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1. Introduction
To start with, digital Marketing is not limited to buying and selling on the internet, it involves giving the business or products the needed exposure it deserves. In addition, it affords potential buyers of what they need to know about the product, features of the product and the benefits the product can confer on the users of the product. Also, digital marketing ensures that buyers can make return purchase any- time the opportunity occurs and also be able to recommend the product to other potential users.
Before the advent of digital marketing, electronic marketing was the norm. Electronic marketing is the procedure involved in exchanging goods& services between a seller and a buyer through the interplay of one or more media. Hoge, (1993) said ‘’the coming and the use of general media like the telephone, radio, television and very recently cable, has made electronic media a marketing force to recorn with’’.
The recent growth of business efforts have popularised the use of internet marketing by organisations to bring their goods and services to limelight. As a matter of fact, Farhoomand and Lovelock, (2001) says that ‘’the internet has thus occupied a prime position through which the buyer and the seller have been able to reach one another and also serves as a means by which organisations implement sales, marketing and distribution functions’’.
Baker (2009), explained that ‘buyers get to know about products and services via social media’. Harridge and Quinton, 2012, approximated that buyers of goods and services achieved over half a trillion impact about products and services via the social media in 2011. That is about one-fourth of the impact created via other online platforms. 

Imber and Betsy-Ann, (2000), defined internet marketing as ‘’making and developing connections between customers online via initiatives that help in the transfer of goods and services which meet the needs of buyers and sellers’’. It follows; therefore, that activities of internet marketing, a subset of digital marketing, are also the components of digital marketing.
2. At this point, I will review some literature.................!
· Culled from Book and Publishing, 2007, ‘’new types of media i.e. electronic publishing and the Internet, have surfaced which have relegated the traditional ways of publishing to the background. For instance, publishing is done electronically or via the internet and also self-publishing has become popular online. This has largely encouraged public interest in reading books. Besides, the rise of online or virtual schools has now given way to emergence of digital versions of these books or e-books’’.
· Russell S. W. (2008), explained that ‘’the new media engaged by firms to reach consumers on social media sites such as Facebook, Twitter, You Tube etc. has   publicity and reach’’. This may pose problems; first, some societal members may take offense if a site is over commercialized. But the growth of these sites underscores that Web 2.0 with its user friendly content has the ability to facilitate the interactions of users of like minds.
· Srivastava, A.K. et al (2009), suggests that ‘’potentials exist in the rural retail market of the FMCG and these potentials, flow from assessing the efficacy of FMCG categories such as food and drinks, cosmetics, toiletries, garments and printing. Items like awareness, satisfaction and regularity of market visit are crucial to scholars and experts of digital marketing than items like pricing, product data, product selection, product range, ease of purchase, home delivery and brand range’’.
· Gbadeyan, R.A, (2010) stated that ‘’massive opportunities abound for businesses in the market place because they can grow with the help of digital marketing’’ meaning that firms can explore online social networking to do direct marketing because a lot of people devote precious times to doing SNS. Such people find the use of SNS to be relatively safe and convenient.
· Mehmood, R (2011), stated that due to social media, ‘e-commerce marketers have found it easy to connect with the core customers’’ meaning that consumers are able to lay their hands on available product information and make comparisons between brands. This will not only lead to buying decisions, it will also bring about brand loyalty. Besides, the growing use of the internet and cell phones has influenced potential buyers to make product purchases. 
· Ramesh, S. (2012), opined that ‘’social media sites enable social cooperation, discourse, exchange, association and partnerships as well as exclusive and expertise borders’’. This means that social media assists users to exchange opinions, engage in events, posts or updates comments. Besides, social media users figure out how and what should be shared over the internet by inserting news, views, pictures, presentations etc. and share among themselves.
· Sagar, B, (2013), ‘’concentrated on the priority of e-commerce as a means of increasing the awareness of internet use and the benefit of buying online by consumers’’. As a result, e-commerce birthed different offensives such as promotional schemes and innovative solutions which influence purchasing behaviour. This, therefore, places emphasis on free home delivery; cash on delivery, 30 days replacement policy as a critical feature of e-commerce.
· Sakshi, G. (2014), conducted an analysis that provided distinct knowledge about online marketing. He explained that ‘the means of digital marketing is to make profit via the deployment of online techniques which drive customer traffic and revenue for the firm’’ He said further that ‘’web designers will mobilise more customers to internet marketing sites by implementing various tactics that work and that the handling costs of online selling will be high but more cost effective than competition from traditional traders’’. 
· Alsubagh, H. (2015), stated that ‘there is a major overall influence of social networking on buyer behaviour and that the social media helps to dismantle boundaries between one person and the other’ This means that buyer behaviour influences what happens on Facebook and other social media considerably, including affecting the ways people interact with one another and altering purchase decisions of consumers. Besides, it ensures that people are getting connected and ensuring brands reach their ultimate consumers via the different social media platforms.

