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[bookmark: _Toc226968773][bookmark: _Toc231370311]TASK 1: MANAGING MARKETING CHANGE IN THE DIGITAL ERA
[bookmark: _Toc231370312]EXECUTIVE SUMMARY
This report evaluates the marketing function at Turner & Townsend Canada, a global consulting firm operating in the infrastructure, real estate, energy and natural resources sectors.  Three frameworks are applied to appraise the current marketing activities at the organisation; STP, 7Ps and SWOT. These shows that although the organisation’s current marketing activities highlight professionalism, sustainability and community impact, there are still areas that can be improved. 
In addition, this report highlights how although current marketing activities at the organisation appears ethically responsible, they should be supported with evidence to avoid creating a gap between stated commitments and demonstrated accountability. The current marketing activities at the organisation also shows an alignment with Canadian cultural expectations, and an understanding of how sustainability contributes to value creation in the built-environment sector. 
This report also discusses how external and internal forces are driving changes in the organisation, including disruptive technologies such as AI, big data, social media, e-commerce, sustainability pressures, and regulatory frameworks, and evolving market dynamics and digital-age consumer behaviour. 
In terms of future developments in marketing for the organisation, this report showcase how it will likely become increasingly personalised, data-driven and technology enabled. These could implicate marketing management and organisational competitiveness in several ways including ESG-driven branding advancement, stronger integration with data, IT and service-delivery teams’ need, and balancing innovation with ethics and regulatory requirements challenges. The organisation must therefore ensure that real capabilities and outcomes are reflected in its messaging.  
Several evidence-based recommendations for adapting marketing activities to ensure long-term effectiveness and sustainability are also proposed in this report. These include strengthening marketing activities through adoption of data-driven personalisation, investing in AI-driven marketing automation, advancing ESG-driven branding, and implementing a responsible and ethical data-use framework. 
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[bookmark: _Toc226968776][bookmark: _Toc231370314]INTRODUCTION
Marketing can be described as the process of engaging customers and managing profitable customer relationships so as to create value for the customers, and capture value for the firm through sales, profits and long-term customer equity (Kotler et al., 2020). 
This report explores marketing function at Turner & Townsend Canada, a global consulting firm who assist clients to successfully deliver major projects and programmes in the infrastructure, real estate, energy and natural resources sectors (Turner & Townsend, 2026). 
Customers in today markets are reassessing how they engage with brands as a result of dramatic technological advances and deep economic, social and environmental challenges. This in turn calls for new marketing strategies in order for organisations to remain competitive (Kotler, P. et al., 2020). 
This report therefore aims to critically appraise current marketing activities at Turner & Townsend Canada, analyse how external and internal forces are driving changes in the organisation, and anticipate and evaluate future developments in marketing, in order to propose recommendations for adapting marketing activities to ensure long-term effectiveness and sustainability at the organisation. 
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[bookmark: _Toc231370316]2.1 Appraisal of current marketing activities at Turner & Townsend Canada
The goal for marketing activities in an organisation like Turner & Townsend Canada is to create value for customers and build profitable customer relationships (Kotler et al., 2020). To best appraise the current marketing activities at Turner & Townsend Canada, three frameworks have been selected: STP, 7Ps and SWOT.  

[bookmark: _Toc231370317]2.1.1 Segmentation-Targeting-Positioning (STP)
In STP framework, an organisation decides which customers it will serve and how, by identifying the total market and then dividing it into smaller segments. This is followed by choosing the most promising segments, and focusing on serving and satisfying the customers in these segments (Camilleri, 2018; Kotler et al., 2020).
The segmentation that the organisation’s current marketing activities indicate are; geographic and macro-economic, sector and sub-market, and risk and cost-dynamics (Hudson, 2025). These mirrors best-practice recommendations in complex business-to-business (B2B) markets, as they show data-driven and multi-level segmentations (Camilleri, 2018; Hooley et al., 2024; Kotler et al., 2025; Vitug, 2025). However, these segmentations faces limitations such as limited visibility of decision-maker, and under-articulated psychographic segmentation. Therefore, the organisation’s public-facing content does not fully translate into clearly named, decision-maker-oriented segments (Kotler et al., 2025; Vitug, 2025). 
