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1. [bookmark: _Toc110527074]Introduction

[bookmark: _Hlk110011739]Marketing is an essential process as it exists in all stages of the business, from the start to finish, and clever marketing created and assisted the progress of many companies. The Chartered Institute of Marketing (2015) defines it as “the management process responsible for identifying, anticipating and satisfying customer requirements profitably”. AMA (2017) states that “marketing is 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”. Both definitions highlight that marketing is a process, and it is related to customers and their wants and needs. CIM states that the process has to be profitable, and AMA means the same when mentioning “the exchange of value”. Finding and satisfying customer needs, as well as delivering appropriate products or services, are all part of the marketing process, which consists of analysing, planning, implementing, and controlling. First, the resources and capabilities, which may include funding, time, and human resources, must be assessed before the needs of potential customers are identified. Aside from that, considering the type of competition in the market, as well as how technological, political, social, and economic developments may impact what consumers want and the ability to deliver that. Once there is a solid understanding of the working environment, the marketers can investigate unmet needs and desires among the customers (Brookins n.d.). Then the needs were identified, and marketing specialists plan how to allocate the resources to meet them. To achieve that the company establish a marketing strategy which is the general mission and its aims. This includes conducting market and marketing research as well as developing product prototypes for testing. The planning stage can also be used to make decisions about how to price, promote, and where distribute the product or service, which is the marketing mix. (Kotler, 2021, p.204).  Marketing Mix is a key concept in modern marketing because, for a company to be successful in developing a marketing strategy, it must incorporate the four Ps: product, price, promotion, and place". CIM defines marketing mix as "the combination of marketing inputs that influences customer motivation and behaviour" (CIM, 2022). All of the Ps are used to create an effective marketing programme for giving the customers value in exchange for profits (Kottler, 2021, p.68). The wealth and growth increased in most of the world and as a result, the purchasing power was boosted. Companies started investigating new markets and then creating products or services that could be used to expand the business on international markets. Globalization, according to Fernando (2022), is the distribution of financial products, goods, technology, information, and employment across national borders and cultures. It also represents the worldwide connectivity of countries made possible by free commerce. However, internationalisation is when a company expands its business activities such as sales, research and development, and production into international markets (Hollensen,2014, p.53). But before expanding, companies must conduct a situational analysis as laws and liabilities, pressure groups and public bodies, customers and competitors all have an impact. Dealing with this environment is a crucial component of the marketer's job since marketing serves as the organization's contact with the outside world. Understanding the environment is the foundation of all marketing plans, and both internal and external elements need to be monitored and considered. The external environment is further divided into two parts: factors close to the organisation (called the micro-environment) and (the macro-environment). Micro-environmental factors may include the customer base, the location of the company's warehouses, and competitors, known as stakeholders. Government legislation, foreign competition, exchange rate fluctuations, and even climatic changes may all be considered in the macro-environment. The external environment(macro-environment) is beyond marketers' direct control; the best they can do is influence some aspects of it and respond in the most appropriate ways to avoid threats and opportunities (Blythe,2019, p.29).
2. [bookmark: _Toc110527075]Discussion

[bookmark: _Hlk110171066][bookmark: _Hlk110523724][bookmark: _Hlk110523479]The role of marketing progressed from being production orientated to customer-orientated. When the business is customer-centred, marketers work as a moderating force in the exchange process.  They have roles such as the organization's philosophy guide which is related to the value creation for the customers, and managerial responsibility as the marketers allocate resources to attract consumers. As well as marketing specialists have the functions of dynamic operators and a catalyst of change because they research, plan, and implement the plan, then if the consumer needs change, they have to adjust the plans and adapt (Blythe, 2019, p.8). The marketing specialists have different functions at different stages of the marketing process. When doing the Situational Analysis, they work as data analysts, researchers, customer service representatives, and Market Research Managers hence they gather information about the products and services that customers need and want and monitor the competitors. At the strategy level, marketers play the role of Marketing Directors, Global Marketing Managers, Content Managers, Brand Managers, Salespeople and Digital Marketing Managers this is because they strategize to create a value exchange and make the business profitable by achieving the company’s objectives. At the implementation level, the marketing specialists work as content managers, salespeople, advertising managers(supervise media purchases, negotiate with advertising agencies, and generally manage the information flow to the clientele and consumers of the business), webmasters, advertising managers, and public relations managers (arranges events and projects that will enhance the firm's reputation and works to make sure the corporation performs honourably in the eyes of its larger audiences). The marketing process includes the control step, the customers’ needs and wants are changeable as the business environment in general and they have to be monitored, and then adjust the other steps of the process if needed. This is why marketers work again as researchers, data analysts, and webmasters (in charge of the design and maintenance of the corporate website, including frequent updates to reflect changes in the product line (Blythe, 2019, p.8).