3. Digital Marketing has a number of Components:
The components of digital marketing include: Web sites, Web TV, Social media platforms, Banner placements, email marketing, Pay per Click (PPC) campaigns, mobile marketing, SMS, Search Engine Optimization (SEO), billboard and anything with digital foundation.
[image: Internet marketing components]
Diagram 1 showing components of Digital Marketing
3.1Website: this can be either personal or corporate website. In most cases, digital marketing promotes a website in order to draw visitors to the site. One of the attributes of the Website is to attract potential buyers to procure goods on impulse. It is of utmost importance that marketers construct sites so as to generate impulse buying.
The website performs a number of functions for the business: First, it is the essential part of the business. Second, its usability is to improve the business. Third, the website sells the product, and fourth, the usability team works on company products. It is important to note here that if the website is dodgy, either the marketer or the customer will run away.
3.2 Search Marketing(SEM):this is bedrock of Internet marketing. It is related to methods of promoting the search engines. There are two critical parts: the Search Engine Optimization (SEO) and the Paid Search Advertising (PSA)
· SEO involves techniques of boosting and achieving higher rankings in Search engines, while the
· PSA is about attracting visitors by placing advertisements on search engines and the best practical way to do that is via the Pay per Click (PPC) approach and the most appropriate tool is Google Adwords which allows anyone to place adverts on the Google or on any of its partner networks.
3.3 Social Media Marketing: this is activity of Internet marketing which people are turning to these days and it is gaining so much momentum as a result of the volume of activity taken place. For instance, a large number of users spend a lot of their on-line time doing Whatsapp, Facebook, Twitter, Google, Instagram, YouTube, LinkedIn etc. This situation has led digital marketers to make social media marketing a serious part of their digital marketing campaign
3.4 Content Marketing: it is a known fact that today good content is the bedrock of SEO and it is through good contents that we can be able to build a better internet presence.
3.5 Email Marketing: Email marketing is an essential tool in every digital marketing campaign. Despite the popularity of social media, email still stands as one of the most effective method of gaining customers. This marketing technique gathers email addresses of potential customers with a view to sending those people bulletins or newsletters or price leaflets or offer letters. Through the email marketing system, marketers are also able to inform their buyers or potential customers of planned actions or on-going promotions.
3.6 Mobile Marketing: Most often, owners and users of mobile phones use them to navigate the internet, browse the social media and to find products they can buy. In fact, it is proved that a third of the visitors to a website are from users of mobile phones. This means that mobile marketing is about creating content and adverts that can be viewed from a mobile device. Advertisements carried on mobile devices should indicate the location of the device as well as the nearest shops that sell a specific product.
3.7 Banner Advertising: Digital marketers use banners of different shades and shapes to promote their goods and services on the web properties such as websites, mobile websites, mobile apps, search engines, newsletters, Facebook, Twitter, YouTube etc. These banners may be static, text, animated, images, videos etc, 
4. Books’ Industry Market Size and Attraction
The Confederation of British Industry says, ‘the book category has been an important driver of the total UK retail sales growth, so are furniture and groceries’ (Books &Publishing, UK, 2018). This means that books rank high in the basket of buyers within the recreation and academic segments.
Rallabandi, S. (2014), examining the competition within books and publishing segment, ‘’admitted that the segment was growing at the double digit and it will maintain that momentum for some time. He also analysed the attributes of organised and unorganised segments and found out that a wave in the retail market will have an enduring effect on wholesale distribution of FMCGs. He also discovered that growth of logistics firms will impact transactions in FMCGs and also various promotional efforts such as competitive deals, efficient distribution will grow volume and improve market penetration.
The books industry attained the £2.5 billion mark in 2017, giving the industry a very positive outlook. In 2017, sales numbers grew by 12% versus previous year while value gains in the same period rose by 17%. The +12% sales growth was equivalent to 324 million units of books sold in 2017 or a CAGR of 2.9%. That is not all, there was also strong positive value gains that eventually amounted to the 4% CAGR gained since 2014(Books and Publishing, UK, 2018).
There were also other positive developments i.e. readership was estimated to have surged to a high level. The number of people willing to read more skyrocketed (Books &Publishing, UK, 2018).
The figures below show statistics of total unit sales of print books between 2014 and 2017 (in thousands).
	
