



Marketing Management Assessment 2
Module ID:LCMB7001

Eleonora Mariana Filip
1807163

Lecturer: Tushara Balendran



Table of Contents
Introduction	3
A. Environmental marketing Analysis	3
External Drivers: PESTEL Factors	3
Swot Analysis	6
Analysis of internal environment	7
The role marketing 4ps plays within the organisation	8
B. Recommendations for the future	10
Conclusion	10
Reference List	11



[bookmark: _Toc101189644]Introduction
[bookmark: _Toc101189645]Channel Company involves solution providers and high-tech suppliers and this is the American provider dealing with IT research, counselling, and channel events, consulting, marketing and sales services. The report demonstrates the environmental as well as internal market analysis of this particular company. The 4Ps of the organisation are highlighted and recommendations are also drawn out that will help increase the productivity of the company.
[bookmark: _Toc101189646]A. Environmental marketing Analysis
External Drivers: PESTEL Factors
PESTEL is used as a powerful tool by the Channel Company that focuses on the political, technological, social, legal, and environmental drivers of the company that will make the strategic management and channel operations stronger. 
	Factors
	

	Political
	· Government guidelines of America
· Social media restrictions 

	Economical
	· Various economic conditions in America
· The promotional offerings.

	Social
	· Rituals, beliefs and standard of consumers
· Age of the customers.

	Technological
	· Upgraded software
· Innovative platforms and app utilisation

	Legal
	· Taxation
· Guidelines to access employment materials.

	Environmental
	· Tariff
· Sustainable environmental practices.


Political factors: The search engine and social media platforms in America influence the reception of the brand and create the platforms for product circulation and profit (Albuquerque et al., 2021). Government rules and regulations of America help build the conceptions that will be applicable in the company to conform to the political protocols and jurisdiction. This factor is favourable to impact the business industry for running its business in the country market. 
Economic Factors: The prices of the rival companies in the American industry and offerings of various crucial services are considered (Weersink et al., 2018). The tertiary, secondary, or primary audiences and their economic conditions work as socio-economic factors to trigger the revenues. The promotional offers and the sales success during downtimes affect the sales growth. Massive economical power is influential to grow the operations with sufficient tools. 
Social factors: American consumers hold various beliefs, customs, and standards that will affect the business operations of the company. Different socio-economic traditions and backgrounds of the customers are reflected in the product popularity and services across the networks. The customer age determines the habits of the internet users and this is beneficial too in the e-commerce business of the company. More awareness has been observed in today’s consumer that is unfavourable to the business’s marketing section. 
Technological Factors: Technological factors like the utilisation of innovative apps, installation of upgraded software and the websites enhance the catering of the IT-based services to the consumers in America. The demographics of the consumers and their prevalent attitudes define the availability of the social media platforms. High technical tools can improve the business performances for more profit. 
Environmental Factors: The channel company in America considers the sustainable packing procedures and the sizes of the ingredients (Borenstein et al., 2019). The testing, trading, and sourcing ethics of the service products affect the growth of the network and its influence worldwide. Fairtrade, various environmental partnerships, and programmes act favouring the participation of the brands in various promotions and impacting business.
Legal factors: The legal principles and IT-related guidelines charts the way the company triggers the sale and expands the consumer base across the nation. The modification in the legal guidelines defines the accessing of the materials, imports/exports, resources, and taxation. Legal and sustainable business activities can favour on its ethical values. 
Porter's Five Forces Model 
This framework of business operations facilitates the growth of the business so that it can be enriched with new investments and tactical mindsets.
A referenced diagram of the Porter’s Five Forces model could be included.
[image: five-forces-model.png (479×462)]
Figure 1: Porter's Five Forces Model
Source: (Visual-paradigm, 2022)
Supplier powers: The power of the suppliers over the company is high and there are a magnificent number of suppliers in the channel company. The products they supply are indispensable for the consumers to use. These all satisfy the current requirements of the costumes with an innovative supply process of fresh products.
New entrants’ threat: Other new companies are trying to enter the industry with various eye-catching IT designs, supply-chain logistics, and cloud solutions. They want to encroach into the established territory with the capacity of manufacturing designs, advanced researchers, and lowering the product costs. The new entrants pose stiff competition to the company, however strong the market leader it is.
Consumers’ powers: The bargaining power of the customers high of the brand is high. The consumers turn to other companies if they face higher costs in switching the potential suppliers. The service provided by the company determines the performance of the purchasers. They are sensitive to the expenditure and they are informed of the current trends in the markets
Substitutes: The Company always evaluates the threat posed by the substitute and the measures however high or low it is (Okpala and Iredele, 2018). The substitutes might yield performance limitations and it is a must for the company to guess if it is convenient to replace the product with substitutes or of the clients in the costs through switching to other substitutes.
[bookmark: _Toc101189647]The rivalry between the competitors: Intense rivalry constrains profits and results in the competitive approach and moves (Mhadhbi et al., 2019). This would also result in enhanced expenditures on advertising, product innovations, and price cutting. The company welcomes rapid and progressive changes to stay ahead of the mounting competition.
Swot Analysis
	Strength
· Innovative brands
· Customised service at affordable costs
· Adequate funds
· New investors
	Weakness
· Turnover not meeting expectation 
· High Debts
· Insufficient supply chain