[bookmark: _Hlk110020885]Leading marketers believe that marketing is all about creating value. Marketing's goal is to create value to meet human needs. The marketer selects the products and services that will provide value. The marketer selects prices that will be profitable, and create worth in exchange, then he creates value for accessibility and convenience, by clever distribution. As all as he selects messages that will describe the value. Therefore marketing, in Kotler’s opinion, is a value-creating discipline (Kotler,2021). Customer value is the perception of what a product or service is worth to a customer in comparison to the alternatives. Worth refers to whether the customer believes he or she received more benefits and services than he or she paid for. What the customer pays includes more than just the price, but also non-price terms such as time, effort, energy, and inconvenience. The advantages or quality of the product, service and image of the company or the product's brand, values, and experience are examples of benefits (Mahajan, 2020).
A company's promise of value, known as a value proposition, explains how the advantages of its product or service will be provided, experienced, and gained. In principle, a value proposition outlines what makes a company's product or service desirable, the benefits of purchasing it, and how it differentiates from special offers in terms of value. The ideal proposition should quickly convey the values to potential customers without the need for additional explanation. Each proposition must be distinctive, as it is a method of communicating a company's differentiation points to its target customers. The value proposition is an effective method for increasing sales and building a customer base. A perfect and captivating value proposition can also improve the effectiveness of a company's marketing strategies (Corporate Finance Institute, 2022). To create value marketers must first understand what a customer considers valuable and recognise how the competition's product is perceived by the customer, then find out factors that influence the customer's purchasing decision. As well as it has to be determined if the company is skilled at delivering what the customer considers to be important and if the company can outperform the competitors in these areas. Some examples of creating value include:
· Offering a price that leads the customer to believe that he or she is getting more than what he or she pays for in terms of benefits versus competing offers. Pret a Manger for example offers organic coffee and organic milk, however, the price for the coffee is lower than in other coffee shops, this makes consumers see a benefit, a value for the money they pay (Pret, 2022).
· Lowering or maintaining the same price while providing something extra over the competition (this could be service, better attention, or a product add-on). For instance, Samsung offers free Samsung Free Galaxy Buds Live, when buying certain Samsung phones (Samsung, 2022).
· Making it as simple as it is for the customer to buy and pay. For example, Boots has placed its stores in accessible areas so that customers can easily access them. Nearly 86% of people in the UK live within 10 minutes of a Boots store. (Walgreens Boots Alliance, 2022).
· Creating a product that is straightforward to use and does not need too much effort to be understood. Most customers that use Apple phones say that they buy them because they are simple in usage and work as they are meant to.
·  Providing excellent customer service which includes smiling at customers, creating a simple way to contact the company, and answering the queries as all these create value for customers (Mahajan, 2020).
[bookmark: _Hlk110023690]As mentioned above, marketing's role is to generate customer value and profit for the company. To accomplish this, the company develops a marketing strategy, which includes the company's overall mission and goals. Then it decides who it will serve, which is known as segmentation and targeting, and how it will serve them, which is known as positioning. The market is then divided into segments and the most advantageous one is identified, to satisfy the consumers of selected segments (Kotler, 2021, p.204). Segmentation is concerned with dividing up the market, whereas targeting is associated with selecting the segments that marketers believe will be the most effective in meeting objectives, it is about the practicalities of doing business within the market. Thus, the segmentation process typically provides information on which segments are likely to be most profitable or will help the firm achieve its strategic objectives in other ways. Positioning is the brand's connection with other brands targeting the same audience. Positioning refers to the position of a brand in the minds of prospective customers, as well as their perceptions of that brand in comparison to other brands (Blythe,2019, p.76).
