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	Business globalisation is the growth strategy or process for the organisations, through which business company's start operating on an international or multinational level, across their national boundaries.  This business growth and development process influence the new changes and implementations of function within the organisation's management system.   Such globalisation impacts organisations' marketing strategies with the influence of different global stakeholders and the environment (Suay-Pérez and et al., 2021). Globalisations develop the opportunities for the organisation brand awareness and market establishment throughout the new market. Hence it increases responsibilities and strategic performance of the organisation marketing function based on the global market environment.
Furthermore, various global environmental factors affect the organisation's marketing strategies regarding different cultural, political, and customer factors of other countries. TESCO is one of the leading retail global business chains with a market presence in different countries.  This organisation is headquartering in Welwyn Garden City, UK.  TESCO is selling food and household products.  In this reporting, the role of marketing in creating the customer's value throughout the global organisation market is evaluated, and the analysis of the role of the critical stakeholders within the international marketing environment and their impact on the organisation's marketing activities. 
[bookmark: __RefHeading__90923_1885264728]MAIN BODY 
	In context to the analysis of effects of globalisation on organisation marketing strategies, that is essential first to consider the role of marketing activities in customers satisfaction and value creation (Barrientos, 2019).  Because marketing plays a vital role in the customer's sanctification and based on those roles and responsibility global marketing strategies of organisation for divers’ range and different cultural customers take place with effective planning.  In TESCO, for the effective international customers value creation through higher satisfaction with marketing functions, as In TESCO is now implementing the best digital marketing strategies that help to monitor and satisfy the needs of global customers effectively. 
[bookmark: __RefHeading__90925_1885264728]Role of marketing in creating values for customers. 
	Customer value creation is an essential function for each business organisation, and this helps to provide a good customer experience. The most crucial principles of customer value creation should be incorporated in the marketing activities for customer satisfaction and value creation (Pohlman and et al., 2020).  The first essential principles are an appropriate application of the vast quantities of the information and mas marketing channels. Because at present, the need of global business customers expectation and needs is related to the accurate, personalised services at the right time.  Customers values are can only be created if their needs and wants are effectively identified. So, in that place, there is the critical role of the marketing activities to make market and target customers research for the practical identification of their needs, which can further transfer for the need’s satisfaction planning. Second, customers are the critical stakeholder of the organisation, which must be kept satisfied with adequate services and information confidentiality. That is a vital role of the marketing function to develop and implement alternative approaches to customers management. Third, customer need and aspirations keep changing with new trends, so that is an essential role of the marketing department to identify and track customers' changing needs to respond with the best strategies. 
	The customer's value creation is depending on their experiences with the organisation. So, there are the three crucial stages that play an essential role in the customer's experience, such as pre-purchasing, purchasing, and post purchasing, so that is important to make practical application of the functional and financial aspect for effective management of these three stages through best marketing activities and approaches (Imran and Sarkar, 2020). Furthermore, an essential role of the organisation is to map the customer's journey, such as TESCO using the customer journey mapping approaches and the best marketing practices to co-create the customer's value with practical analysis and evaluation of customers' experience.  In context to the effective customer's experience achievement, TESCO can use the multifunctional team approach under which sales, marketing and services department work together for practical customer experience and value creation.  That is important to respect the customer's emotion with brand reality, and the organisation resources allocation should be flexible to meet the customer’s needs effectively. 
	The role of marketing in context to the customer's value creation involves their critical stages of responsibilities, such as identifying customers, satisfaction, and retention of customers with practical marketing activities and approaches.  Marketing activities and functions generate customers value by developing the connection between customers and organisation, people, and products. TESCO marketing executives at the global level of business effectively develop the customer's values, with the aid of their effective performance in customers’ needs identification, that what they want and how to reach them.   Then satisfaction of the customers through right products and services according to their needs at right people, place, and time.  Effective communication and seals practices of the marketing executive aid the better feeling of the customers at every exchange. For the retention of customers, marketing executives should work on the rules of customers attraction for furthermore purchasing by giving them a reason to keep coming back (Ebitu and et al., 2021).  