	2014
	2015
	2016
	2017
	Change 2016–2017

	Total
	635,093
	652,673
	674,151
	687,230
	1.9%

	By Channel

	Retail & Club
	518,901
	546,719
	573,761
	593,659
	3.5%

	Mass Merch./Other
	116,191
	105,953
	100,389
	93,571
	-6.7%

	By Category

	Adult Nonfiction
	240,130
	256,042
	273,589
	281,573
	2.9%

	Adult Fiction
	138,712
	141,690
	140,221
	139,184
	-0.7%

	Juvenile Nonfiction
	48,882
	54,624
	55,456
	59,764
	7.8%

	Juvenile Fiction
	176,685
	171,383
	178,043
	181,734
	2.1%

	By Format

	Hardcover
	173,483
	178,255
	187,940
	194,699
	3.6%

	Trade Paperback
	338,940
	355,737
	370,019
	375,532
	1.5%

	Mass Market Paperback
	71,758
	64,318
	59,357
	55,577
	-6.4%

	Board Books
	27,092
	30,978
	33,280
	36,878
	10.8%

	Audio
	5,128
	4,434
	3,836
	3,327
	-13.3%


Figure 1 showing unit sales of print books between 2014 and 2017. Source: NPD Book Scan
5. Books’ Industry Target Markets
‘’Books can be classified on the basis of the market they serve. For example: consumer and institutional’’ (Books & Publishing, UK, 2018) The consumer market caters to regular readers, individual buyers, publications for academic and professional purposes while the institutional market are the institutions or organisations that buy books for specific purposes i.e. libraries and the education sector. Institutional books can be classified by prevailing theme or market segment i.e. law books collection etc.
The key distribution channels for the consumer market are online stores and bookshops. Reviewing sector performance, the consumer market has an overriding market share than the institutional market. The consumer market’s volume in 2002 was£2 billion or 80% market share. End of year growth was17% (Books and Publishing, UK, 2018).
The institutional market sold £490.6 million or +14.3%and a market share of20%. The key influencer of that growth was the educational sales at 63.4% whereas the library sector sales nose-dived from £114 to £101 million within the same period.
6. The Focus of Study
The focus of this assessment is to examine the concept and remit of digital marketing as it relates to the Macmillan Publishers Limited particularly the e-books segment. This assessment will also review the relationship between internal and external communication as well as the company’s information framework. I will examine how digital marketing can be part of the firm’s overall marketing strategy. Besides, I will also evaluate the role promotion plays in presenting Macmillan Publishers Limited products to the ultimate consumers.
7. Here is the Background of Macmillan Publishers Limited
Macmillan Publishers Limited is a global publishing firm which today is owned by the Germany based Holtzbrinck Publishing Group. It has branches in 41 nations of the world and operationally functions out of more than thirty other countries.
Macmillan was founded in 1843 by Daniel and Alexander Macmillan, two siblings, from Scotland, United Kingdom. Macmillan Publishers Limited has published the books of notable authors including Charles Kingsley (1855) and Rudyard Kipling (1890). Other notable authors whose works were published by Macmillan included W.B Yeats, John Maynard Keynes and Ram Sharan Sharma etc.
Apart from literature, the firm also published other titles such as Nature (1869), the Grove Dictionary of Music and Musicians (1877) and Sir Robert Palgrave's Dictionary of Political Economy (1894–99).
After he retired as United Kingdom Prime Minister in 1964, Harold Macmillan served as chairman of the company until he died in 1986.The company was one of the oldest independent publishing houses until 1999, when it was acquired by Holtzbrinck Publishing Group of Germany thus putting an end to the Macmillan family's ownership of the organisation. The first Macmillan office outside of the United Kingdom was established in 1869 in the United States of America while maintaining a representation in Russia since 2001. The Russian office coordinates academic events, backed the growing calls for studying English language and cooperates with Russian authors in printing English textbooks that comply with the requirements of the regulatory arm of government as well as conforming with standards of education anywhere in the world.
From the beginning of 2009, e-books were responsible for 3-5% of all the book sold and thus became the fastest growing segment of the books market. In mid 2009, Macmillan carried out a study to find out the benefits of shopping for books online. They found out that: 
· online purchases like anytime shopping, saves time.
· it eliminates problems associated with after sale services.
· there is higher level of trust when shopping online
· there are benefits of lower prices; wide variety, ease of payment and trusted quality.
However, problems of security and privacy, shipping delays, high unaffordable delivery costs etc. were canvassed as challenges.
At the start of 2010, it was reported that Macmillan and other key publishing firms "were afraid that huge reduction in the price of e-books by dealers such as Amazon, Barnes & Noble as well as Sony could very soon lower what consumers are prepared to pay for books." (New York Times, 2010). As a result, the Macmillan firm entered into a pact with its authors that entrenched 20% royalty of net proceeds on e-book sales.
Hulagabali, S. (2015), said that ‘‘90% of internet buyers plan to buy more e-books and out of that, around 62% e-books has been sold in the online market. This study covered collection of bestsellers and e-books which had attractive discount rates’’.
Around the world
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Diagram 2 showing Macmillan Publishers Limited Website Home Page
As I write, Macmillan has been broken into two divisions: Springer Nature and Macmillan Publishers.
· Formed in May 2015, Springer Nature was a merger of Nature Publishing Group, Palgrave Macmillan, Springer Science and Business Media and Macmillan Education. This has made it the biggest global publisher focusing on science and education. The firm employs about 13,000 staff in over 50 nations and made a turnover in excess of EUR 1.5 billion in 2017. 
· Macmillan Publishers, a global company, focuses on fiction and non-fiction. It has numerous exciting prints including Macmillan Children's Books; Macmillan Audio etc. This firm is now a division of the Holtzbrinck Publishing Group, the owners of Macmillan Publishers Limited.
8.  I will now do the PESTEL Analysis of Macmillan Publishers Ltd
It is crucial that I review the macro environment of Macmillan Publishers Ltd to identify the factors in its external environment that influences its performances. This will reveal how the most prominent publishing firm in the world can maximize the opportunities outside the organisation while also addressing threats that has the potential or the ability to retard its progress and threaten its stability.

Diagram 2 showing PESTEL Analysis of the Macmillan Publishers Limited
8.1The Political Environment of Macmillan Publishers Ltd.
According to Kotler, P& Armstrong,G,(2010, p.108), ‘’the initial force  to analyse which influences a company’s business is politics because the organisation is massively influenced by the politics in its external environment’’ The Macmillan business faces a number of taxations in the United Kingdom. For example, there is 20% corporate tax which is levied on the profits made by firms operating in United Kingdom and on the revenues of permanent organisations of non-UK resident going concerns which operates in the European Union. There is Value Added Tax (VAT) which is also charged at 20% on products supplied. There is Business rate which is levied on book shops and news stalls. All of these taxes affect the company in a substantial way. Brexit has a major effect on supply chain efficiencies and limiting the ability of the firm to recruit EU nationals as a lot of them are departing the UK.  Besides, pricing is another factor in the environment that has a major impact on the firm. On Jan. 27 2010, Amazon pulled all Macmillan books from their website because of disagreement on pricing. By 31st January when the issue was resolved, the company had lost millions of revenues. So as far as Macmillan Publishers Limited is concerned, the political environment is highly unfavourable.
8.2 The Economic Environment of Macmillan Publishers Ltd
Khanna, T, Palepu, K.G and Sinha, J,(2005) suggest that, ‘’to better appreciate the macro-economics of a society, it is crucial to assess the GDP, per capita income, growth rates etc. of a nation’’. One key economic issue for Macmillan Publishers International Limited is the economy, whether at global or local UK level. Recession at any level will impact the business in a significant way and so following the recession of 2009, one in every seven bookshops closed shop in the United Kingdom. Besides, there is the factor of foreign exchange swings. This has major negative implication for the corporation’s revenues. Currency devaluation will make importation of production inputs more expensive thus increasing the selling price of books. Also, unemployment or lack of regular incomes will limit ability to make purchases and the product likely to be most hit at the retail level will be books. In the United Kingdom, after it was announced that Britain will be pulling out of the European Union following the result of the referendum, there was weak economic growth (BBC News 23rd June, 2016). Besides, announcement by financial and economic experts that there will be a likelihood of an increase in inflation in spite of wage freeze affected demand for books. To Macmillan Publishers, the economic environment is unfavourable. 