By treating a segmented market in this way, a business may offer more functional advantages and give greater consideration to hedonic demands, producing more engaging products. Due to a detailed understanding of the consumers who may provide a value exchange, strategic planning is made easier. Additionally, businesses' limited resources might be distributed more efficiently to a select group of customers as opposed to the whole public, which necessitates altering the marketing mix (Blythe,2019, p.77). A marketing mix is a conceptual model, not just a scientific theory, that explains the primary decision-making process. The 4 P’s (Price, Place, Product, and Promotion) is a tool that can be used to tailor offerings to the needs of consumers and accomplish the company’s objectives. It is one of the most important marketing terms and it is related to the operational aspect of marketing (Thabit,2018). The four Ps of the marketing mix are combined in an effective marketing strategy. It is intended to meet the company's marketing objectives by providing value to its customers. The elements of the marketing mix are interconnected and work together to determine the product's position in its market segments. Marketing Mix is one of the major concepts in modern marketing because for a business to be successful when establishing the marketing strategy, it has to integrate the 4Ps (Kottler, 2021, p.68). Pret a Manger, for instance, since opening its first shop in 1986, determined its mission and it remained unchanged: to serve freshly prepared food and good organic coffee. After analysing the business environment and establishing the needs of its customers, they decided to develop a new product and target a particular customer base. Thus, the marketers started strategizing on price (by selling cheaper coffee than its competitors, introducing a coffee subscription service), promotion (promoting the products as healthy and freshly prepared, as well as highlighting that they use organic milk only), product (prepare food on the same day in their shop’s kitchens), place (conveniently placing shops in city centres targeting office workers) (Pret, 2022). All these build a value exchange between customers and the business, customers pay for the desired product and the company gets the profit. 
[bookmark: _Hlk110525323]It is crucial to note that one of the main responsibilities of marketing experts is to analyse the company environment before developing a plan to modify the marketing mix if required. The business environment can be internal or external. The Global Business environment represents a diverse variety of challenges and possibilities for the organisation (Blythe, 2019). Businesses operate in a domestic environment that is influenced by a variety of economic, legal, and cultural elements unique to that domestic environment or nation. Although a firm cannot always control these issues, it may try to react to them in the best way possible. Domestic business is simpler to manage than global business, despite its difficulties. When a company operates in several countries, it must attempt to comprehend and adjust to each country's domestic or national business climate (Martin,2019).
The rules regulating trade and investment, differences in corporate ethics and culture, various political systems, monetary systems, and diverse currencies are all common characteristics of nation-states. And these are all potential reasons that might make doing business abroad riskier and more difficult than doing business domestically. The Domestic environment consists of controllable, factors that a firm can control (price, product, place, promotion) and uncontrollable, factors that cannot be controlled by the company (competition, technology, economic, political-legal, culture). Global Environment, in addition to domestic controllable and uncontrollable factors, has geography and infrastructure, the structure of distribution and all the environmental uncontrollable from the countries they trade (Module UWTSD ac.uk., week 3, 2022).
Political, Economic, Social, Technological, Environmental, and Legal (PESTEL) aspects are a typical framework for analysing the corporate environment and planning risk management (Peterdy, 2022). Political factors that might have an impact on a company's operations include bureaucracy, grants, forthcoming elections, tax, trade, and environmental restrictions (Reding, 2021). For instance, Brexit, a political element, may have an impact on Boots UK, and the introduction of fees and port delays will raise the cost of importing medicines and cosmetics from EU nations. Global economic factors are wages, employability rate, GDP, inflation rate; social factors- demographics, lifestyle, culture, migration; technological factors- R&D, infrastructure, innovation system; environmental factors- pollution, recycling technology; legal factors-rule of law, law clarity (Peterdy, 2020). Pandemics changed the lifestyle of the majority of people, and businesses that adjusted to those changes increased their profits. For instance, M&S, Asos, and Mango added more casual clothing collections as people’s needs and wants changed by the lockdown, and they started wearing casual outfits around their homes. The companies that did not adjust to those changes, had a loss in their profits. 
Companies get an advantage overall as a result of globalisation. They can reduce operational costs by manufacturing abroad, buy raw materials more cheaply thanks to reduced or abolished tariffs, and most crucially, they have access to millions of new clients. Globalization is a process that affects society, culture, politics, and the law. As a result, there is an increase in social interaction between various societies, and globalisation is an example of how different civilizations’ exchange of ideas and values. In terms of politics, globalisation has focused attention on intergovernmental organisations like the World Trade Organization and the United Nations. Through increased manufacturing, diversification, economic growth, and increases in living standards, globalisation has altered how international law is developed and applied from a legal perspective. Globalization advocates claim that this allows developing nations to catch up to industrialised ones. (Fernando, 2022). 