	Customers journey mapping is the critical activity or function of the customer's value creation principle. In which marketing department play an important role such as through the identification of customers who are looking for some products on the organisation website and not getting that. Then in that play, the marketer's role is to help and satisfy the customers with a practical approach to social media marketing through which they can retarget the customer with the appropriate product and services information.  The different steps of the customer's journey involving the different touchpoints of the organisation and customers, such as the need to perch, is the initial step in the TESCO retail customers journey, which further proceeds with the stages like awareness, consideration, purchase, retention, and advocacy. For example, the customer's awareness stage involves the different touchpoints through which they get aware of the products and services. So, at this stage of the customer's journey role of the marketing department is to provide the best and informative touchpoints to the customers. Such touchpoints can be organisation social and digital media webpages and existing customers, by the review and comments of which customer further move to the next step of purchasing (Tanksale and et al., 2021). 
	 So, in that place, marketers must make sure that customers are getting the best reviews and results of product search by assuring the effective management of existing online and offline customers feedbacks. Furthermore, marketers must make all customers touchpoints practical, attractive, and easy to access, which can further aid the excellent customer's experience and value creation.  In the stage of purchasing, the marketer must effectively manage the six settings of the consumer buying process, such as marketer have to identify the consumer needs and problem, then search for the information, evaluation of the alternatives, close the lead with the best solution or product offer to the customer. Then aster the purchasing marketer must work for customers retention through the process of post-purchase evaluation. Under which marketer must monitor the customers and keep them in touch with the practical marketing activities, like product awareness notification and emails.  All these roles of the TESCO marketing department get affected or influenced by the different types of global market stakeholders and environment (Payne and et al., 2017). 
	The game theory approach is the essential mathematical model of cooperation and competition in the supply chain.   This model illustrates how the organisation can manage their customer's satisfaction and competition and value co-creation through their adequate supply and demand management strategies. The marketer also plays a significant role in that place because they must analyse and manage the customers’ needs and competitors' strengths and weaknesses to develop compelling products and services.  In this place, for effective trading by competitive approach, marketers must co-create the values through competitive methods of customers research and satisfaction. Which satisfy the customer better than competitors?  TESCO marketers effectively manage their role of customer satisfaction and value creation by the best marketing tools and strategies and new digital media approaches.  TESCO's most significant advantage is its low price and effective marketing strategies like product promotion through attractive sales, advertising, advertisement, promotion public relation, online communication, and personal sales (Kumar and et al., 2019). 
[bookmark: __RefHeading__90927_1885264728]Identification of the role of stakeholders within the global marketing environment and their impact on the organisation's marketing activities.
	Stakeholders are the import assets of the business or group of the peoples or association, which show interest in the organisation, get effected or affect the company.  In context to identifying stakeholder roles, one of the most appropriate tools is the stakeholder matrix.  But for the effective analysis of stakeholder role within the global business environment that is important to initially make the study and analysis of the global business environment through the appropriate tool like PESTEL analysis. Below is a brief explanation of the stakeholder role in applying different stakeholder and business environment analytical tools (González-Rodríguez and et al., 2019). 
PESTEL analysis is one of the most important tools or frameworks of the external environment analysis and evaluation; this helps to make the brief identification of the external, national, and global external environment in context to the selected organisation. Such as political, economic, social, technological, environmental and legal factor analysis is done by this tool. 
	The political factor of the global business market involves the elements like different political ideologies related to corporate activities and functions, political-economic systems, different policies and political activities related to the business industry. For example, TESCO is the fourth largest supermarket; this operates around 12 countries with 2,318 stores and 326,000 employees.  So, their marketing activities and business functions are affected or influenced by global political factors like different tax rates, political instability, and important stakeholder like the government of the different countries. For example, at present, the US-China trade war and Brexit is affecting TESCO.  
	Economic factors involve the elements like economic growth of the national and global market, inflation, interest rates, unemployment and public financial stability.  TESCO is leading at the global level due to which there are the various economic factors of the different countries which are impacting its marketing and business activities.  This range of factors affects the sales, distribution, revenue, and profit of the organisation. In addition, the important stakeholder (Customers) demand and organisation supply chain is influenced by the decreasing employment and financial instability. 