8.3The Socio-Cultural Environment of Macmillan Publishers Ltd
Yuksel, 2013 spelt out that ‘’socio-cultural forces are elements that describes the certain ways people should live within a community’’. Corroborating this assertion, Barney & Hesterty, (2008, p33) argued that ‘organisations need to positively view these factors because a knowing them will assist firms specify their product changes and main targets’. The UK Reading Agency, in a survey of some 2000 UK adults, discovered that two thirds would like to read more, but about half admitted that they are too busy to read; over a third claimed that they find it difficult to find a book they would like to read while a quarter confessed that they will read more if someone familiar to them recommends one (Bookseller, Published 20 April, 2017).
To the question, ‘what will improve consumer’s customer experience in the United Kingdom’’ 67% respondents replied that they have a preference for better convenient store locations (Statista.com). This means that bookshops that are strategically located will attract more customers. Also, the annual growth in UK’s population of 0.8% is a recipe for growth in the sale of books. Besides, the growth in internet use as well as technological advancement which had led to the rise in electronics books will fuel more readerships. In addition, trendy lifestyles and the craze to show off are also fuelling reading and driving sales of books upwards. To this end, the socio-cultural environment of Macmillan Publishers Limited is favourable.
8.4 The Technological Environment of Macmillan Publishers Ltd Kotler & Armstrong (2010, p.107) says that ‘technological factors are imperatives when deciding a business because they play a major role in making current products obsolete’. No business can survive without technology and in the books industry; the technologies needed for business and growth purposes are available. Macmillan Publishers Limited is in a digital age; an age where buying and selling is done online, where courses and learning is obtainable online and an age where there is limitless access to digital academic literature and to acquiring knowledge. Macmillan Publishers Limited benefits from this digital age by becoming more innovative and introducing more electronic books and shun out more video tutorials. Besides, Macmillan has the potential to raise the level of its innovation and so advanced technology, if sourced, presents a massive opportunity for modernized production and packaging. For Macmillan Publishers Ltd, the technological environment of the business is favourable.

8.5 The Ecological Environment of Macmillan Publishers Ltd According to Yuksel, 2013, ‘’ecological analysis is very crucial in the development of a business model that is sustainable overtime, that seeks to identify potential opportunities and collaboration’’. There is pressure on every production organisation to search out a more efficient way of doing business. The issue of paper and the need to preserve the environment are in the front burner. The implication of this is that marketing funds are being channelled into Research & Development purposes thus limiting funds needed in other key areas of the business. In addition, there are government legislations made to protect the environment which in a major way adds to the cost of production. There are also conservation measures; especially energy which has the potential to change the way in which the business operates. Besides, changing climatic conditions can lead to high risks for the publishing business. All of these factors made the ecological environment of the publishing firm relatively unfavourable.

8.6 The Legal Environment of Macmillan Publishers Ltd 
Melling and Mann, (2012) opined that ‘’government legislations are usually stable, however, unanticipated variations and instability can influence a firm’s performance’’. In order to structure a deal to print textbooks for an academic scheme in Southern Sudan in 2010, the Macmillan Publishers Ltd was accused of bribery and as a result, the company was barred from being awarded Bank financed contract by the World Bank.
Macmillan Publishers Ltd owns trademarks, copyrights, brand names and logos and no one is permitted to utilize them in any fashion without the advance approval of the possessor. The intellectual property rights of organisations are to be respected and so is that of Macmillan. No copyright infringement is permitted on this right of the organisation. If an infringement happens, prosecution can take place. The proclamation of the Health and Safety law in the United Kingdom also keeps Macmillan Publishers Limited in check and conscious of operating standards. The firm has also been able to impose market regulations which serve as barriers to new entrants into the books industry.
9. Constraints of PESTEL Analysis 
The PESTEL analysis assists the organisation to appreciate how the macro environment factors affect their business. Also, this analysis presents firms the chance to review and examine their achievements as well as improve it by critically examining the forces in the external environment that influence them in the long run. Though PESTEL analysis is a beneficial and effective organisation’s tool, there are constraints that are capable of concealing the outcome. These need to be attended to:
· First, external environmental forces vary on a regular basis and so occasional assessment and observation is needed. The company will have to contract R&D professionals to address this. This will increase costs and if poorly handled, can end up in losses for the firm.
· Second, analysis requires complete dedication and so control is very crucial. Where supervision is lacking, errors are bound to occur. Periodic alterations in the external forces can impact the business in a significant way; therefore, a comprehensive PESTEL analysis is required to avoid unpredictable situations..
· Third, an easy submission of the PESTEL analysis is not enough to analyse the drawback facing the firm because it can be deceptive and misleading. Therefore, there is need to adequately assess the factors particularly by reviewing its effect on the firm’s operations otherwise the result of the analysis may not be helpful.
· Four, embarking on research and analysis require time, energy and financial resources. Also, the job of examining forces may be prolonged and boring contingent on the intricate nature of the forces; therefore, to collect information from exterior sources will require time, money and other resources.
· Five, another constraint of PESTEL is that it can lead to biased outcome since the analysis is based on statistics which can change on daily basis. If care is, therefore, not taken, the firm can run into enormous losses if the analysis is given a wrong interpretation.
10. Rectifying the Challenges of PESTEL Analysis:
· For meaningful result, PESTEL analysis need to be done together with SWOT analysis because while the SWOT looks at the internal and external forces, PESTEL only considers external forces.
· Business organisations are advised to do monthly analysis since their market are also growing and expanding on a monthly basis.
· PESTEL analysis requires steadiness for it to be successful so the organisation requires a dedicated group
· Besides, clarifying results differ from one firm to another firm; this it is very imperative that the organisation has a team that will be dedicated to fact finding.

