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Introduction
Scholars and marketers both agree that marketing is a process. There is some difference in the way of defining this process among the different organizations of marketers, but in their core, the definitions match. For example, the Chartered Institute of Marketing (CIM) and the American Marketing Association (AMA) give their professional definition to the term as follows:
“The management process responsible for identifying, anticipating and satisfying customer requirements profitably” (CIM, 2015) and “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.” (AMA, 2017)
So we can easily extract the essence that marketing is a process within a given organization that has several stages and this process is dedicated to the purpose of perceiving, anticipating and satisfying customers’ needs and gain profit in the process of doing so. The stages of the global marketing process are five, namely situational analysis of the global market, the organizational objectives for the place of the organization in the global market, the strategy of the organization of how it is going to achieve its objectives, the implementation of this particular strategy and control of the results.
Apart from the customers, in global aspect, the organizations have several other groups of stakeholders like shareholders, board of directors, managers, employees, partners, suppliers, local communities, government authorities including tax authorities, international trade organizations, etc. They are constantly interacting with the organization in different ways, some of them directly, and others indirectly. And that interaction has its impact on the different parts of the marketing process. In this paper I will explain the impact of the different groups of stakeholders on the marketing functions – situational analysis, setting objectives, planning the strategies, implementing them and keeping the process under control.
And since the goal of the marketing process is to satisfy the customer needs, I will explain how each of the separate functions of the marketing process is contributing to satisfying these needs.
Stakeholders of an Organization
Hutl et al. (2011) cite the Freeman’s definition of a stakeholder: “any group or individual who can affect or is affected by the achievement of the organization’s objectives” (Hutl et al., 2011). They also divide the stakeholders into two major groups. 
Primary Stakeholders
The first group is the primary stakeholders that have a direct influence on the organization and are responsible for its wellbeing – “customers, employees, suppliers, and shareholders, along with what is known as the public stakeholder groups—the governments and communities that provide infrastructures, regulate the firm’s activities, and require tax payments” (Hutl et al., 2011). Hutl et al. (2011) characterize these stakeholders as the primary environment for a typical organization (Hutl et al., 2011). The reason for these to be in this specific group is that according to the resource theory, each of them provides the organization with a certain resource, therefore, they have a direct influence over the organization (Hutl et al., 2011). In this sense, the shareholders provide the organization with the capital to operate, the customers provide the organization with sales income, employees provide their labor for the elaboration of the goods or services, the suppliers supply the organizations with the input materials for the final product, the communities supply the companies with natural resources, and the regulators give the organizations access to funds and markets (Hutl et al., 2011). The stakeholders from the primary group are clearly visible “because of the contractual relationships with those stakeholders that create options, decisions, and the assessment of their demands”. (Hutl et al., 2011)

Secondary Stakeholders
In contrast to the primary stakeholders this group does not directly interact with the organization and do not have contractual relations with the organization. This group includes the “competition, the mass media, social media, trade associations, and special interest groups (e.g., advocacy groups)” (Hutl et al., 2011). However, the fact that they do not directly interact with the organization does not mean that they have no power over it. On the contrary, some of them may exercise more power over a company than the primary stakeholders do (Hutl et al., 2011). 

Stakeholders’ Impact on Global Marketing Functions of an Organisation
As I mentioned above the stakeholders have power over the organization and can affect directly its business and marketing functions. Hult et al. (2011) have systemized the researches of a number of scholars and have provided a list of impacts the various stakeholders have over the organizational marketing.
Customers
Scholars unanimously agree that the organisations must keep their customers engaged with the organization and that the customers are the most valuable asset of the firm. Entities that devote sufficient resource to understanding their customers and creating the most value and satisfaction for them are the ones that are most rewarded with great profitability, mark increase in sales and their new products are easily and readily accepted and are more successful in comparison with the others (Hutl et al., 2011). 

