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[bookmark: _Toc132737531]1. Introduction 
Marketing management can be described as the most essential control and operations within an organization that helps in making sure that the company is profitable by acquiring an adequate new customer base, expanding the existing customer base, and effectively building the image and reputation of the company along with improving customer interactions. It essentially involves various marketing activities and individuals involved in those activities such as managers, contractors, “marketing management professionals” and so on. The most essential marketing functions of marketing management include the successful management, analysis, and suitable alignment of the tasks with the goals and objectives of the company. The current study is particularly based on the marketing management of the chosen organization, Deloitte, the leading provider of “audit and assurance”, tax, financial advisory, risk advisory, and related services all over the world. 
[bookmark: _Toc132737532]2. Marketing activities and the contribution of the marketing department to the organization
[bookmark: _Toc132737533]2.1 Marketing activities of Deloitte
Deloitte has been a major consulting firm all over the globe that helps in providing extensive services in audit, financial advisory, risk management, consulting, and tax. Based on the research work of Ali et al. (2021) the marketing activities of the chosen organization vary with respect to the certain service area along with the target audience and customers. The major marketing activities that Deloitte engages itself in are described below. 
“Social media marketing” - “Social media marketing” has been one of the most common and frequently used marketing activities and strategies utilized by companies all over the world for their marketing and advertising purposes (Bob et al.  2020). The respective company has a strong presence on different “social media platforms” such as Facebook, Instagram, Twitter, LinkedIn, and so on. It essentially utilizes these platforms for the purpose of sharing its thoughts, and leadership content, promoting its services, and continuously and consistently engaging with its audience. 
Content marketing - Content marketing effectively helps in attracting, engaging, and retaining a large audience by creating and sharing attractive and relevant content such as videos, articles, podcasts, and other media. The respective company utilizes a “content marketing strategy” for producing adequate “thought leadership content” in the form of articles, reports, videos, and whitepapers (Adams et al. 2019). The respective content has been particularly designed for positioning the company as a “thought leader” in various service areas and industries.
Email marketing - Email marketing is another type of marketing strategy through which the customers are kept on the email list and every time, kept aware of the new products, discounts, and other services (Wydyanto and Ilhamalimy, 2021). Deloitte utilizes email marketing for the purpose of reaching out to potential customers and at the same time, keeping existing customers informed and aware of its services and “thought leadership content” on a daily basis.
“Direct mail marketing” - “Direct mail marketing” is another effective marketing strategy that helps marketers in successfully engaging prospects and customers offline by delivering “printed mailers”, packages, physical letters, brochures, postcards, and so on. Deloitte utilizes “direct mail marketing” for sending “targeted marketing materials” to potential customers and new customers as well.
 “Search engine marketing” - “Search engine marketing (SEM)” can be described as a “digital marketing strategy that essentially helps in increasing the visibility of the company website within the “search engine results pages (SERPs)” (Harbar et al.  2020). The respective company consistently invests large amount every year in “search engine optimization (SEO)” and “search engine advertising (SEA)” for the purpose of increasing its visibility in “search engine results pages”.

Figure 1: Marketing activities of Deloitte
[bookmark: _Toc132737534]2.2 Contribution of the marketing department to the Organization
The marketing department at Deloitte plays a significant role in the growth and success of the organization by contributing in various ways which are described below. 
Market research - The marketing department of Deloitte aids in conducting extensive market research in which it essentially operates for the purpose of critically understanding the recent trends in the industry, identifying opportunities, and at the same time informing the strategic decision-making of the organization.
Branding - The marketing department within the respective organization works for building and maintaining the Deloitte brand (Havidz and Mahaputra, 2020).  It essentially helps in developing the brand strategy, visual identity, and messaging of the company thereby making sure that they align with the overall goal and objectives of the organization. 
Lead generation - The marketing department within the company helps in generating appropriate leads for its major services by successfully identifying potential customers, developing suitable and appropriate marketing campaigns, and at the same time fostering relationships with great prospects.
Supporting sales - The marketing department within the respective organization aids in working closely with the sales team for essentially supporting their strategies, activities, and efforts (Tanasiichuk et al. 2020). This department helps the sales team by providing them with the necessary “marketing materials and collateral”, conducting market research, helping them in developing effective sales strategies, and at the same time “tracking and analyzing” the effectiveness of their efforts.