The primary motivator for a global strategy is whether the market allows for significant worldwide standardisation of marketing activity or whether major adaptation is required to satisfy local distinctions and expectations. The issue for global company strategy formulation is to maximise operational efficiency and effectiveness. While having a totally standardised marketing offer, products, services, communications, etc. would be incredibly efficient, it would not enhance efficacy in revenue creation for most organisations, given the varying demands of clients from different nations and cultures. The second driver is the company's direction, or how it perceives itself in the global market. Adaptation is a flexible marketing strategy that tries to adjust the marketing mix programmes to consider the specifics of each country's market. Standardization is an approach to marketing that aims to reduce marketing mix variation between countries and regions of the world. However, the largest corporations in the world use a combination of these approaches, for instance, Coca-Cola, which adjusts the sugar levels according to the laws of the country and to the preferences of the local consumers, but keeps its bottle shape, flavours, advertising methods. 
As well as to be successful globally marketers need to develop global awareness, which means learning about the culture, and history of the country the business trade and being tolerant of cultural differences, then use this knowledge to strategize and increase profitability (Module UWTSD ac. UK. week 8, 2022). Furthermore, business leaders must be able to engage positively with company stakeholders at all levels as they are essential to its overall success. Stakeholders are those who have direct or indirect interests in the organisation’s activities, and there are internal and external stakeholders. The influence that a stakeholder has on a business will largely depend on whether they are internal stakeholders or external stakeholders and how closely linked they are to the business and its operations. Business leaders generate long-term value for their important clients, suppliers, workers, and community stakeholders by identifying, evaluating, and fostering these essential connections, which in turn results in a solid foundation for future growth. Internal stakeholders like the board, owners, staff, and investors have a direct impact on corporate operations and have a direct financial interest in a firm. Their contributions guarantee that the company has sufficient physical, strategic, and financial resources to support the operations' success. A company depends on its internal stakeholders cooperating closely to achieve shared business objectives. External stakeholders are people or organisations who do not work directly with a firm but have the potential to influence that organization's performance or be impacted by its decisions and results. Customers, suppliers, outside investors, competitors, and the government, for instance, all have direct interactions with the firm and have the potential to affect it. Customers' purchasing patterns, suppliers' production or distribution procedures, and investors' willingness to invest all might change, as well as government can impose laws and policies that can impact the business and its profitability.  These stakeholders have a direct and indirect influence on how a business runs, which will impact business operations, logistics, and ultimately profitability, from determining the nature of the work environment to influencing the environment that the firm operates within (Duncan, 2022).

3. [bookmark: _Toc110527076]Conclusion

Marketing is a process that drives the business, and it is present in all its stages, its aim is to satisfy customer needs profitably by creating a value exchange. For creating this value exchange marketers need to follow the marketing process step by step, starting with scanning the business environment and finishing with control. It is essential to follow those steps in order to build a solid foundation for the company and develop it further, failing to do that will affect its progress and profitability. Analysing the micro and macro environment with all its elements could be a costly and lengthy process, but it is essential for businesses to progress, as mentioned above. The situational analysis serves as a pillar for an effective strategy of the company, and the strategy incorporates the elements of the Marketing Mix: price, product, promotion, and place. All these are controllables the company can control and adjust according to the needs of the customers and give them value in exchange for profits. Therefore, marketers select products that will demonstrate to the consumer and price them accordingly to be profitable for the business and create that worthiness of exchange. Marketers have to make customers think that they paid a low price for the benefits they received by creating a distinctive value proposition that conveys the message exactly, as Pret a Manger did and managed to attract and retain customers. Pret demonstrated that a relevant value proposition which is essential in an effective strategy, led to the progress of the company as they plan to expand the business in the upcoming years.
Marketing is a broad process of value creation and Marketing Directors, Global Marketing Managers, Content Managers, Brand Managers, Salespeople, Event Managers, Webmasters, analysts, researchers, customer service representatives, and Market Research Managers have to work together to generate that exchange. However, this process is simpler to manage in a domestic environment, even if besides competitors there are political, economic, social and many other factors that have to be considered. When a company operates in several countries, it has to analyse and adjust to each country's domestic or national business climate and decide if it needs to adapt, standardise or combine these approaches, and develop global awareness. By considering these aspects, the companies will progress and increase their profits. Furthermore, the management of the company must engage with direct and indirect stakeholders for overall success, as the internal stakeholders are the company’s physical and strategic resources, as well the business can be affected by the decisions of the external stakeholders. 
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