9






Individual Report: The Effect of Globalization on an Organizations Marketing Strategy
Anamaria Gabriela Duman

Student Id:2015291









Individual Report: The Effect of Globalization on an Organizations Marketing Strategy
The role of marketing in creating value for customers
Customers are essential stakeholders in any organization's existence. They are the source of organizations' growth. Due to this, organizations are required to establish a sustainable relationship with their customers and consumers to capture their product value. In order for an organization to capture and create customer value, they need to define their marketing process and marketing technology. Marketing can be defined as a way of managing a healthy and profitable customer relationship. An organization establishes value for a customer in any marketing process, thereby capturing value from the consumer in return. In other words, marketing implies a managerial and social process by which companies and individuals obtain their requirements through establishing and exchanging value with others (Armstrong et al., 2014). The process of marketing includes various steps. The first four steps help in creating value for the customer, as shown in the figure below. 
	Establishes value for consumers and develop healthy consumer relationships
	Captures value for consumers in return


	Understanding the consumer and marketplace needs and wants
	establishing a consumer-driven strategy
	Constructing a cohesive marketing program aimed at delivering superior value
	Building healthy and profitable relationships aimed at creating consumer delight
	Capturing value from consumers aimed at creating profits and  bring consumer equity



The marketing process
Understanding the consumer needs and marketplace requirements
Understanding the consumer needs and marketplace requirements is the first marketing step that helps to establish value for consumers and customers, thereby building a healthy customer relationship. Needs implies to the basic requirements that any human being requires for survival. The basic human needs include physical needs such as shelter, clothing, and food, and social needs, including affection and belonging. Additionally, human being requires individual needs such as self-expression, knowledge, and learning. The requirements imply the individuals and their cultures shape the various forms of human wants. Requirements or wants are things that people wish to have. Finally, wants and requirements are backed by the customers buying power, making up the consumers' demand. Wants and needs are met and fulfilled through the organization's marketing offers. 
Understanding the market requirements of both the organization's competitors and consumers is vital if any organization establishes a successful business. It is crucial for companies to find out what they really want, which will help the organization improve their products and services to meet the customers’ needs (Bressler 2012). Additionally, by organizations discovering how their competitors operate, they will look for ways and methods of improving the services, thereby giving their business an advantage. Therefore, before marketing, organizations need to undertake market research that would help provide critical information required to plan, reduce the risks of making wrong choices, and identify potential business openings. Market research would also help improve the business selling and marketing points by creating effective advertising; it would also provide ideas for service and product development. It would also help organizations better comprehend the competition at the face and help inform the business plan. 
Establishing a consumer-driven strategy
After realizing the consumer needs and marketplace requirements, a successful organization must build a consumer-driven strategy that leads to a healthy and profitable relationship with the consumer. In this marketing step, the organization must answer two vital questions of the customer that the organization needs to serve and the organization's target customer and how the organization can best serve its consumers. After choosing segments of the target market and target customers, the organization should then select a brand value proposition. A brand value proposition implies a set of values and benefits that the organization needs to offer to satisfy consumers' requirements. While designing a consumer-driven marketing strategy, organizations need to address various philosophies to undertake marketing strategies successfully. The perspectives include the social marketing concept, the marketing concept, the selling concept, the product concept, and the production concept. 
The social marketing concept
The social marketing concept emphasizes various social responsibilities and advocates that the organizations should aim to sustain long-term success by developing a marketing strategy that provides customer value to improve and maintain society and customers' wellbeing more than the competitors. The social marketing concept emerged from the conflict between societies and communities' long-run wellbeing and consumers’ short term needs. The concept is also referred as the ecological imperative concept, the intelligent consumption concept or the human concept. It hold that organizations should undertake informed marketing decisions by considering the society long term interests, organizational requirements and the consumers wants. Trived et al. (2018) stated that the social marketing concept should ensure that the companies’ task is to establish the interests, wants, and needs of the target consumers and markets to offer the desired satisfaction efficiently and effectively and ensure social and customers wellbeing. 