Management of image and reputation - The marketing department of Deloitte is responsible for managing its reputation and ensuring that the organization is perceived positively by its target audience. The departments particularly work to monitor the online presence of the company, respond to customer feedback, and at the same time, proactively address the negative press, customer issues, reviews, and so on thereby successfully improving the image and reputation of the company.
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Figure 2: Contribution of the marketing department to the Organization
(Source: Tanasiichuk et al. 2020)
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Marketing activities are the most essential aspect through which a company effectively reaches potential customers regarding their products and services and how those products and services could be beneficial for them. The major marketing activities that are associated with the Deloitte Company have been auditing, consulting, risk advisory, financial advisory, and tax services. Based on the research work of Zozul'ov and Tsarova (2020), effective customer and marketing strategy teams help the organization in successfully creating executable strategies for successive growth and value creation. For the purpose of adding value to the company within marketing management, the company needs to create and implement effective strategies particularly emphasizing delivering high-quality goods, services, and value to customers, while attaining the goals and objectives of the organization. The marketing management of Deloitte adds value in the following ways. 
Customer orientation - Deloitte utilizes the customer-centric approach to marketing while putting the customers first in every possible manner. The company puts the needs and demands of the customers ahead of the brand or product thereby developing effective strategies for delivering the best value to the consumers (Septiano and Sari, 2020). The company also provides customizable products and services tailoring the needs and demands of the customers for essentially meeting those needs. 
Differentiation - The marketing management of Deloitte focuses on the successful creation of a “unique value proposition” and “unique selling proposition (USP), that essentially aids in setting the company distinct from its competitors. The company indulges and engages in product and service innovation, excellent customer service, and branding for differentiation purposes. 
Relationship management - The concerned company has been very efficient in developing and maintaining strong relationships with its major stakeholders such as the employees, customers, and other essential associates (Kotler et al. 2019). Deloitte involves engaging with employees through effective training programs, and feedback systems and with the customers through multiple channels, critically listening and responding to their feedback and needs.
Data-driven decision-making - Through effective marketing management the respective company utilizes advanced tools and technologies for enhancing value within the organization such as utilizing data for informed decision-making. Through this, the company is capable of collecting and analyzing data with respect to customer behavior and preferences, market trends, and competitor activity for the purpose of making sound and informed decisions.
Continuous improvement - Deloitte has been successful in adding value to the organization through continuous improvement within their marketing management activities and other essential activities within the organization. As per the view of Krizanova et al. (2019), Deloitte continuously reviews and refines its business and management strategies for the purpose of ensuring the fact that the company has been successful in delivering value to customers and at the same time achieving its goals and objectives of the organization. For doing so, the company consistently monitors the “key performance indicators (KPIs) and makes the necessary adjustments.
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The business environment has been constantly and continuously changing and evolving from time to time, and the business environment of Deloitte is not an exception. Based on the research work of Ali et al. (2021), business organizations need to significantly modify and transform their operations in response to continuous technological advances, increased competition, and changing expectations of the stakeholders along with other internal and external pressures. It has been found that significant economic and societal forces have been continuously reshaping the current business environment to a greater extent. In recent years, the entire world has witnessed and experienced the foundational and extraordinary shift all over the world. 
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Figure 3: Cycle of business environment change
(Source: Ali et al. 2021)
The major factors that have been significantly responsible for the changing business environment at Deloitte include technological advancement and disruption which essentially improvised the ways the businesses used to conduct their daily operations and activities. Based on the research work of Wydyanto and Ilhamalimy (2021), rapid advancements in technology have been essentially responsible for changing the way that the respective company delivers its services. Emerging technologies such as IoT, AI, blockchain, ML, AR, and VR have been significantly transforming “traditional business models” thereby “creating new opportunities” for innovation.
The significant and consistent rise of globalization has been another major reason responsible for changing business environment for Deloitte. This has essentially resulted in increased competition for Deloitte since threats from new entrants to the market have been increasingly taking place and at the same time, the existing competitors have been expanding their strategies and operations for increasing their global footprint (Tanasiichuk et al. 2020). Hence, Deloitte significantly requires adapting its services in such a way that it effectively meets the needs and demands of the customers while operating in different markets and nations. 
Apart from this, changes in laws and regulations of different nations have also been influencing the services provided by the respective company, and therefore it is essential for the company to make the necessary changes to its operations and processes for abiding by those. Shifting demographics has been another major reason forcing the respective company for matching the needs of the aging population along with the Generation Z population, thereby altering the expectations of clients and employees (Septiano and Sari, 2020). The respective company has been forced to abide by these changes for the purpose of remaining attractive and relevant to both the population. In addition to that, environmental and social sustainability has been becoming increasingly essential considerations for stakeholders and customers. Therefore, Deloitte has to be very much cautious and mindful of these concerns and at the same time making sure that its services align with “sustainable business practices”.
