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Marketing is defined by Google as “the action or business of promoting and selling products or services, including market research and advertising”, used profusely by all different sized companies. Google Dictionary, (2018). Advertisements have become far more accessible due to technological advancements which have made the lives of many of us far more efficient but spoilt for choice because of the amount of options the internet now provides. This study will investigate the different pros and cons of marketing for both small and large businesses and evaluate the importance it could hold to these companies.
Marketing, a fundamental pillar in the business world which despite it’s various definitions holds the same meaning to many entrepreneurs. Numerous methods of research stemming from primary to secondary research, used simultaneously to obtain qualitative/quantitative data concerning the most important shareholder of any business; the customer. Questionnaires, surveys, focus groups, interviews, verified accurate sources in newspapers and online articles. All used by businesses to suitably execute plans in the foreseeable future whilst bearing in mind the wishes of its customers. The present study assesses the importance of marketing within a business, looking at both low level start-ups and companies with monopoly power, also how ethical data collection can affect marketing. Green and Palmer, (2018).
[bookmark: _Toc534560362]Marketing Strategies
There are many different marketing strategies yielding either qualitative or quantitative data. Regarding market research, there are two main forms being primary research and secondary research.
Forms of primary research branch from simple observation which is simply watching how consumers behave within a marketplace, postal surveys which are delivered to potential customers who then complete and send back the survey in pre-paid envelopes, telephone interviews, online surveys, face-to-face surveys, focus groups (a group of people assembled to participate in a discussion about a product before it is launched, or to provide feedback on a political campaign, television series, etc) and many more. Some pros of primary research are that the conductor has full control over the type of questions that are asked and can aim those questions directly at the objective of his/her research, the research can be conducted at a specific location to increase the accuracy of the data collected & lastly, the data is up-to-date and current. Some disadvantages would be that it can be quite expensive both time and capital wise and still not entirely provide the expected results, the data which is gathered can always be biased or be conducted by a person who is biased and finally, the findings of the research may only be usable if there is comparable back data in case mistakes are made by the conductor of the research.
Secondary research also comes in various forms and has become far easier than primary research to conduct. This could be reading articles online or offline, trade journals which is a periodical containing news and items of interest concerning a trade, industry publications which are outlets specifically targeting certain industries, reference libraries, government agencies and many more. Some pros of secondary research would be that it can be often obtained with very low cost, usually based on actual sale figures and data gathered by large companies and will generally give a good overview of a market. However, the data may not be updated regularly, may not necessarily be tailored to your personal needs and lastly, it can be expensive to buy reports on many marketplaces. 
These forms of research are then used to help business better their trade in different aspects and more importantly, focus their advertisements. Advertising which is defined as “the activity or profession of producing advertisements for commercial products or services”, is a forefront tool for every single business in today’s day and age for accumulating customers. There are several advertising techniques such as repetition & association but the one this study will focus on is promotion. 
Businesses promote/advertise their products and/or services on many outlets now such as newspapers, magazines, billboards, leaflets, online social media, search engine recommendations and many more. Some advantages of advertising would be that it creates an opportunity to make brands and products unique, has the capability of reaching multiple demographics at the same time and finally it is an easy way to create demand for consumers. However, advertising does cost time and money, results are almost never guaranteed to be beneficial and lastly, it is still difficult to stay unique due to others copying. Thehartford, (2018).
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Small businesses and start-ups require marketing during their opening stages to create awareness for their brand and products/services. Depending on the chosen industry, entry level costs could be extremely high or low. 
Firstly, it informs the world know about your business. Awareness is vital to the success of a business. The more people are able to recognize your brand, the more likely you are to secure repeat purchases and gain more growth. Specialized marketing efforts can help to create awareness (especially within niche markets [a small, specialized market for a particular product or service]), in your community. Some other businesses may already be recognized, therefore focusing their marketing efforts on bettering communication with their consumers in order to provide an in-depth understanding of how the business functions and promote brand loyalty amongst the existing clientele. 
Second, it gives you an opportunity to compete with large companies. Efficient and effective marketing efforts provide smaller companies the opportunity to compete with other established and well-known corporations for their market share (the portion of a market controlled by a company or product). Small businesses tend to have an advantage over larger competitors when it comes to how much personal attention they can provide to individual clients. Excellent customer service and a sense of value are far more important to clients than the lower prices they may be paying to procure products/services from larger businesses. 
Thirdly, it helps to increase sales. If a marketing campaign (an organized course of action to promote and sell a product or service) is done correctly for a business, there are high chances that any potential client will be able to recognize the brand and be able to naturally separate it from its competitors. For example, this could be achieved by a tv advertisement, highlighting with some comedic nature the beliefs and morale standpoint of a business. Appealing to humour in order to gain trust from a potential client is a common form of advertising in todays world. 