11. The Porter’s Five Forces Model Re-Macmillan Publishers
The Porter’s Five Force model represents five forces that chroniclecompetitive actions within the book’s industry. 
11.1Reasons for theModel:
First, it isolates and analyses five competing forces. Second, it decidesthe industry’s strengths and weaknesses, and third, it is applied to search for profitability and attractiveness.
[image: ]
Diagram 3 showing the Porter’s Five Force Model
11.2 Threat of New Entrants (Low)
New entrants usually bring with it fresh capacity, the urge to gain market share, and significant resources. However, new entrants into the book’s publishing industry arelow because of entry barriersthat will make that near impossible i.e. new comers may require vast capital resources, product differentiation,brand identity etc Other barriers may include retaliation from current publishers and stringent regulations in key markets. 
11.3 Bargaining Power of Suppliers(Low)
Byars (1991) submitted that ‘’suppliers are extremely strong when their industry is controlled by not many firms and is more intense than the industry it serves’’. Thebargaining power of suppliers in the publishing industry is low due to the availability of a large pool of suppliers of different assortments. Supplier switching cost will vary based on supplier type and the supplies they make.
11.4 Rivalry among Existing Firms(High)
Wheelen and Hunger (2000), says ‘’in most industries, corporations are mutually dependent’’. Rivalry is usually highamong existing firms within the publishing industry, Macmillan competes with HarperCo, Penguin Randum, Independent Alliance, Pearson, Hachette Livre, Bloomsbury, Simon and Schuster etc. However, Macmillan is the fourth largest in market shares at 4% after Penguin Random at 23%, Hachette Livre at 13% and HarperCo at 8%.

11.5 The bargaining Power of the Customers(High)
The power of the buyers in the publishing industry is highdue to the fact that buyers can switch between books or between companies indicating low switching costs.Buyers are obviously intelligent and can access any information they want. However, in spite of the high level of industry competition, Macmillan Publishers has been able to maintain buyer allegiance and trusts as a result of its strength in technical and design innovation (Statista.com).
11.6  Threat of Substitutes: (Medium)
Byars (1991), said that, ‘’substitute products deserving of attention from a firm will be those that have the ability to enhance price performance within the industry as well as products manufactured by industries earning excessive profits. Threat of substitutes before Macmillan is Medium.There are many substitute books all over making switching costs reasonably low and cheap. 
12.Benefits of the Model
· It provides a step by step technique of analysing actions of  competition within a business.
· It provides an acceptable explanation on how to see competitiveactions and reactions in the marketplace.
13.Challenges of the Model
· It is an incomplete framework as it does not proffer solutions to all the potential challenges of the busineess which are usually present in a geographically diverse market.
· The model only assumes a simple functional environments and does not capture highly controlled competitive markets
· The Porters Five Force model does not acknowledge the use of applicable data in measuring competitive activities and it doesnot also consider some of the economic forces that are present in a digital economy.

14. The SWOT Analysis of Macmillan Publishers Limited
	Strengths
	1. One of the biggest publishing outfit worldwide
2. Inventive, advanced, customer focused and progressive organisation 
3. Partners to UNICEF in the ‘Meena Books’ –a project which seeks to empower the disadvantaged female youngster. 
4. Famous for its precise, reliable and no error publications
5. Strong brand name, wide distribution, accessibility and availability

	Weaknesses
	1. The fiction and nonfictional segments not given prominence
2. Too much importance given to the Higher education segment 
3.Not big in publishing in other languages except in English
4. 4th largest publishing company in terms of market shares at 4% only. Could be bigger.

	Opportunities
	1. Need to expand into other commercial and business publications like magazines, catalogues etc.
2. Need to cover all parts of higher education segment i.e. engineering 
3. Need to embark on mergers so as  to increase market shares

	Threats
	1. Rise and proliferation of local publishing houses
2. Expansion of global publishing houses and investments
3. Increase in the prices of inputs
4. Government taxations and regulations