Employees 
In a great number of organisations the frontline employees, for example, are responsible for doing the queries for understanding the customers’ needs, because they are the ones who have a direct interaction with the customer (Homburg et al., 2009). The more involved the employees are in the company, the more willing the customers are to pay (Hult et al., 2011). They are one of the Ps in the modern marketing mix of 7Ps – product, price, place, promotion, people, physical evidence and process (Salam et al., 2017). The Apple stores allow the customers to linger with the devices on display and there always is an employee nearby ready to answer any question (Kotler et al. 2017).
Suppliers
Hult et al. (2011) argue that the organisation’s relation with its suppliers plays important role in the business development, too. When this relationship is positive and both the organization and the supplier are satisfied with them working together, it reflects positively on the business development. And when, on the contrary, the supplier is not satisfied by the organization it is highly possible that they cease their deliveries and that may be an important raw material for the organization (Hult et al., 2011). Or another example is the recent crisis in the automotive industry which found itself amidst a lack of microchips. Due to the increased demand of laptops and smartphones during the COVID-19 lock-downs and the decreased production of cars during that period, the sale of microchips has shifted from the automotive manufacturers
Shareholders
The basic purpose of the organization is to provide the shareholders with return of their investment. This means that it is essential for the marketing strategy to provide a clear view on what that return of investment will be. A number of shareholders adopt the socially responsible path of investment and thus secure for themselves the return of investment, because the socially-responsible organizations are always profitable (Hult et al., 2011). Hult et al. (2011) back-up this statement by referring to Nguyen and Slater’s research from 2010 which shows that “two out of three companies of Fortune’s “Global 100 Most Sustainable Corporations” outperformed their less sustainable competitors” (Hult et al., 2011).

Legal and Regulatory Bodies
The legal and Regulatory bodies are a powerful stakeholder in an organization. They fall in the group of the external stakeholders, but this in no way reduces their power over the global marketing of the organization, since they do not allow compromises, but their requirements should be followed strictly (Hult et al., 2011). For example The UKCA mark must be used for placing goods on the GB market from 1 January 2023. This means that all the goods manufactured under the EC mark should be labeled with the UKCA mark after that date. This will create additional expense for the current or the will be importers in the country in respect of product certification (Department for Business, Energy & Industrial Strategy, 2020).
Community members
Communities are the “nongovernment organisations and the communities formed by their geography” (Hult et al., 2011). They have some features of secondary stakeholders like having the opportunity to mobilize public opinion, but they have a greater impact on organizations due to the interdependence existing between the community and the organization. It is proven that “advertising campaigns with social dimensions that reflect company-cause compatibility are highly effective in achieving company-oriented goals, such as motivating the work force, building brand equity, and enhancing the image of the firm” (Hult et al., 2011). For example, the Canadian mining company Dundee Precious Metals has a concession of the goldmines in Bulgaria. After they started exploring the Chelopech mine, they tried to introduce a project for extracting the gold and other precious metals, like cuprum, nickel, etc., from the ore by various chemical reactions, one of which involved the extensive use of mercury. Since mercury is highly poisonous, the local ecological activists immediately reacted against the extraction of the metals on the site, and thus Dundee were forced to export the ore in order to extract the metals from it. This caused some additional expenses for the company.
As mentioned above, companies chose to conduct their business with as much benefit to the community as possible. I have seen the difference of the perception of international companies entering new markets both when they take care of the local communities and when the company just does not care about the locals. One perfect example for the latter is a Chinese power plant in Adrar, Algeria where my company was performing security management. The Chinese had brought all the construction materials and labour force from China, only the power generating turbines were bought from Warsila, Finland. The only service the enterprise used from the locals was the military convoys accompanying the workers from the city to the construction site. The local officials were not happy with this because the enterprise was not generating any benefit for the local community, so, when we needed the visa for our security manager to be extended, the Algerian authorities simply rejected our application and no matter how much we tried, they did not extend it.

