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The Chartered Institute of Marketing (CIM) and the American Marketing Association (AMA) are two leading professional organizations in the field of marketing.
The CIM defines marketing as "the management process responsible for identifying, anticipating and satisfying customer requirements profitably." This definition emphasizes the importance of understanding customer needs and creating value for them while also ensuring profitability for the business.
The AMA defines marketing as "the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large." This definition highlights the broad scope of marketing, including the various activities involved in creating, promoting, and delivering products or services to meet customer needs and create value for all stakeholders.
Both the CIM and AMA definitions of marketing include key concepts such as identifying and understanding customer needs, creating value, and ensuring profitability.
The CIM definition emphasizes the importance of the "management process" involved in marketing, while the AMA definition highlights the "activity, set of institutions, and processes" that make up marketing. This suggests that both organizations recognize marketing as a complex and multifaceted activity that involves various stages and components.
Globalization and internationalization are two related but distinct concepts in the context of business.
Globalization refers to the process by which businesses and economies become increasingly interconnected and integrated on a global scale. According to Shenkar and Luo (2018), globalization is driven by a range of factors, including advances in technology, changes in government policies, and the increasing mobility of capital, goods, and labor.
Internationalization, on the other hand, refers to the process by which businesses expand their operations beyond their domestic market and begin to operate in international markets. According to Knight and Liesch (2016), internationalization is driven by a range of factors, including the desire for growth and profitability, the need to diversify risk, and the availability of opportunities in foreign markets.
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In the 21st century, several factors are affecting the roles of businesses, including technology, globalization, and demographics. These factors are changing the way businesses operate, and companies that can adapt to these changes are more likely to succeed in the long run.
Technology has had a profound impact on businesses in the 21st century. For example, companies like Salesforce have leveraged technology to transform the way businesses manage customer relationships. Salesforce provides a cloud-based customer relationship management (CRM) platform that allows businesses to manage sales, marketing, and customer service operations in one place (Salesforce, n.d.). This technology has enabled businesses to operate more efficiently, increase customer satisfaction, and drive revenue growth.
Globalization has also had a significant impact on businesses in the 21st century. For example, companies like Salesforce have expanded their operations globally to tap into new markets and customer segments. Salesforce has established a presence in over 100 countries and serves customers in multiple languages (Salesforce, n.d.). This global expansion has enabled the company to access new sources of revenue and diversify its customer base.
Demographics are another factor that is affecting businesses in the 21st century. For example, as the baby boomer generation reaches retirement age, companies like Salesforce are adapting their products and services to meet the needs of younger generations. Salesforce has developed mobile and social media applications that cater to the preferences of younger customers, who are more likely to use these channels to engage with businesses (Salesforce, n.d.). This shift in demographics has required companies to rethink their marketing and customer engagement strategies to remain competitive.
Value is a critical concept in marketing, and it refers to the perceived benefits that customers receive from a product or service. According to Kotler et al. (2017), value is created when the benefits of a product or service exceed its costs. Value proposition refers to the unique benefits that a product or service provides to its customers, which sets it apart from its competitors (Kotler et al., 2017).
To create value for customers, businesses need to understand their needs and preferences. Segmentation, targeting, and positioning (STP) is a framework that allows businesses to segment their customers based on their needs and preferences, target specific segments with tailored marketing messages, and position their products or services to meet the needs of those segments (Kotler et al., 2017). By using the STP framework, businesses can create value for their customers by providing products or services that meet their specific needs.
The marketing mix is another important framework that businesses use to create value for their customers. The marketing mix consists of four Ps: product, price, promotion, and place (Kotler et al., 2017). By developing a strong marketing mix strategy, businesses can create value for their customers by providing high-quality products or services at an affordable price, promoting their products effectively, and making them easily accessible to customers.
Salesforce has leveraged both the STP framework and the marketing mix to create value for its customers. For example, the company uses data analytics to segment its customers based on their needs and preferences and tailors its marketing messages to specific segments (Salesforce, n.d.). Additionally, Salesforce offers a range of products and services that are designed to meet the needs of different customer segments, such as sales teams, marketing teams, and customer service teams (Salesforce, n.d.). By using these frameworks, Salesforce has been able to create value for its customers and drive revenue growth.