15. Marketing Strategies of Macmillan Publishers Limited
According to Casadesus-Masanell and Ricart, (2010 p.9), ‘’the aim of the strategy of the publishing company is to achieve a particular goal through the contingent plan of action designed’’. Here, I will place emphasis on marketing Communication which relate to messages and media which Macmillan Publishers deploy to reach the market. As one of the promotions mix, marketing communication entail utilizing elements of the integrated marketing communication i.e. such as advertising, branding, publicity, print, broadcast and internet media, sales promotion, public relations, direct marketing, graphic design, packaging, sponsorship, online marketing etc. to drive awareness for the brand at different stages of the product life cycle.
Ordinarily, the bulk of business or marketing outfits will focus their brand awareness campaign on using print materials such as posters, handbills, using largely traditional print media but through engaging in sophisticated marketing research, firms have come to the realisation that to achieve best in class performance, marketing must evolve into sophisticated marketing and branding techniques so as to achieve consistency and regularity in the message delivery right through the business concern. 
It should be emphasized that current directions of business are due to marketing communication i.e. evolution trends like blogging, browsing, emailing and other online innovations can all be traced to the evolvement of marketing communication.
15.1 Macmillan Publisher’s Brand and Marketing Communication
Kotler, K & Burton, (2009) submitted that ‘marketing communication message has 4 parts: encoding/decoding, noise and response.
[image: Marketing Communication Process Model - Elements of Marketing]
Diagram 4 showing the Communication Process
Basically, what the above diagram is saying is that, first, marketing is ‘communication between two people’ i.e. there is encoding the message and there is decoding the message (communication); second, it is a two way process i.e. there is a sender and a receiver (two people). What the publishing firm attempts to do is to create messages that will appeal to its current and future buyers by delivering the message with as little noise distraction as possible. I must reiterate here that the objective of the firm’s marketing and communication efforts is to tap into opportunities obtainable within and without the organisation so as to capture market shares from competition in existing markets and new markets.
The above efforts of Macmillan, on one hand, is creating a great message capable of attracting current, potential and target buyers and markets. Macmillan has also delved into building equity for the brand. Building equity for the brand is a way of creating awareness for the brand because if the brand is strong like in the case of the Macmillan e-books, buyers will desire it and sellers will stock it. If your brand equity is strong, you will scoop patronage from all manners of clients. However, if your brand is weak, the brand message will just be mere noise distractions to listeners.
15.2 Macmillan Publisher’s Brand and Brand Equity Model
So the first thing to do is create a strong e-book brand and there are four major levels of doing this. Keller, K.L, (2013) explains that ‘’the objective of the Brand Equity Model or simply the Customer-Based Brand Equity (CBBE) is to understand how the consumers think and feel about the brand’’. He said further that ‘’there are four levels to follow in order that an organisation will build strong brand equity for its brand’’ i.e. for Macmillan e-books, these four levels represent four questions which the users of the brand often ask about the product. These steps contain six building blocks show in the pyramid below:[image: Image result for brand equity model]                      Diagram 5 showing Kelvin Lane Keller’s Building Brand Equity Model.
The first level creates "brand salience," or awareness which ensures that your brand stands shoulder tall about competition signifying that  the buyers recognizes and are aware of it. This means that the firm should be able to sell her product because it meets the needs of the customers. Macmillan has shown that it is familiar with the needs of its buyers and so has created some unique selling proposition (USPs) happiness, sharing moments, pervasive availability, fun everywhere etc. The firm has also conveyed these USPs to its customers how their needs will be met by the brand. 
Level two identifies and conveys the brand meaning and what the brand can do especially in the area of performance and imagery. While performance is about how great the company’s product is able to meet the buyers' needs, imagery speaks of the way the needs of the consumers are met. Macmillan Publishers has invested dollars in creating awareness by focusing attractive packaging, happiness, fun to be with friends etc. A brand that meets and probably exceeds the expectations of its users will definitely deliver positive experience to the users of the product.
Level three highlights how the consumer will respond to the brand. Often than not, the buyers response is expressed by judgements and feelings. Buyers always judge the brand by its quality, credibility, consideration and superiority. Macmillan products are adjudged as having tremendous quality, attractive, reliable, credible, innovative and having leadership. The brand is able to satisfy the desires of the consumer and has remained consistent in meeting these needs for more than a century. Also, the brand has been able to demonstrate her superiority and competitiveness over and above competition in the area of packaging, impeccable distribution, service, advertising and media etc
The point at which the buyer feels an emotional bond with the product is called the point of Brand Resonance. At this point, buyers are body, mind, soul and spirit loyal to the brand. They associate with the brand at all costs even when they are not making physical purchases or consuming the product. The Macmillan Publishers Ltd customers’ are engaged in online chats, Sales rallies, special events, loyalty contests and community projects sponsored by the firm. Not a few consumers follow the brand on social media.
15.3 Macmillan’s Publishers and Customer Service Quality
The above are ways Macmillan Publishers Limited have built a very strong equity for the Macmillan e-book brand. This way the company has been able to create awareness for the brand. However, for the brand to be successful still, every effort of the firm must be exerted to improve consumer and customer perceptions in service quality as well as outline the roles of the manager in closing any gap that may exist.
[image: Image result for determinants of perceived service quality]
Diagram 6 showing the determinants of Perceived Service Quality:
Gap 1 reveals that the managers of the firm do not always have a proper understanding of the desires of the customer. They have little or no information that could help to examine the firm’s service delivery efforts. Usually, marketing research assists to close this gap. However, Macmillan Publisher’s managers play a role in marketing research in the markets where they do business. Discharging this role provides the organisation with insights into consumer preferences. If known, managers are encouraged to invest its marketing budget behind promoting the brand to satisfy those preferences
Gap 2 shows that in cases where the firm’s managers are conversant with the desires of consumers, that do not usually get embedded as part of any important policy standards. Occasionally, customer or consumer service policies are unclear, badly disseminated to staff and wrongly executed. All of these imperfections impact employee performance and thus service levels are sub-optimized. To close this gap, organisation’s managers are expected to clearly communicate policies and procedures to service staff. Macmillan Publisher’s managers are trained to pass on information which helps employees to deliver best in class performance. 