	The social factor is one of the most important groups of elements related to an essential stakeholder of the organisation.  Such as TESCO marketing, production and services functions get influence by the changing trends and needs of the customers.  This factor is involving the different social, cultural and personal needs. As TESCO is leading in the multinational market, they must manage the vast range of social factors with their effective marketing strategies and activities.  TESCO marketers are using the best strategies of social needs identification and satisfaction, such as the current organic products needs of the customers are effectively met by the organisation (Dabija and et al., 2017). 
	Technological factors are at the current developing market is one of the most crucial factors which TESCO must effectively manage for the appropriate management of their global business suitability and customers satisfaction.  Technological factors are related to the new mechanical and digital technology tools and assets that can help the organisation meet its suitability goal by implementing effective production and management technology, which help to reduce resources waste, which helps to effectively satisfy the customers and create value through digital customers services and care (Mariotti and et al., 2021).  
	Environment factor about the global business organisation involves the global level rules, regulation, and standards related to environmental protection and suitability with resources management. Such as in the context of waste reduction and carbon emission control, TESCO is working effectively. In this place, the marketer is having an important role in researching different environment sustainability approaches and the satisfaction of the administrative stakeholders. 
	The legal factor for the global business-like TESCO involves the international law and policies which the organisation must follow within their specific market segment based on specific legislative pieces of that market. Such as trading law and regulation, employment legislation etc., must be satisfied according to countries' standards.  This factor influences stakeholders like customers to demand and government practices in the context to which marketing executives must do proper research and meet that with effective strategies. 
	There are the different groups of the stakeholder about the TESCO global market, which play an important role in the global business environment and impact the organisation marketing activities.  Such as external stakeholders, customers, suppliers, competitors, government, and local communities. Internal stakeholders are employees, board and executives and shareholders. All these stakeholders have different roles and impacts on the organisation's global marketing environment and marketing activities.  In context to analysis of these roles’ stakeholder matrix is explain below. 
	Edward Freeman stakeholder’s theory Edward Freeman gives this theory according to which organisation should create the values for each stakeholder not only for the shareholders.  Because stakeholders have different levels of interest and influence on the organisation, they possess the power to impact business projects and activities.  Principles of this theory suggesting that the business should seek the maximum value for their stakeholder because, according to that, there are interconnections between the business and all those people how are having a stake in the organisation. 
	Due to the influence of the corporate social responsibilities and community citizenship, stakeholders are playing an important role in the global marketing environment, such as increasing the needs of sustainable marketing activities, sustainable customers products and services needs in context to which the marketing activities of the TESCO should modify and implement with new changes according to the stakeholder needs and influence.  
	Stakeholder mapping is important in context to clearly understand their roles and importance in the organisation project. Such this must be clear who is more influencing and important for the organisation, and do this that is important to make the appropriate mapping of the stakeholder by identifying key internal, external, and connected stakeholders (Jeon and et al., 2020).  
 	The stakeholders' matrix is the important tool used to analyse the project's key stakeholders to select the appropriate action and activities related to the project goals. Such as in the context of the marketing project, the stakeholder metric helps to understand the roles of stakeholders and the influence of stakeholder-based on which furthermore activities of the marketing in TESCO get alien with the goals (Eskafi and et al., 2019).  The first step of the stakeholder analysis is the identification of the organisation key stakeholder.  And to do this marketing department of TESCO have to list the people who are affecting the organisation, showing interest and get affected by the organisation.  So, in context to TESCO, the key stakeholders are customers because they pose higher interest and effect on the company. Another essential stakeholder is the government because it plays an important role in the global marketing environment by influencing the changes in political factors, which further influence the organisation strategies and actions. Employees and suppliers are other important stakeholders who influence the business environment and marketing activities of Tesco. Such as legal factors get influence by the employees needs in context to which marketing manager must make effective research for the employee’s satisfaction approaches. Competitors are another key stakeholder that influences the economic factors and impacts TESCO's marketing activities for the study and development of the most effective and competitive marketing strategies.  The second step of the stakeholder analysis is the prioritisation of the stakeholder in which the application of stakeholder matrix is made, for the assessment of the stakeholder level of interest and influence based on which they can get prioritise for the marketing project. The stakeholder matrix is also considered as the stakeholder power interest grid. 
