-the-marketing-environment/> [Accessed 31 July 2021].
VerticalResponse. 2021. 5 ways to create added value for customers. [online] Available at: <https://www.verticalresponse.com/5-ways-to-create-added-value-for-customers/> [Accessed 31 July 2021].
Vtechworks.lib.vt.edu. 2021. [online] Available at: <https://vtechworks.lib.vt.edu/bitstream/handle/10919/70961/Chapter%2013%20Marketing.%20Providing%20Value%20to%20Customers.pdf> [Accessed 31 July 2021].
BBC Bitesize. 2021. The impact of changing consumer needs on the marketing mix - The marketing mix - Edexcel - GCSE Business Revision - Edexcel - BBC Bitesize. [online] Available at: <https://www.bbc.co.uk/bitesize/guides/z4wtmfr/revision/7> [Accessed 31 July 2021]
 Courses.lumenlearning.com. 2021. Business Stakeholders | Boundless Management. [online] Available at: <https://courses.lumenlearning.com/boundless-management/chapter/business-stakeholders/> [Accessed 31 July 2021].
Kotler, P., 2018. Principles of marketing. 17th ed. Harlow: Pearson, p.737.
Guy, F., 2009. The global environment of business. Oxford: Oxford University Press.
Richard Ettenson, Eduardo Conrado, and Jonathan Knowles (2013). “Rethinking the 4 P’s.”
Harvard Business Review. V. 91, no. 1-2, January-February 2013
Seth Godin (1999). Permission Marketing: Turning Strangers into Friends, and Friends into
Customers. New York: Simon & Schuster. Pp. 40-52.
Kevin J. Clancy (2001). “Sleuthing, Not Slashing, for Growth.” Across the Board. Vol. 38,
no.5, p. 9.


2

image1.png




image2.png




image3.png
4 Types of
MARKET SEGMENTATION





image4.png
Internal External stakeholders
stakeholders

Employees

\

companv

o4
1@