The organisation also targets large, complex capital programmes, emphasise on public sector clients and analytical oriented, data-driven decision-makers (Hudson, 2025). This targeting limitations include lack of details of why large, policy-sensitive projects are prioritised over others, and there is a potential of over-concentration on macro-economic and policy factors from a risk-management perspective. This is due to high exposure to policy and economic shocks (Hooley et al., 2024). 
Furthermore, the organisation positions itself as data-led expert advisor, global reach with local insight and risk-management and foresight partner (Hudson, 2025). This supports evidence-based positioning. In addition, by making their expertise and analytical skills highly visible, the organisation stands out (Beverland, 2025: Vitug, 2025). Moreover, as the market intelligence report is replicated across geographies, it supports a coherent global brand which helps build recognition and trust. However, its positioning also have limitations such as crowded positioning space, limited emotional or purpose-driven story, and it’s not tailored to different audience segments (Beverland, 2005; Hooley et al., 2024; Hudson, 2025). 

[bookmark: _Toc231370318]2.1.2 7Ps
7Ps framework can be described as a marketing mix made up of product, price, place, promotion, people, process, and physical evidence that can be used to review and define key issues affecting the marketing of an organisation’s services (Talent and Skills HuB, 2020). 
Turner & Townsend Canada’s core product is its professional services which include; project management, cost and commercial management, procurement and supply‑chain support, programme advisory, digital project‑control solutions and sustainability (Turner & Townsend, 2026). These services add value to the clients by helping them understand the major issues in Canada’s construction sector. However, there is a reduction in the clarity of who the product is designed for (Consource, 2025; Kotler et al., 2020).
In addition, a value-based pricing approach can be supported by the high-quality intelligence provided by the organisation, and their emphasis on certainty. Risk reduction can also help justify premium pricing. However, since competitors also claim to be data-driven, price differentiation may be weakened (Hudson, 2025; Kotler et al., 2020). 
For place, the organisation uses digital channels to distribute its insights, through their website and global network. In addition, they have offices across major Canadian cities which reinforces accessibility and local insights. This offers the organisation higher reach and supports their global-local positioning (Chaffey and Ellis‑Chadwick, 2019). However, since there is no evidence of tailored distribution, it suggests that the organisation uses a broad, rather than targeted distribution approach which is ineffective (Hooley et al., 2026). 
A major promotional tool for the organisation is the market intelligence report, supported by website insights. These build credibility for the organisation as it shows deep market knowledge and forecasting ability (Chaffey and Ellis‑Chadwick, 2019). However, Beverland (2005) argues that strong professional service brands need both functional and a compelling narrative, but the organisation’s promotion has little emotional or purpose-driven messaging as it is highly technical and rational. 
For people, the organisation emphasise expertise, local insight and global teams. As the organisation positions their analysts and consultants as trusted experts, it supports brand trust. However, its website doesn’t highlight individual expertise or Canadian leadership which could humanise the brand (Hooley et al., 2024; Hudson, 2025).
In term of process, a structured, data-driven approach to project delivery is promoted in the organisation, supported by global benchmarks and forecasting tools. This helps clients manage uncertainty (Consource, 2025). However, the processes at the organisation are described at a high level which may be difficult to know how they differ from competitors (Kotler et al., 2020). 
Finally, the organisation’s physical evidence include published reports, website, case studies and visual branding. The reports are well designed, data-rich and professional with consistent global formatting which reinforces brand identity. However, due to limited Canada-specific case studies, it reduces local proof points (Hudson, 2025).

[bookmark: _Toc231370319]2.1.3 SWOT (Strengths, Weaknesses, Opportunities and Threats)
SWOT framework can assist in understanding internal and external factors that can impact upon strategy and influence business decisions (Abdi et al., 2011; Kotler et al., 2020). 
Strengths in the current marketing activities at the organisation include high-quality insight services, specialist positioning, and credible, data-rich communication (Hudson, 2025). This aligns well with Kotler et al.’s (2020) idea of creating superior value and differentiation through expertise and insight rather than price-based competition. As these are firm-specific capabilities that are hard for smaller competitors to replicate, they act as internal strengths. In addition, the organisation leverage their website, downloadable reports and LinkedIn promotion of their reports to reach professional audiences, showing a good practice in digital content and inbound marketing (Chaffey and Ellis‑Chadwick, 2019; Turner & Townsend, 2026). 