The marketing concept
The marketing concept implies applying various marketing data to focus on the wants and needs of consumers to develop marketing strategies that satisfy the customers' requirements and accomplish the organizational goals. Companies apply the concept in identifying the consumers' requirements and then produce ideas, services, or goods that satisfy them. The concept focuses on pleasing the consumers by offering value (Homburg et al., 2017). The idea involves achieving the organization's long-term goals by the satisfaction of the consumers' requirements responsibly and legally. It also integrates all the activities undertaken by the organization, including promotion and production, to satisfy the needs and wants and focuses on customer requirements so that they can distinguish the company's products from what others are offering. 
The selling concept
The selling concept implies the notion that customers will not purchase enough of the organization's products and services unless the organization embraces promotion efforts and large-scale selling. It is the process by which organizations focus on their advertising and selling strategies.  The strategies may include various distribution channels established to ensure the availability of services and goods nearest to the customers. The promotion effort includes advertising services and products to reach as many potential customers as possible. In the selling concept, organizations focus on campaigning for a specific service and product. To ensure that promotion reaches as much possible organization adopts popular media like Instagram, Twitter, YouTube, and Facebook to promote their services and products. Some organizations allow customers to order products using websites, email, or phones. Additionally, promotional campaigns and social media marketing make it possible for organizations to embrace hard-selling strategies that directly target customers’ minds via comparative information (Zameer 2014). By application of the selling, concept organizations offer enough details to customers concerning various features of the goods and services, thereby urging the customer to acquire more information. 
The product concept
The product concept indicates that consumers or customers prefer goods with the highest features, performance, and quality. The product concept is mandatory for the success of any organization. Organizations are expected to offer the best product to the customer according to their expectations and demands. According to Demirova (2019), goods are not competing on themselves and need other essential business factors such as service, sales, distribution, and marketing. By applying the product concept, an organization can offer identity to the foods they provide and add usability and functional value to derive the benefits they require and eventually purchase the product in the market. The product concept is among the marketing strategies and orientation strategies towards the market which organizations can follow. Organizations can have a marketing pull by having superior products, which contribute significantly to the brand's success. An excellent example of a company making good use of the product concept is Apple Company. The company applies the product concept to produce the best goods for their customers. The goods produced by Apple Company are regarded to be of high quality because of their outstanding performance and innovative features. Customers prefer getting apple products which establishes the organization's marketing pull.
The production concept
Production concept states that the consumers will always get goods and products which are readily available and cheaper. This concept advocates the more the production of products, the more the sales. In nations whereby labor is readily available and affordable, production can be maximized while costs should be minimized, ensuring production efficiency. The production concept is vital for an economy whereby specific products can be mass-produced for customers while maintaining a low price. The supply should always be kept high to ensure that there is no shortage. The production concept is most relevant in new markets which are not saturated with competition (Khanna 2015). The more the product the organization produces, the more the customers that the organization gets. The market can still accommodate more of the commodities earning higher profits while maintaining a low price. The production concept can assist in growing new market categories. Once more competitors join the market, then the organization can move its focus from the production concept. China and India are some of the excellent examples of countries utilizing production concepts. China ensured that it maximizes its production through the application of manual labor accessible by distributing goods and products across the world that have been mass-produced. Today, China has achieved to be the largest exporter of the manufactured goods in the world. India applied the same concept as china in information technology by maximizing the production of talent for IT. Due to this, India has managed to be the most prominent IT services exporter. 
Constructing a cohesive marketing program aimed at delivering superior value
At this level, organizations must establish cohesive marketing programs aiming at delivering superior value to the consumer. For this purpose, firms apply their marketing strategy using 4ps of marketing, including promotion, place, price, and product. The 4ps are significant elements that must be applied to effectively promote and foster a unique value of a specific brand (Lahtinen et al. 2020). A product is an item that satisfies the requirements of a target customer. Organizations should have a clear image of their products and what differentiates the products from the competition for successful marketing. Price is the value of the product. The pricing strategy involves careful calculations and market data, and skillful balancing of the price. Price refers to the product's monetary value and the effort and time the consumer is willing to spend to acquire a product. Therefore, determining the price is crucial as it impacts the brand demand, supply and profit, and how much the organization should spend on marketing and promotion. Place implies providing consumers access to the product and calls for the convenience of the consumer.  Promotion is the way of making the potential customers aware of the products being produced. 