[bookmark: _Toc132737537]5. “Impact of rising digitalization on Deloitte”
Digitalization has offered an incremental “economic growth” and in an advanced stage, digitization has helped to derive the economic benefits at an initial stage. In addition, as per the view of Chen et al. (2020), it is noted that digitalization has been able to reduce the unemployment rate and develop the “quality of life” and it has helped to boost to access public services. On the other hand, it is mentioned that digitalization has changed the future of business technology in various ways. It is crucial to mention that “digital transformation” is an important bridge between today's business and tomorrow's business. In addition, based on Almeida et al. (2020), it is stated that digitalization is far better than a strategic approach and it is essential for every organization. Deloitte has implemented a digital transformation or digitization to develop the company’s development and growth. 
Deloitte is a finance company so it has successfully implemented this transformation to increase the financial calculation and enhance customer satisfaction in the “international market” (Deloitte.com, 2023). This is stated that digital transformation has enhanced software monetization and enhanced the agility factors to encourage employee excellence. In addition, Deloitte has used the digital strategy because it has helped to articulate a digital strategy and implanted an enterprise by using various distribution channels. In order to develop the “customer satisfaction” digitalization has played a vital role. On the other hand, digitalization has delivered a road map with clear accountability and clear ownership. Therefore, as per the words stated by Almeida et al. (2022), digital identities have played a significant role in these sectors and it has been based on various factors such as HR transformation, supply chain and analytics depth and digitalization process in users' experiences.
In addition, Deloitte has created new growth that has helped to elevate the human experience. On the other hand, as per the ideology of Chen et al. (2020), it can help a transformation process to achieve a growth strategy of human experiences. The digitization of an economic process has created efficiencies and benefits of a digital technologies and it has included various factors and aspects of the business technology. This process is very essential to influence customer satisfaction to enhance business development and growth. This mentioned company has helped to boost an entrepreneurship and innovation process and make transparency of the data information process. In addition, it is crucial to denote that digitalization has allowed these companies to mitigate a “finance-related tasks” and developed a “financial data accuracy” process. Almeida et al. (2020), have mentioned that digital applications or digital technology are a crucial source of customers in the “digital era”. Digital transformation has improved software monetization and enhanced the agility factors to push employee excellence. In addition, it has helped to improve the communication process so the working quality has enhanced and sales revenue has also increased in the “competitive market”. In addition, this process has helped to enhance the market factors and increase the company’s development. 
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Being one of the “largest professional services” companies in the entire world, Deloitte faces a large number of business challenges across its operations. The major challenges faced by the respective company are described below. 
Investing and keeping up with technology - With the speedy pace of technological advancement, Deloitte has been facing significant issues related to finance for investing and staying up-to-date with the latest technological tools and platforms for remaining competitive (Desai and Vidyapeeth, 2019). The company has been lacking adequate investment in R&D along with ongoing training for employees. Investments in technologies and “speed of implementation” has been a major issue for the company. 
Attracting and retaining top talent - As a renowned and respected employer, Deloitte is capable of attracting huge talents on board. However, increased competition for skilled talent has been very extreme, and the company faces significant challenges in offering attractive “compensation and benefits packages”, along with a “strong corporate culture” essentially valuing continuous and consistent professional development and work-life balance (deloitte.com, 2023).
Maintaining customer experience and relationships - Deloitte has been facing issues related to maintaining customer experience and relationships due to the continuously changing market trends and demands of the consumers based on that. As per the ideology of Ancillai et al. (2019), the company has been essentially lacking a deep understanding of each customer’s unique needs and demands, along with the ability of consistently delivering high-quality services and post-service relationship management.
Covid 19 pandemic and its impact - Managing risks and challenges due to the pandemic has been a major issue for the successful provider of professional services. Based on the research work of Singh et al. (2019) the sudden shift and transformation of the working practices due to the pandemic have created a huge amiss. Apart from this, the company has been essentially not able to manage a range of risks, such as data security, regulatory compliance, and reputational risk. 
Adapting to changing market conditions - The “professional services industry” has been constantly and continuously changing and evolving, and the respective company has been unable to adapt to “changing market conditions” for the purpose of remaining successful (deloitte.com, 2023). It has been found that the company has been essentially lacing adequate agility and flexibility along with a willingness in adopting and embracing new technologies and business models.