Gap 3 illustrates that there are gaps between service delivery and service quality specifications that requires to be closed. This gap assumes that service employees do not live up to set service quality and that the managers of the firm treat service delivery with laxity. Therefore, to achieve optimum service quality, employees will need to be backed up with rewards and logistics so as to motivate them to deliver best in class service quality. To close this gap, organisations managers must create time, provide training, equipment, motivation etc. to the service staff. Besides, managers carry out measurement and evaluation analysis of employee performance; the outcome of which will form basis for wage increments. Macmillan Publishers managers undertake and implement training programmes for all categories of staff ranging from market impact teams to supervisory training and for line managers. If the manager has properly trained the staff, they will be motivated and they will deliver best in class performance.
Gap 4 points out that there is a gap in the perception of what promotion is actually suppose to be. In other words, the best of service delivery may not always work for some customers and/or consumers. For example, an unnecessary high expectation may be created in the customer as a result of a communication message wrongly deployed by the organisation. To close this gap, managers of the firms are expected to always ensure that realistic promotions are used to create awareness for the brand. This is one area where the Macmillan Publishers Limited brand has done very well. For the past 2 years, the firm has devoted a large size of its marketing budget into building awareness for its e-books.
Gap 5 illustrates that where the manager of the firm has failed to close one or more of the other four gaps, there will be gap between perceived service and expected service. Usually, the buyer will be frustrated with the service he or she gets if there is a dichotomy between the customer’s expectation and the customer’s actual experience. To retain such a customer will depend on how well the manager is able to deal with the customer. To close this gap, managers should busy themselves on getting feedback from the customer so as to minimize customer dissatisfaction. In the UK market, for example, the Macmillan Publishers Limited has devised a means of listening to the consumer’s and customer complaints and feedback about the business by means of setting up a rapid-response consumer interaction centres in key cities. 
16. The Role of Promotion in Creating Awareness
The B part of this assessment, which is to evaluate the role played by promotion in presenting Macmillan Publishers Limited products to the ultimate consumers will not have been adequately dealt with without discussing Integrated Marketing Communications.
Belch, G, & Belch, M, defined integrated marketing communication as ‘a system that helps to achieve the objectives of a marketing drive via the interplay of various well thought out promotional techniques that are designed to support one another’. The IMC plainly ensures that the various forms of communication and messages are unified. Usually, what the marketer does is to carefully coordinate its many communication channels to deliver understandable and reliable messages about the organisation and her product or service. To achieve this, the marketer prepares a communication message that is easy to understand, rational and well thought out.
However, advancement in technology i.e. the internet, mobile devices etc are altering how marketing firms connect with their consumers and customers. This section will demonstrate how Macmillan Publishers Limited is using integrated marketing communications to create awareness for its brand.
The diagram below illustrates the elements of the IMC. Each of the elements will be examined in line with how they have been used to create awareness for Macmillan Publishers Limited  brand.
[image: Image result for the imc model]
Diagram 7 showing the IMC. Source: McGraw-Hill Ryerson Limited, 2005
16.1Advertising: Advertising is one element of the communication mix that marketers use to create awareness for their products. It is a paid form of media campaign which marketers use to inform and to influence the buying behaviours of consumers. There are two types of advertising - Above the line advertising which pays for the space it uses i.e. Cinema, Radio, TV, Press etc. The second is below the line advertising which is any other type of communication other than the sales personnel. VCCP is Macmillan’s lead creative adverting agency. This agency created the ‘blizzard’ a TV ad which took the advertising world by storm. In key markets, the global advertising message can be cascaded into local languages so as to reach the local people. Often, below-the-line communications are deployed, simultaneously, in the form of store or street posters, handbills or flyers, banners etc. This gives a massive exposure for the brand.
Advertising messages are exposed via various forms of Print Media such as newspapers. The newspaper has a wide coverage and can reach a lot of people where they are. With newspaper, large amount of information can be circulated to specific markets. Another form of the Print media is magazines. 
Macmillan Publishers also utilizes the Television to create awareness for its brand. The TV is a good advertising medium because it is multi sensory meaning that it can expose advertisement by audio and at same time by visual presentation. Television can reach a very wide audience but because it is not cheap, messages on it are brief. 
There is also radio which is a cheaper medium than television. It is not multi sensory but only audio. It can be used to target buyers out of home who are on the move or travelling. Battery fitted radios help to make this possible. In some parts of the world, the Cinema is very popular to reach particularly male audiences. It can be used to target a particular geographical area and films can be segregated to meet psychographic and/or demographic needs.
One other medium used by Macmillan Publishers are billboards. These present a visual imagery of the product and attracts the attention of the target audience. Spectacular billboards are fitted with lighted bulbs. However, situational factors like time and weather condition can impact on the effectiveness of billboards. Besides, direct response adverts can be created by competition.
16.2. Sales Promotion: Another element of the IMC used by Macmillan Publishers to create awareness for its brand is Sales Promotion. Sales promotion is a  marketing scheme which can be directed at consumers or customers of the firm or even aimed at new product roll outs; or to get rid of stocks nearing expiry date or to generate incremental sales on a temporary basis. It could also be for new product usage or trials. Examples include dealer loaders, POS merchandising, product demonstrations, coupons, wholesalers or retailers incentives; free gifts discount prices etc. One of such Sales Promotion strategy that is used to create awareness and brand preference with the end consumer is the Pull and Push Strategy.
[image: Image result for push and pull strategy]
Diagram 8 showing the the Pull and Push Strategy
Any initiative embarked upon by the organisation that encourages the third party to stock the company’s products is the Push strategy. This action pushes the products out of the manufacturing company’s warehouse and push them into the third party’s warehouse. The Pull strategy, on the other hand, is any initiative that encourages the consumers to demand your products from the retailer’s store rapidly i.e. consumer promotions.