In terms of weakness, current marketing activities at the organisation seems to be heavily weighted toward macro market intelligence content, and less towards clearly segmented value propositions for different client types. Tailoring of messages or case studies to specific buyer personas is also limited (Kotler et al., 2020; Chaffey and Ellis‑Chadwick, 2019). In addition, even though the organisation’s digital presence is professional, it seems relatively conservative and text heavy, with limited interactive tools or videos. There also appear to be untapped potential in the use of advanced digital marketing techniques such as marketing automation around their reports (Chaffey and Ellis‑Chadwick, 2019; CIPD, 2025).
For opportunities, Canadian construction market is facing challenges including volatility, skills imbalances, uneven growth across provinces, and tariff-related cost pressures. These external challenges create opportunities for the organisation to position itself as not only technical consultants, but also as essential risk management and value assurance partners (Consource, 2025; Hudson, 2025). In addition, the organisation’s data-led reports could be repackaged into more targeted campaigns (Abdi et al., 2011; GlobalData, 2026). Moreover, there is an opportunity for the organisation to deepen engagements through always-on content and social amplification, to convert report readers into qualified leads (Chaffey and Ellis‑Chadwick, 2019). 
Due to economic uncertainty, tariff impacts and uneven regional performance, the Canadian construction industry is under pressure, which is one of the threats, as this can make clients delay or downsize projects, reducing consulting services demands (Consource, 2025; Hudson, 2025). Another threat is the possibility of margins erosions, due to the drive for more aggressive bidding and fee pressure brought about by increased competition and thinning contractor backlogs (GlobalData, 2026; Hudson, 2025). 
Therefore, even though some areas in the current marketing activities at Turner & Townsend Canada still require improvements, the organisation shows strong evidence of key strengths including professionalism, sustainability and community impact. 
In terms of ethical, cultural and sustainability aspects consideration of the current marketing activities, an organisation is required to be transparent, honest and refrain from exaggeration for marketing to be ethical. Since the organisation emphasises integrity, governance, and responsible project delivery in its marketing, it appears ethically responsible. However, there is limited publicly available evidence on ethical performance which goes against the importance of providing evidence to support ethical claims. This creates a gap between stated commitments and demonstrated accountability (Schlegelmilch and Öberseder, 2010). In addition, effective marketing must reflect local cultural values and communication styles. On its website, the organisation indicate an alignment with Canadian cultural expectations as they highlight diversity, equity, inclusion and indigenous engagement, which shows Canada’s multicultural identity and emphasis on reconciliation. However, culturally effective marketing requires more specific adaptation, which Turner & Townsend Canada doesn’t as its messaging remains broad and appears to follow a global template, instead of a deeply localised Canadian narratives (De Mooij and Hofstede, 2011). Moreover, marketing sustainability is also one of the major themes at the organisation. This shows an understanding of how sustainability plays a core value creation in the built-environment sector. However, sustainability communication needs to be supported by transparent metrics to be effective, but the organisation’s sustainability claims are high-level, and missing details on Canadian-specific data or progress indicators that are measurable (Braga et al., 2024; Turner & Townsend, 2026). 

[bookmark: _Toc231370320]2.2 How external and internal forces are driving change at Turner & Townsend Canada
Delivery of construction projects are currently being reshaped by disruptive technologies, putting pressure on organisations like Turner & Townsend Canada to adapt in order to remain competitive. Tools such as big data analytics and automation are becoming essentials in services offered by the organisation (Urribarri and Vera, 2025). 
The organisation is further pushed to invest in digital platforms, and advanced analytics as clients are increasingly expecting data-driven insights, faster reporting and more accurate predictions. How the organisation build credibility and attract talent is also being influenced by the rise of social media and digital communication channels, as decision-makers now rely heavily on online information before engaging with a service provider (Chaffey and Ellis‑Chadwick, 2019). In addition, although the organisation’s operations isn’t a traditional e-commerce, clients still expect speed, transparency and easy access to information, making digital responsiveness a competitive requirement (Kotler et al., 2025). 