Secondary Stakeholders
Hult et al. (2011) characterize the special interest groups, the competitors, the trade associations, the mass media and the social media as secondary stakeholders, since they are not in direct contractual relations with the organizations, but still have impact on them. Earlier I mentioned that the secondary stakeholders can have an equal or stronger impact on the organization than the primary ones. The perfect example is the revelation of Simon Sinek on one of his seminars about the difference between the managers in Apple and Microsoft. More precisely, Microsoft are so obsessed with the developments by their competitor Apple that their marketing in terms of product and research and development are strongly dependent on the latest in Apple. While the managers in Apple “compete against themselves” (Sinek, 2016).

Various Marketing Functions within an organisation and how these functions satisfy customer needs
Kotler and Armstrong (2017) define a “global firm as one that operates in more than one country, gains marketing, production, research and development (R&D), and financial advantages that are not available to purely domestic competitors” (Kotler and Armstrong, 2017). For example the Finnish company Konecranes has its headquarters in Finland, but has crane construction factories in Finland, Ukraine, Denmark, United Kingdom, United States, etc. and sells its production to “manufacturing and process industries, shipyards, ports and terminals world-wide”. (Konecranes, 2021).
Situational Analysis
The global marketing process consists of the same five functions as the domestic one. So the first stage of being in the global markets is to make a good market analysis in order to capture the company situation. It is usually done through the so-called SWOT analysis which stands for strengths, weaknesses, opportunities and threats. (Kotler and Armstrong, 2017) it is essential that the company analyses its strengths, identifies its weaknesses and the opportunities on the international markets and finally, to know all the threats to its business. This initial step of the marketing process provides the basis for all other stages to follow.
In the period between 2016 and 2017 the Nordic company Neste oil, part of Neste Group was preparing its entry on the South-East Asian market, particularly they were viewing their opportunities in Malaysia and the Philippines. Our company was given the task to make the due diligence on Neste’s potential partners in the region. Being an European company of 50% state owned, the company could not afford to fail to comply with the international laws and regulations on the matter of sanctions, financing of terrorism and crime, money laundering. After a thorough investigation and a concise report on the oil business in the Philippines and Malaysia, Neste’s board of directors made the decision to avoid working with companies from South-east Asia, since the legislation in the region allowed government officials to participate in private companies and did not treat that as a conflict of interest. However, the European legal and moral code prevents European companies to collaborate with entities known to have politically exposed persons in their boards and management. This is a clear example how after measuring the opportunities and the threats the company identifies the threats to be greater and able to bring damage so vast that the opportunities just don’t matter anymore.
Setting the Company Objectives
The second stage of the marketing process is when the organization sets its objectives. Like all the others it is essential for the customer satisfaction because it defines the goal and the vision of the organization. For example, when Telenor was entering the Bulgarian market they set as an objective to be the best provider of 4G service in Bulgaria with a view of becoming the pioneers in the 5G service in the country. 
Setting the objectives defines the further assumption of the organizational products by the customers. It identifies the level to which the company is willing to satisfy the customers’ needs.
Marketing Planning
At the stage of planning the organization prepares a strategy of entering and operating on the market. “A marketing strategy consists of specific strategies for target markets, positioning, the marketing mix, and marketing expenditure levels. It outlines how the company intends to engage target customers and create value in order to capture value in return” (Kotler and Armstrong, 2017). 
At this stage the organization should make the market segmentation in order to target the most relevant to its product segment or to target each of the market segments accordingly (Kotler and Armstrong, 2017).
At this stage can be helpful to decide on one of the strategies defined by Porter’s Generic Strategy Model – Cost Leadership, Differentiation or Focus strategy.

Cost leadership
This strategy assumes that the product should bear the lowest possible price tag in order to get to as many customers as possible. This strategy is used by a number e-selling companies like Expedia.com, CDnow and many others. A survey in Korea showed that 71% of the people who are buying online for the first time were price-oriented and were looking for the lowest price offer (Kim et al., 2004).