16.3. Public Relations: Another promotions mix element used by Macmillan Publishers to create awareness for its brand is Public Relations. This is about fame and good name, about getting support and it is about controlling public opinions and influencing consumer behaviour. The Macmillan Publishers Limited  employs a Director of Communications  whose major role is to ensure positive image and good reputation for the Company and its brands. He has it as a key responsibility to maintain cordial relationships with the media and be able to control crisis when they occur. A key challenge here is that, most times, we are unable to restrain the write ups coming from the  pens of the journalists.
16.4. Publicity: this is also used as a means of generating awareness for the Macmillan Publisher’s brand. Publicity is channel for passing information or news item to an audience. The message being passed, normally, will attract public attention i.e. news about a product or service. Many people are turning to Facebook and other social media platforms to publicize their products or service. The problem, however, is that it is near impossible to restrain the message being communicated.
16.5. Sponsorship: this is an excellent scheme which involves creating awareness for Macmillan Publisher’s products. The company which utilizes this vehicle maximumly spends a lot of its marketing dollars to support Cancer. The unrelentless and continued use of this vehicle has created massive awareness for Macmillan Publishers and its products worldwide.
16.6. Direct Marketing: this is another promotional tool used by Macmillan Publishers Limited of reaching its core targets. This is a vehicle which utilizes media like emails, cell phones, online adverts, text messages, websites, promotional letters, flyers, catalogue distribution to reach its target customers. Direct Marketing relies on the use of data base to reach core buyers. Through such data base, efforts can be made to reach past, current and potential customers via personalised letters and emails to intimate them of the roll out of new products; on-going deals etc.  the fact that direct mail serves to sensitize consumers, it also hid the strategy and the main message from competition.
16.7. Digital Marketing: Another modern day vehicle for creating awareness for the brand is Digital Marketing and this is the essence of this study. This is promotional campaign carried via digital channels as search engines, websites, content marketing, social media, mobile apps, email marketing etc. These have become a very important medium of disseminating information about a company and its products or services. It is so popular that Tony Wright, CEO of marketing firm WrightIMC, on Search Engine Journal exclaimed,‘’ Then along came digital marketing’’. Macmillan Publishers Limited has resulted to mass customization with the website
17. Ways to Utilize Digital Marketing to Increase Awareness Online
Let me end by saying that there are seven ways to utilize Digital Marketing to Increase Awareness Online:
1. Make contacts with influencers - there are quite a handful of people who are always participating in any industry. These may have one social media handle or the other; they may be involved in conversations related to the industry one way or the other or they may plainly help spread news about the industry etc. They are very popular contacts within the industry and would be helpful in creating awareness for brands. All the marketer needs to do is put himself or herself into their discussions. One way to get involved is to reply to a few of their tweets or tag them in very crucial industry news updates. That way, they will help share with their group and thus create awareness for your brand.
2. Be wise in the use of your Social Networks– many marketers use their social media networks wrongly. For instance they post links or join social sites just for the fun of it. This is wrong, because many a times, some of these sites might not be relevant to their business or customers. As a matter of fact, if the marketer wants to get traction or mileage for his or her brands, it is imperative that all social efforts are tailored to the appropriate platforms.
3. Use Pay Platforms occasionally- there are a number ways to increase brand awareness on the web freely but a s a marketer, endeavour to use pay channel occasionally. These paid efforts will give your brand a massive boost i.e. Facebook paid advertising platforms. This way you can be able to determine the geographic location, age group, interests or/and gender of your to target. If these are done properly, yo will be reaching tons of qualified buyers thus increasing awareness and sales for the brand.
4. Develop an email Listing of your contacts – it is very important that marketers generate an email lists of visitors to their site, of past, current and potential customers.They can then use the list to send relevant information about their brands to the email addresses on the list. That way you will keep the brand at the top of the consumer’s mind. Most times, automated emails will help maintain regular contact.
5. Tag other brand(s) with your post – whenever the occasion allows, a marketer can tag another brand in their post. This will encourage the owners of that brand to share your post and by extension your brand with their customers. This will, no doubt, give the marketer’s brand some unsolicited mileage.
6. Optimize Everything – the marketer must take advantage of every opportunity to be seen or noticed by web users. It is very important that the marketer will maximize every opportunity to upgrade every post, page and links on her site and ensure that his or her titles, URLs, content and images are all aligned.
7. Give attention to your Loyal followers – Proponents of a brand can utilize the ambassadors of the brand in a way that is beneficial to the brand without stress. All the business needs to do is find those lovers; people who have encountered the brand in a pleasant way and hone in on them. Give attention to them by being part of their conversations; that way they will become public advocates of your brand.
18. Recommendations	
I will request Macmillan Publishers to re-visit its Product Life Cycle:
The Product Life Cycle
[image: Image result for Product Life Cycle of Macmillan Publishers]
Diagram showing the Product Life Cycle of Macmillan Publishers Limited
The e-book of Macmillan is in-between the growth and  maturity stages of its Product Life cycle and so would need to focus attention to driving products that appeal to the consumers. Also, there is need to prioritise new product development as well as new market development. In the United Kingdom market, geat emphasis should be paid to product diversification.
Moving forward, Macmilan Publishers  needs to direct attention from achieving market endorsement via publicity and customer education to differentiating its products.
19. Conclusion
Macmillan Publishers have used a number of niche strategies, I believe the Company is in the right direction because each of the strategies foes not only address the needs of the VIP customers, it also addresses the expectations of the customers at the middle and lower strata of the business. That is not all, the strategies are all geared to get the consumers to like the product and buy more; in doing so Macmillan has deployed very low cost advertising media. This the company has done successfully. I will advise that this strategy be continued because it has accorded the company some traction and mileage. 
Finally, the firm has also been able to achieve increased volume sales at premium prices without any backlash, this should continued to be leveraged
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