Another major player in driving change is sustainability pressures. The organisation is forced to integrate sustainability metrics into its services as Canada’s construction sectors face increasing expectations around Environmental, Social and Governance (ESG) performance, carbon reduction and regulatory compliance. There is a broader shift in marketing for firms to respond to societal expectations and environmental change to remain relevant. New regulations around data and AI use also influence how the organisation manages information and deploy tools. This adds another layer of external pressure (Danciu, 2013; Hudson, 2025).  
Evolving market dynamics and digital-age consumer behaviour also drive changes at the organisation, as clients today have access to competitor insights and market data, due to easily accessible digital technologies which makes them more informed, empowered and demanding (Efendioğlu, 2024). The organisation is also being transformed by internal forces such as talent expectations and organisational culture. There is an expectation by younger professionals to have access to modern digital tools, hybrid work environment and opportunities to work with innovative technologies. If the organisation doesn’t adapt, it risks losing talent to more digitally advanced competitors (Mishra, 2023). 

[bookmark: _Toc231370321]2.3 Future developments in marketing at Turner & Townsend Canada
Future developments in marketing at the organisation are likely to be more data-driven, personalised and technology-enabled. This will enable the organisation to segment clients more precisely as more advanced AI and analytical tools become available. In addition, insights and content that are more tailored to each group will be able to be delivered. The organisation will therefore need to personalise market intelligence briefings, project benchmarking dashboards or ESG performance summaries for specific roles (Cioppi et al., 2023; Urribarri and Vera, 2025). 
In addition, how client journey is managed at the organisation will also be changed by AI-driven marketing. Marketing automation, predictive analytics, and content performance data can be used instead of relying on traditional relationship-based selling, to understand which topics, formats and channels are most effective at each stage of the decision process (Chaffey & Ellis‑Chadwick, 2019). However, privacy and ethics issues may be raised which, could damage trust, a critical factor in consulting, if detailed client data for targeting doesn’t comply with regulations and respect for expectations from clients about confidentiality and data use (Kotler et al., 2025). 
Moreover, marketing strategies will also likely be shaped by emerging trends like metaverse. Virtual environments can be used by the organisation to showcase infrastructure projects that are complex or simulate designs options. In addition, more clients are also increasingly evaluating organisations based not only on their financial performance, but on their environmental and social impacts as well. This drives ESG branding, thus clear communication backed with credible data and case studies will most likely be needed from the organisation (Efendioğlu, 2024; Kotler et al., 2025). 
These emerging trends have major implication for marketing management and organisational competitiveness at the organisation. Firstly, a stronger integration with data, IT and service delivery teams will be needed, since high-quality data and consistent execution is needed for effective personalisation, and AI-driven marketing (Cioppi et al., 2023). Secondly, innovations must be balanced with ethics and regulations. The organisation can create competitive advantage but only if they respect privacy, professional standards and public-sector rules when using AI, tracking behaviour and experimenting with immersive tools. Thirdly, sustainability cannot be oversold in case of ESG-driven branding, as credibility and long-term competitiveness would be harmed in case of an accusation of greenwashing. Therefore, the organisation’s messaging must reflect real capabilities and outcomes (Danciu, 2013).















[bookmark: _Toc231370322]RECOMMENDATIONS
A research by Efendioğlu (2024) shows how consumers expect more tailored and relevant information, therefore Turner & Townsend Canada can strengthen its marketing activities through an adoption of data-driven personalisation. The organisation can differentiate itself in a competitive Canadian market by using analytics to deliver customised forecasts, market intelligence, and ESG updates directed to specific client groups. AI-driven segmentation is already being utilised to successfully personalise insights for clients in infrastructure and capital projects in leading consulting firms like Deloitte and Accenture. 
In addition, evidence by Cioppi et al. (2023) shows that, efficiency is improved and conversion increased through automation. Therefore, the organisation can also invest in AI-driven marketing automation. This will help the organisation reduce the reliance on traditional relationship-based selling, and instead create a more scalable marketing model. The case for implementing these changes is supported by Urribarri and Vera (2025) who highlights how adoption of disruptive technologies in marketing is already proving effective in other regions and industries. 