Building healthy and profitable relationships aimed at creating consumer delight
Organizations must establish profitable relationships and install consumer delight via informed relationship management. Consumer relationship management establishes and maintains a fruitful relationship by offering superior customer value, ensuring customer satisfaction. By organization offering an expected quality of goods and services attracts and retains consumers. However, some organizations opt to deliver goods higher than the customers' expectations, attracting more customers (Veloutsou 2015). Organizations can build healthy and profitable relationships with the consumer by communicating with the customers, exceeding customers' expectations, asking for feedback, and showing appreciation to the customers. 
Capturing value from consumers aimed at creating profits and bring consumer equity
Establishing and apprehending customer value is the last step in the marketing process. Successful organizations ensure that they delight their consumers by capturing their value. By capturing consumer value, companies establish a long-term relationship with their consumers. Satisfied consumers usually purchase more and are always loyal to the organization, leading to greater long-term profits. To aim at the positive impacts of establishing value, organizations usually establish consumer loyalty and ensure customer retention aimed at capturing consumer lifetime value (Armstrong et al., 2014). Organizations also tend to maximize their market shares via increasing their customer shares, thereby establishing equity among their various customers through organic and sustainable growth. 
Identify the role of stakeholders within a global market environment and their impact on the marketing activities of an organization. 
Stakeholder implies to a group or individual that can impact or be affected by the actions taken by the organization in quest of its objectives. Society and organizations complement one another and usually cooperate. In the case of organizations acting in a global market environment, stakeholder theory is relevant. The organizations are maintaining contact with a horde of various stakeholders because they operate in numerous regions and countries (Fassin 2012). According to research, a particular group of stakeholders must be offered specific considerations by organizations working in a global context. Therefore managers must be aware of the requirement of collecting knowledge and information about the complex new demands of the stakeholders in the global market environment. The concept of stakeholder has emerged being popular in the past few years. The central assumption of the stakeholder concept is that an organization should consider the influences, interests, and needs of groups and people who impact on by its operations and policies. Generally, to comprehend the concept of stakeholder, three fundamental factors should be considered: the nature of the organization actor relationship, the actors, and the organization. Some of the global market environment stakeholders include the government, activist groups, financial communities,  customer advocates groups, and business owners.
Government
Marketing regulations and laws exist at state and federal levels. In retailing, the advertising laws dictate the message that organizations may deliver to convince customers to buy their services and products. Violation of the marketing regulations and laws can make the organizations undergo stiff and huge penalties that may even exceed the actual monetary damage. Therefore, before carrying any marketing activities, organizations should review the advertising regulations that will help them avoid penalties, fines, and damage to their reputation caused by illegal marketing activities. It would be a violation of state and federal laws for any organization, be it wholesale or retail, to make deceptive or false claims during the advertising of their services and products (Chron 2021). The federal-state commission is the body in charge of enforcing wrong advertising regulations at the federal level.
Additionally, organizations' marketing departments invent advertising campaigns that emphasize only on legit benefits and features of the firm goods and services. For instance, a tire company cannot legally market that its tires last for over 40000 miles when the organization knows that the tires only last for 25000 miles. If organizations use influencers in marketing their products, the influencers are supposed to disclose on their social media platforms that they receive a commission or a fee as compensation for marketing for the organization's goods. 