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A domestic business environment operates within the boundaries of a single country, whereas a global business environment requires operating across multiple countries. In a domestic business environment, companies are only concerned with the domestic market's political, economic, and cultural factors. In contrast, a global business environment adds additional factors such as international trade laws, currency exchange rates, and varying levels of economic development across different countries (Hitt, Ireland, & Hoskisson, 2017).
Controllable factors are variables that organizations can influence, such as marketing strategies, production processes, and product design. In contrast, uncontrollable factors are variables outside an organization's control, such as economic conditions, political stability, and technological advancements. Salesforce has focused on controllable factors such as product development and marketing to drive its growth and expansion globally (Kotler, Kartajaya, & Setiawan, 2017).
The PESTLE analysis is a tool used to evaluate the political, economic, social, technological, legal, and environmental factors that affect a business's operations. The SWOT analysis assesses the company's strengths, weaknesses, opportunities, and threats. Salesforce has conducted SWOT analyses to identify its strengths, such as its strong brand reputation, and opportunities, such as expanding its product offerings to appeal to new customer segments (Salesforce, 2022).
Stakeholders are individuals, groups, or organizations that have an interest in a company's activities and can influence or be influenced by the organization's actions. In a business environment, stakeholders can be classified as internal or external. Internal stakeholders are individuals within the organization, such as employees, shareholders, and managers. External stakeholders are individuals outside the organization, such as customers, suppliers, the government, and the local community (Freeman, 2010).
Salesforce's stakeholders include its customers, employees, shareholders, suppliers, and partners. For example, its customers use Salesforce's software to manage their sales, marketing, and customer service activities, while its employees rely on the company to provide them with a fulfilling and supportive work environment.
Factors within the business environment, such as political, economic, social, technological, legal, and environmental factors, can impact the stakeholders. For example, political factors, such as changes in government policies, can impact both internal stakeholders, such as employees, and external stakeholders, such as customers and suppliers. Environmental factors, such as climate change, can impact external stakeholders, such as the local community, and also the organization's long-term sustainability.
Salesforce's operations are affected by various PESTLE factors, such as political (e.g., changes in data privacy laws), economic (e.g., fluctuations in exchange rates), social (e.g., trends in remote work), technological (e.g., advancements in artificial intelligence), legal (e.g., compliance with regulations), and environmental (e.g., sustainability initiatives).
Stakeholders sit in different areas of the business environment, depending on the level of impact they have on the organization. Micro-environmental factors are factors that have a direct impact on the organization, such as suppliers, customers, and competitors. Macro-environmental factors are factors that have an indirect impact on the organization, such as political, economic, social, and technological factors (Kotler, Kartajaya, & Setiawan, 2017).
Salesforce faces competition from other companies that offer similar software solutions, such as Microsoft, Oracle, and SAP. To remain competitive, Salesforce must continuously innovate its products and services and differentiate itself through its value proposition.
In the situational analysis stage of the marketing process, stakeholders play a crucial role in providing relevant information. For example, data collection may involve input from customers, suppliers, and employees. GDPR restrictions also require the involvement of stakeholders such as legal experts, IT teams, and compliance officers (Sarkar, 2020).
Salesforce uses situational analysis to understand its market position and customer needs. For example, the company collects data on its customers' usage patterns, preferences, and feedback to inform its product development and marketing strategies.
Strategy development involves analysing external factors, such as PESTLE factors, to identify opportunities and threats. External stakeholders, such as customers, suppliers, and government agencies, can influence the organization's strategy and should be considered when developing the strategy (Kotler, Kartajaya, & Setiawan, 2017).
Salesforce considers PESTLE factors when developing its business strategies. For example, the company has emphasized its commitment to data privacy and security in response to increasing regulations and customer concerns about data protection.
In conclusion, understanding the business environment and stakeholders, as well as utilizing marketing frameworks like the marketing mix and STP, are crucial for companies to succeed in the 21st century. Factors such as globalization, technology, and demographics have created new challenges and opportunities for businesses, and those that can adapt and innovate are most likely to thrive. Companies like Salesforce have demonstrated how they incorporate these concepts into their strategies and operations to stay competitive and deliver value to their stakeholders.
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