	Opportunity

· Utilising advanced technology
· Expanding the core operations
· Changing market segmentations


	 Threat

· Mounting rivalry in the industry
· labour crisis
· Stiffening regulations
· Rising cost for materials.



Strength: The Channel company might boast of innovative marketing strategies, a strong brand, and loyal consumer expansion. The unique technology and the effective balance sheet and adequate funds can yield the market-beating consequences (Adefarati and Bansal, 2019). 
Weakness: weakness prevents the performance of the organisation at optimum level and these claim rectification and immediate attention. Sometimes the turnover is just higher than satisfactory and the company has high debts. During the peak seasons, there is an insufficient supply chain and a lack of enough capital to keep the advancement in the business growing.
Opportunity: The company can seize the commendable and favorable factors that are external to enhance its competitive advantage. The company can cut off tariffs and can export materials for manufacturing with supreme confidence.
Threat: There are the potential threats of the new entrants in the markets and the existing rivalry among the established companies (Feng and Chen, 2018). This mounting pressure eats into the triggering profits of the company and forces the company to refurbish the market segments.
[bookmark: _Toc101189648]Advantages and disadvantages of situational analysis
Advantages: The company attracts new investors by performing high-quality operations and services to international clients. Moreover the innovative technical tool improved its performance quality. 
Disadvantages:  Due to poor supply chain system that brand can deal with less product sales issues. Moreover, the brand target cannot be meeting with these poor performances. 
Analysis of internal environment
Segmentation analysis of the Channel divides the widened target market into different subsets of clients with identifications, distinct requirements, behaviours, and characteristics. 
Demographic segmentation: Different ages, nationalities, education levels, gender, and income level of the consumers need different products and the segmentation of the company is designed in this way to cater to the variety of needs thus enhancing profits and customer satisfaction. The perfect segmentation helps in reducing the risks of loss as there happen many cases where the youngsters might demand a particular service that holds not the same appeal to the senior citizens (Casals, García, and Canal, 2019). Some products gain popularity with the male clients over the female ones. The consumers’ demographics and the consequent motivation help the sales of the products channelise in the particular destinations. 
Behavioural segmentation: The consumers can be categorised by their purchasing habits, online shopping, and usage level. Loyal consumers improve the brand quality and therefore consumers can be picked up on the basis of loyalty.
Geographic Segmentation: Geographic segmentation of the consumers help the company evaluate their needs on the basis of the localities they are in. The business of the company is concentrated in the urban areas and this is how it is incurring profits.
Psychographic segmentation: Channel makes the market segmentation after evaluating the mental and emotional requirements of the consumers as these also play an influential role in determining the market demands.
Targeting: The target market of the Channel consists of tech-savvy entrepreneurs and high-income young professionals. Those people having access to advanced technologies, technical innovations and market research constitute the target markets. Family-focussed purchasers are targeted with entertainment technologies and communication models. Cash-strapped youngsters are served with the low-price products of gaming technology. The company focuses on targeting agencies of governments to create exclusive partnerships in order to boost the customised packages of accounting (Bertho et al., 2020). The telecommuting workers are also the target of the company as they make purchases of video conferencing apps and software from the company. The company prioritises recycling technology, and clean energy to set up commendable examples in the industry and in front of the consumers.
Positioning
[bookmark: _Toc101189649]The service of the Channel Company can be positioned in a variety of ways to have a competitive edge over other companies. The service attribute is the prime category of positioning as the winning strategies of leadership, partnership with networks; fresh ideas deliver and promote actionable items. The approach of positioning analyses the market gaps and destroys all the challenging barriers to profitability and communications. The company focuses on the positioning of the products in the long-term by concentrating on the value and quality it generates (Polemis, 2018). The channel sometimes makes comparative analyses of its own products with that of the others in the industry employing executed tactics and enthralling designs.