Activist groups
Activist groups usually focus on changing the attributes of various economic agents via exerting social pressure. One of the sectors that has been experiencing much pressure from activist groups is the food sector. The goals and aims of activist groups are to increase transparency and accountability in food markets and enhance food fortification and food safety. The main reason for the increase of activism in the food sector is the proliferation of various credence associated with the production process. They include fair trade, gluten-free food, GMO-free food, and food without antibiotics. The government does not command the provision of the activist group, but organizations opt to have self-regulation and to voluntarily offer them so that they can be appealing to customers who value them. Lack of standards for many food markets and their voluntary provision for the set attributes, for instance, most food firms claim that their goods are 100 percent natural or they are produced ethically or in a socially responsible way, may create a chance for the emergence of various fraudulent behaviors which mainly takes the form of organizations making misleading or false arguments and claims about the quality of their products (Deka et al. 2020). Examples of global activist groups include Greenpeace, SumOfUs, Organic Consumers Association, and Changing Market Foundation. These activist groups usually collaborate with various players in the worldwide market, such as NGOs, research organizations, and their target firms, in conducting their research to identify fraud and irresponsible organization practices. Activists groups may also launch campaigns or organize various events to meet their target. The main goal of activist groups is to eliminate misleading and false claims by making demands on a specific organization to get rid of their false claims. If the particular organization rejects the demands made by the activist groups, then the activist groups may opt to use social pressure, which can be taken in many ways. Some of the ways that the activist groups may exert social pressure include disrupting the activities of the organization by organizing protests, advocating for boycotting of the products of the organization, urging the citizens to call for a referendum aimed at repealing the existing legislature, signing petitions or harming the organization reputation with shame and name campaigns publicizing their findings concerning the organization. 
Financial community
In various parts of the world, financial communities play a significant responsibility in the economic and social development programs of countries with transitional or developing economies. The roles of the financial community include providing guidance on development projects, funding marketing activities, and assisting in various program implementation (Rajaković et al., 2015). Each of the financial communities operates independently but share common objectives and goals. They include reducing global poverty and improving the living standards and conditions of people. Financial communities also support sustainable institutional, social, and economic development and promote regional integration and cooperation. Financial communities usually achieve their objectives by offering grants, credits, and loans to various organizations. Such grants and funding are generally aimed at financing multiple projects that focus on social and economic sustainability. Financial communities also provide advisory and technical assistance to various organizations and conduct thorough organizational developmental issues. Additionally, financial communities provide procurement opportunities to the organizations. 
Customer advocate groups
Customer advocate group refers to a consumer-centric strategy that most organizations integrate into their marketing plan. Organizations should leverage their most loyal consumers as their brand ambassadors to enhance their customer relationships, increase their sales, and enhance trust and awareness. According to Schepers and Nijssen (2018), most people confuse customer advocate groups with influencers. Influencers are individuals who have already established their presence on social media platforms, while the customer advocates are the everyday customers. Customer advocate groups act as game-changer for most organizations that are attempting to stand out. Customer advocate groups allow the organizations to collect feedback, thereby allowing the organizations to gain multiple insights into the consumers' needs or expectations from the organizations. The needs of the consumers could be enhanced customer experience, improved communication, or faster delivery of products. Therefore, by organizations matching the feedback they get from customers with their business data, they will get a clearer view of the situation, thereby improving their customer experience to go for the right opportunities. Additionally, when organizations get negative feedback from the customer advocate groups, they will understand where the firm or the organization requires experience improvement to attract more customers. Organizations can gather feedback by gleaning insights, directly reaching out, asking for customer reviews, and using surveys. 
Business owners 
Business owners are the most critical aspect in growing the global market environment. With effective marketing plans in place, business owners will be able to fetch out such things as fresh growth opportunities on who the actual consumers are versus who the business owners thought they are, where to spend future marketing prices best, and ways of acquiring customers.  Organizations that fail to establish an effective marketing strategy are destined to struggle indefinitely, leading to their fall. However, because an organization sets a strategy is not a guarantee to success. Business owners should understand their target market. This is because each strategy of marketing involves a target market that they wish to achieve. 
Conclusion 
In conclusion, Marketing is essential as it helps creates value for customers. It is notable that an organization must understand the consumer value concept for an organization to create value for consumers. This means that organizations require establishing what the consumer perceives to be of value and the customer requirements and looking for ways of getting feedback from consumers. It is also notable that customers purchases services and products that give the most value over other competing options. It is also noteworthy that stakeholders imply to any individual or parties that may have interests in an organization and may be affected or may affect the firm's operations. Among the vital stakeholder of the global market, the environment includes business owners, the government, customer advocate groups, activist groups, and the financial communities. Each of the global market environment stakeholders plays a vital role in the worldwide market and impacts the marketing activities of the organizations. 
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