	This model involves two important factors of measurement: the level of stakeholder influence, and the second is the impact on the stakeholder or their interest. This further measures the high and low in four boxes of matrix based on which they get prioritise for the project.  The stakeholder with high power and high interest in TESCO are customers and suppliers. They influence the social and economic factors of the global business environment in the context to which the marketing plan or project of Tesco should be attractive and satisfactory with appropriate marketing activities.  High power, less interested peoples about the TESCO is a government that influence the political factor of the global marketing environment, according to which marketing activities of the TESCO should modify.  Such as they should leverage the tax policies and follow the legal perspective of the marketing. Lower power and high interests’ stakeholder of TESCO are community groups and employees.  They play an important role in the internal business environment, such as they play an important role in the organisation success and goal achievement, so in context to the satisfaction of the employees and community group marketing activities should involve the research and implementation of task improvement techniques. They must be kept informed about the marketing project to work effectively with them for goal achievement.  Lower power, fewer interest stakeholders of the TESCO are complicators, which must be effectively monitored with the marketing research and to meet the competitive edges, marketing activities must do better than competitors.  
	From the above study, it has been identified that due to the different levels of the power and interest of the organisation global market stakeholder and their roles in the global market environment, such as the role of the customers in the social factors of the global business environment, the role of the government in the political, economic, and legal factors, the role of the suppliers and employees on the legal factors, the role of the government in the environment sustainability legislation and regulation. 
	The marketing activities of TESCO get impacted in terms of new social factors, legal terms of marketing and business, new political policies related to the business and business activities because each activity of the business functions like marketing should meet the environmental factors needs of improvement and changes. Such as product promotion and marketing research should be done according to the different segments of the customers and cultures of the global business customers.  Government political needs like data protection influence the changes in the marketing activities of customers analysis and targeting, which should be safe and legal.   A stakeholder has a different level of influence and interest in the organisation activities and projects, and getting successful is important to manage the global business marketing effectively according to the needs of prioritised stakeholders, like a customer, government, employees, competitors.  So, when developing the everyday marketing strategies marketing manager of TESCO should identify and consider the important stakeholder in each action and activity planning for the goal achievement (Eskerod and Larsen, 2018).  such as the development of effective marketing content and programs, the financial investment and development are made based on the shareholders and customers. 
	 Stakeholders of TESCO are impacting the organisation marketing strategies and activities in both positive and negative terms with the influence of implementing new changes and modifications in marketing activities like research of the customer’s needs, development of the customer's satisfactory products, application of the new technology in the customer's awareness and touchpoints for easy services and access.  Effective investment in the marketing strategies based on shareholders and achievement of the sustainability marketing goals in context to government satisfaction. 
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	From the above study, it has been concluded that global business incorporates a vast range of customers who belong to different cultures and possess different needs related to products and services.  Role of the marketing in customers value creation is very important because it plays an important role in all stages of customers experience and satisfaction, along with the management of customers value principles.  Such as the principles of customer value creation is the satisfaction of customers’ needs is related to the accurate, personalised services at the right time, needs and wants are effectively identified. Alternative approaches of customer satisfaction, identify and track customers' changing needs, and manage these three stages of customers’ journey. All these principles can effectively meet by the different marketing activities and approaches.  In simple words, the role of marketing is identification, the satisfaction of customers’ needs and their retention with post purchasing services.  In the customer's journey mapping and experience management, marketing has an important role because that involves the analysis of customers, product, purchasing, post purchasing, and service’s needs.
Further, work for the satisfaction of all those needs.  The global business market consists of different external factors, which can be effectively analysed by PESTEL analytical tools, such as political, economic, social, technological, environmental, and legal. In addition, there are the different groups of the global business important stakeholders which play an important role in the global business environment and impact the marketing activities, such as customers, employees, administration and government stakeholders.  
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