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Large businesses still use marketing tactics like those of smaller businesses but instead, use it to further increase other things such as a company’s credibility, brand loyalty, number of customers and many more.
Firstly, focused marketing for larger businesses help enhances company prestige. Brand name recognition is enhanced after successful marketing efforts and is the main deciding factor for many customers as the average consumers tend to stick with what they already know and recognize. The masses are able to recall specific products or services and begin to develop an expectation of high quality and good customer service, holding those businesses in high regard. As long as companies are able to uphold these expectations, they are guaranteed to have a thriving business. Communication with clients via broadcast messages for these larger companies remind consumers that they’re wishes are being listened to, ensuring branding efforts are effective.
Secondly, it can help to improve company reputation. When a business sets high standards for itself in the public eye, it gives the business a certain representation which is vital as it plays a part within the integrity of a business. Therefore, in order to build and/or maintain a good reputation, companies are actively taking part in things like community programmes, surveys / questionnaires, and communicating with consumers effectively to let them know that they truly do hold importance to the company they have chosen to pour their hard-earned money in. 
Thirdly, it provides healthy competition. Marketing allows competitors to all promote their own unique business products and services simultaneously. Healthy competition within any market is good as it promotes growth within the industry. Companies use pricing methods on certain services and products in order to gain customers and potentially spark repeat purchases at the same time if the consumer is genuinely pleased with what they purchased. Without this competition, monopoly companies would completely dominate and outsell their competitors, decreasing sales and capital attainment, therefore forcing some of these other smaller businesses to close. 
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Although marketing provides numerous benefits in many aspects, there are also rules which must be adhered to according to the law. The Data Protection Act 1998 is a legal framework created to protect personal data against misuse such as blackmail, blacklisting or theft in the form of identity fraud. It gives rights to data subjects and places obligations on the owners of the data to not violate said rights. The DPA 1998 is an act of the United Kingdom Parliament which defines the ways in which the data should be gathered, used and handled. This doesn’t apply to businesses operating outside of the UK, however there is a European General Data Protection Regulation which applies to all companies trading within the European Union. 
The DPA 1998 has now been preceded by the General Data Protection Regulation as of 25th May 2018. This regulation governs all data processing which involves European Union citizens. After Brexit which is dated to take place on 29th March 2019, the GDPR will not have the same influence within the UK.
Personal data which is anything relating to a living individual who can be identified from the given data, is the most sought-after information by fraudsters. Companies must ensure that not only their own employees are not freely given access to such information, but that it does not leave their database. Companies are legally required to tell every subject who they are, how they will use the information and if it will be shared with any other organisation. If the subject does not agree, the data cannot be collected. 
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A data breach is a confirmed incident in which sensitive, confidential or protected information has been accessed and/or disclosed in an unauthorized fashion. Depending on the gravity of the violation, there are several actions which can be administered by the ICO (Information Commissioner’s Office) to ensure companies prove their compliance to the DPA.
The main options are:
· serve information notices requiring organisations to provide the Information Commissioner’s Office with specified information within a certain time period;
· issue undertakings committing an organisation to a course of action in order to improve its compliance;
· serve enforcement notices and ‘stop now’ orders where there has been a breach, requiring organisations to take (or refrain from taking) specified steps in order to ensure they comply with the law;
· conduct consensual assessments (audits) to check organisations are complying;
· serve assessment notices to conduct compulsory audits to assess whether organisations processing of personal data follows good practice;
· issue monetary penalty notices, requiring organisations to pay up to £500,000 for serious breaches of the Data Protection Act occurring on or after 6 April 2010
· prosecute those who commit criminal offences under the Act; and
· report to Parliament on issues of concern.
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Marketing is the pinnacle of revenue procurement for businesses, and despite all the disadvantages it may come with, if used correctly, it does not cease to bring back results. It can be used in many different forms and for many different purposes. As explained above, there are similar behaviours which will occur across all trades that are respected and repeated in order to be successful. Concluding that not only does marketing genuinely hold massive weight and importance to all numerous enterprises, it is probably the most important factor regarding revenue generation through sales. 
Without effective marketing, a company has a lower chance of succeeding within their respective industry and minimizing risk is something all companies thrive to do. Therefore, in order to minimize chance of failure and wasted resources, marketing provides crucial information which could help turn the tide of any situation a company may be facing. However, the DPA places a safety net for all customers who do decide to take part in any data collection. This covers personal health information, personally identifiable information, trade secrets or intellectual property. Although adhering to ethical data collection regulations seems like common sense, not all companies do and as a result suffer consequences which are overseen by the Information Commissioner’s Office. 
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