The role marketing 4ps plays within the organisation
The channel company devises the 4Ps Strategy to address the changes in the potential buyers and accelerates the growth of the business.
Products: The channel global marketing and agency of data services solely focuses on the IT establishments passionately. The unparalleled insights, strategies, and experience make the company a catalyst in dealing with the products of media and technology. The qualified and valuable products drive meaningful and transparent modifications. Brand extension strategy has been followed by the industry (Lo et al., 2018).The products are designed in conformity with the sustainable ecosystem. The company is also empowered with the visionary solutions of technology, best-of-advanced programmers, and software.
Price:  Transforming the business of media and IT happens at a considerable rate of price so that even the youngsters can access the variegated products. The price is kept within the reach of the consumers as the industry is already competitive. The company employs cost-cutting strategies to enhance the accessibility of the products and spread the company's reputation on the international platform (Trivedi et al., 2018). The company gains global competitive advantages through the cost-differentiation unique strategy that helps it achieve sustainable and enhanced value. 
Place: The channel company concentrates on urban geographic areas that are conducive to the saleability of the products. The demands for technological and media-based products are high among the urban and millennial population. The team of Channel Company renders the turn-key logistics and recruitment solutions meeting the needs of the target audience in the chosen places and the goals of happening events (Sung and Choi, 2021). The customers purchase products through trade shows, retail locations, smartphone apps, web browsers, and marketplace communications channels.
Promotion: The company takes recourse to the innovative marketing strategies so that the consumers are attracted to the purchasing these and augment the popularity of the service as well the company (Rahman et al. 2020). The company makes Instagram campaigns, and email campaigns, to showcase the uniqueness of the products. The objective is so that the targeted consumers can access the products whenever they need them. The utilisation of automation tools and CRM software helps the promotion of products across the continents.
[bookmark: _Toc101189650]B. Recommendations for the future
· The company must engage in the endeavour to check the authenticity of the brand and the products. Especially after the pandemic, the consumers are growing more product-conscious. Therefore, the value and quality must never be compromised at the cost of generating profits (Cohen and Tubb, 2018). In 2021, the revenue will stop low and the company must drive productivity based on value.
· The channel must build a long-term relationship with the clients in the long-term that will help it thrive in many pressurised and hard-going scenarios. Market segmentation must be remodelled according to the shifting demands in the market. Psychographic segmentation must happen in order to address the particular necessities of the clients.
· Decision-makers, management leaders, media experts, and technology suppliers must work hand in hand to combat the issues emerging in the industry. The garnered business decisions, market intelligence, and strategic relationships help the company move towards more proficient performance in the future. They will bring in organisational diversity and unitedly strive for excellence in operations mitigating crises.
· [bookmark: _Toc101189651]The security of the clients must be maintained by applying AI software and ethical technological protocols. The clients, having seen their privacy protected, build a loyal bond with the company and take part in the important decisions of the company. The credibility of the products will be enhanced and the company can set up magical milestones in business transforming history.
Conclusion
The above report clearly deals with the environmental and internal marketing analysis of the Channel company which deals with IT solutions, media events, and technological innovations. The 4ps strategy is illustrated to highlight the company’s mechanism for expanding networks across the world. A few recommendations suggested might help the company implement transformational approaches in the business world.
[bookmark: _Toc101189652]
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