Differentiation
Differentiation can be a function of many different details and factors, like “design, brand image, reputation, technology, product features, networks, and customer service” (Kim et al., 2004). To have a successful differentiation, the organization must have elaborated at least one element of its product that is difficult to be imitated by the competition (Kim et al., 2004). For example, when entering the online market Google was unique with its search engine and in a quick pace pushed the online leader at the time Yahoo!.

Focus Strategy
The organizations who have chosen the “focus strategy target specific groups of customers, product lines or geographic areas” (Kim et al., 2004).
The Austrian operator A1 when entering the Bulgarian market adopted the model of segmenting the market into two large groups – Private and Business groups and offered each of them different tele-communication plans. The private sector offers were focused on communication among friends and family, and the business sector offers were focused on overall communication.
Since the products have the so-called product life cycle (PLC), there are different strategies of entering the new product on the market. (Wong, 1992)
Organizations like Apple and Tesla who seek to be the first to enter the market with the innovations emphasize on R&D and are the pioneers on the market. (Wong, 1992). Then come the ones that ones that are quick to follow the leaders. They enter the market with “flexible and adaptive technological capabilities” and target the customers that look for improved quality of the innovative products. We can easily point at BMW and Mercedes in the e-cars industry, who introduced their e-vehicles after Tesla, but of grater and improved quality.
The organizations that follow the second on the market are forced to further segment the market and target more specific customers. (Wong, 1992). And the companies that enter their product late or at the maturity stage of the PLC are looking to offer lower prices. They are focusing on reducing the cost for the product elaboration in order to offer the product of the lowest price. (Wong, 1992)

Marketing Implementation
At this stage the organization is turning its strategies into actions for the achievement of certain marketing purpose. “Whereas marketing planning addresses the what and why of marketing activities, implementation addresses the who, where, when, and how.” (Kotler and Armstrong, 2017).
A number of managers are convinced that implementation is even more important than the planning. And they are to a certain degree right, because there are many cases when two organizations with the same marketing plans but different speed and quality of execution achieve totally different results (Kotler and Armstrong, 2017).
This stage is as important as the others in terms of satisfying the customers’ needs. Nestle, a company of CHF 84.3 billion turnover has 352 000 employees worldwide working every day, coordinating between the product production, promotion, distribution and sales, they utilize the services of companies like the Bulgarian Fonte Fresco Ltd which provides cafes and restaurants with Nestle hot drinks in order to convince the customers all over the world that their food is good for a good life.
Marketing control
“Measuring and evaluating the results of marketing strategies and plans and taking corrective action to ensure that the objectives are achieved” (Kotler and Armstrong, 2017). 
The marketing control can be divided into four parts. One – the managers set the marketing goals. Part two- they then measure the results and three - determine the difference between the goals and what is actually achieved. The final step is to make the necessary adjustments if goals and achievements do not match. This final step is connected with changing the parts of or the entire strategy or the implementation. The purpose of the control is also to determine the profitability of different products, markets, channels of supply and territories. The modern marketplace is constantly changing and the marketing strategies and programs can very quickly become outdated. This is the reason why the organizations should often assess and evaluate their strategies and take measures in adjusting or changing them accordingly (Kotler and Armstrong, 2017).
Common performance measures are the brand awareness, sales or the market share. And with increasing frequency the marketers are using measures like “customer acquisition, customer engagement, customer experience, customer retention, customer lifetime value, and customer equity. These measures capture not only current marketing performance but also future performance resulting from stronger customer relationships” (Kotler and Armstrong, 2017).

Conclusion
The stakeholders of an organization have their inavoidable impact on the marketing functions of the organization. In order to satisfy the needs of their customers organizations have to consider their reputation in the society, the awareness of their employees and the capability of the managers. Shareholder are also a factor in the overall marketing strategy of the company, because they are the ones that need to be satisfied with the financial results of the company.
However, all the marketing functions adopted by the organizations have the sole purpose, collectively or reviewed separately fro each other, to satisfy the needs of the customer and thus to increase the sales of the products or the market share.
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