Figure 4: Major challenges faced by Deloitte
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The chosen company, Deloitte needs to develop and implement effective strategies for the purpose of mitigating the challenges faced by them. The most suitable strategies are described below. 
Embracing innovation and technology - Deloitte should take loans from financial institutions and thereby invest a large amount in “research and development (R&D)” for successfully developing and incorporating advanced tools and technologies for staying competitive. According to Črešnar and Jevšenak (2019), the company can also indulge in encouraging its employees through training programs for staying updated regarding the current trends and developments in technology.
Creating a “positive work environment” - Deloitte should develop effective strategies for creating a “positive corporate culture” essentially “valuing professional development and work-life balance” along with effective benefits and compensation packages. This can essentially help in attracting and retaining skilled workforces, which is essential for the continuous and consistent success of the company.
Focusing on building and maintaining strong customer experience and relationships - Deloitte should concentrate on building long-term relationships with its customers by providing “high-quality services”, delivering value, and effective “customer loyalty programs” (Evans, and Siesfeld, 2020). It should also improve its after-service services which can aid in retaining existing customers and attracting new ones by the company.
Establishing strong risk management strategy and processes - Deloitte needs to develop and establish strong and resilient “risk management processes” for the purpose of effectively identifying and mitigating risks. Based on the research work of Renjen (2019), the company has to stay significantly vigilant and proactive for the purpose of identifying and mitigating the risks faced by the company. This, in turn, can also help in successfully protecting the image and reputation of the company along with ensuring its long-term success.
Staying flexible, agile, and adaptable - Deloitte needs to stay agile, flexible, and adaptable at all times with respect to the continuously changing business environments thereby embracing new business models and technologies. This can help the company stay ahead of the competition and at the same time, take advantage of the continuously arising new opportunities.

Figure 5: Strategies for mitigating the challenges faced by Deloitte
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Achieving a “sustainable competitive advantage” is very important for any business for the purpose of ensuring long-term success. The most effective ways for sustainable competitive advantage in Deloitte are described below. 
Developing a “unique value proposition” - The successful development of a “unique value proposition” helps in differentiating the offerings of a company from its competitors (Ali et al. 2021). Deloitte can effectively develop a “unique value proposition” by concentrating on quality, innovation, customer service, and so on, which are essential for its potential target market.
Building strong brand image, reputation, and equity - The successful building of a strong brand image, recognition, and equity can help a business organization in successfully standing out in a crowded and cutthroat marketplace. Deloitte can effectively achieve this advantage by developing a “strong brand identity”, investing in technology, R&D, marketing, and advertising, along with creating a “loyal customer base”.
Focusing on customer experience and relationships - Offering exceptional and extraordinary customer experience and effectively managing relationships with customers can help the business in developing a strong reputation, retaining existing customers, and attracting new customers (Wydyanto and Ilhamalimy, 2021). By essentially investing in “customer service training” for the employees, collecting feedback and reviews, and continuously improving the customer experience Deloitte can be successful in achieving this advantage.
Embracing technology and technological advancements - Embracing new technologies can help your business improve efficiency, reduce costs, and deliver better products and services. This can be achieved by investing in research and development, adopting new software, and implementing new processes and systems.
Focusing on sustainability and environmental protection - Focusing on sustainability can help businesses in reducing costs, attracting and satisfying “environmentally conscious customers”, while building a positive reputation (Evans, and Siesfeld, 2020). The respective company can achieve this advantage through the successful implementation of sustainable business practices and operations, by utilizing eco-friendly materials, and at the same time supporting “social and environmental causes” and initiatives.
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From the above discussion, it can be concluded that the chosen organization, Deloitte has been essentially successful in managing its marketing activities and practices through suitable methods, tools, and techniques. The company practices effective marketing strategies and techniques that help it in becoming successful and the marketing department has been capable of effectively contributing to the long-term success of the company. The marketing management of the company has been highly suitable for adding value to the organization. However, the company has also been facing various challenges which needs to be mitigated with effective strategies. Continuously improving its products, services, and processes can help the company in staying ahead of the competition through adequate R&D, collecting customer feedback, and implementing new ideas and innovations. Apart from this, strategic partnerships can also help the business of Deloitte in effectively leveraging the strengths of different companies for achieving mutual benefits. In addition, the successful achievement of “sustainable competitive advantage” through the above-provided strategies can aid in the long-term success and growth of the company. 
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