Moreover, ESG-driven branding is increasingly becoming important in infrastructure and real estate, therefore another recommendation for the organisation is to strengthen ESG-driven branding (Maytorena, 2016). This is because, to remain relevant, firms must respond to societal expectations and environmental change (Danciu, 2013). ESG communication helps attract clients and talent by demonstrating purpose and impact. This can be adopted by the organisation by showcasing measurable sustainability outcomes from its Canadian projects, for example carbon reduction. This will align with modern marketing theory by Kotler et al. (2025) which emphasises purpose-driven branding as a source of long-term competitive advantage. 
Furthermore, clients nowadays may be concerned about how their data is collected and used in the expanding AI-driven marketing, therefore, in order to manage privacy and trust issues, the organisation should implement a responsible and ethical data-use framework. This aligns with the marketing theory that in order to sustain long-term client relationships, ethical data practices are important (Chaffey and Ellis‑Chadwick (2019). Therefore the organisation will protect client confidence and support sustainable marketing growth by adopting similar standards. 
[bookmark: _Toc226968788][bookmark: _Toc231370323]CONCLUSION
[bookmark: _GoBack]The use of STP, 7Ps and SWOT frameworks to critically appraise the current marketing activities at Turner & Townsend Canada shows that current marketing activities at the organisation are data-driven, based on multi-level segmentation structure, and large, complex capital programmes, public sector clients and analytical oriented decision makers are targeted. The organisation also positions itself as a data-led expert advisor, global reach with local insight, and risk-management and foresight partner. 
The appraisal also shows the core product for the organisation are project management, cost and commercial management, procurement and supply‑chain support, programme advisory, digital project‑control solutions and sustainability. In addition, the marketing activities support value-based pricing approach and premium pricing can also be justified. The organisation also have offices across major Canadian cities and use digital channels to distribute insights through their website and global network. Moreover, market intelligence reports supported by website insights are the major promotional tools at the organisation. People in the organisation are also positioned as trusted experts and the process promoted as a structured, data-driven approach to project delivery, supported by global benchmarks and forecasting tools. Furthermore, published reports, website, case studies and visual branding serve as the physical evidence for the organisation.
Several strengths, weaknesses, opportunities and threats are also identified in the current marketing activities at the organisation. These include high-quality insight services, specialist positioning, credible, data-rich communication, and a good practice in digital content and inbound marketing for strengths. Weaknesses include heavily weighted toward macro market intelligence content, limited interactive tools or videos, and tailoring of messages to specific buyer personas, highly technical thought leadership, and untapped potential in the use of advanced digital marketing techniques. Opportunities include positioning themselves as not only technical consultants but also their services as essential risk management and value assurance partners. In addition, services can also be shown to directly address issues in the construction sector by repackaging their data-led reports into more targeted campaigns. And finally, threats include reduction in the demand for consulting services offered by the organisation, and possible margins erosion due to drive for more aggressive bidding and fee pressure. 
In terms of ethical, cultural and sustainability aspects considerations, current marketing activities at the organisation appear ethically responsible, shows an alignment with Canadian cultural expectations, and there is an understanding of how sustainability plays a core value creation in the built-environment sector. 
From the analysis of external and internal forces that are driving changes, disruptive technologies and market dynamics and digital-age consumer behaviour play key roles. Based on evaluation of future developments in marketing, it will likely be more data-driven, personalised and technology enabled. This will also likely raise privacy and ethics issues which could damage trust. In addition, major implications for marketing management and organisational competitiveness, from future developments in marketing will likely include a need for stronger integration with data, IT and service delivery team, innovation to be balanced with ethics and regulations, and ESG-driven branding. This means the organisation messaging must reflect real capabilities and outcomes. 
Recommendations proposed for adapting marketing activities to ensure long-term effectiveness and sustainability for the organisation include strengthening its marketing activities through adoption of data-driven personalisation, investing in AI-driven marketing automation, ESG-driven branding, and implementation of responsible and ethical data-use framework. 
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