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1. Introduction
Marketing process is one of the fundamental elements of any business which ensures its sales of products or services. It builds up a communication between the organisation and its customers with the help of which the customers get the information of the products and services of a business. Marketing department is required in every organisation and has very specific set of roles and responsibilities. The purpose of the current assignment is to look after the marketing operations and stakeholder engagement of one of the most popular Engineering and technology appliances company, Bosch. To understand the working environment and competition of this highly successful company SWOT, PESTLE and Porter’s Five Forces analysis model would be three of the most important model.

2. Process and stages of marketing including the role of the marketing mix
Definition of marketing
Marketing refers to the business or action of selling and promoting services or products. It is basically a set of processes or institutions for communicating, creating, exchanging and delivering the offerings of an organization that have value for partners, clients, customers and society or community at large (Mix and Brand, 2017). 
Definition of the marketing process
A marketing process is defined as a series of stages that enable an organization to identify the needs and problems of consumers, evaluate market opportunities and develop marketing materials to appeal to the desired audience. It involves the ways in which value could be created for consumers to meet their requirements. It allows an organization to formulate strategies for value proposition and make tactical decisions (Hanssens and Pauwels, 2016). 
[image: Image for post]

Fig 1: Marketing process
(Source: https://medium.com/@akdigihub/digital-marketing-process-dfd26b12f262 )
Main stages in the marketing process
There are five integral stages in the marketing process and these stages are defined and discussed below with reference to Bosch. 
Mission statement: Bosch is motivated by the desire to create and develop products that they believe are ‘invented for life’ and could spark enthusiasm, improve lifestyle and helps in the conservation of natural resources. 
Situational analysis: Bosch has retained its prominent market position by carefully reviewing and analysing the macro and micro factors. The competitive advantage of the company is driven by its obligation to understand the needs of customers (Haider et al. 2017). It is focused on creating products that comply with its mission and also preserve a collaborative workplace culture. 
Objectives: The objective of Bosch states what the company is willing to achieve in the long-run. The company aims at obtaining a secured future for the company and ensures that the company goes through strong and meaningful development. It tries to preserve its financial independence. 
Marketing strategy: Bosch uses differentiating targeting market strategy for targeting potential consumers from the mobility sector, executives and professionals and customers belonging to the upper-class society. The company has been using different strategies of pricing for different product categories. Very often it uses line promotional strategies for achieving its marketing goals (Scur and Barbosa, 2017). A variety of promotional activities are periodically held in different geographic regions for increasing the brand visibility of the company. It provides a wide range of services such as cleaning tips, service centres and product warranty registration for a hassle-free experience.
Implementation and control: Bosch implements multi-channel digital campaigns for boosting sales and profitability. Furthermore, it also implements digital lifecycle management for moving towards a connected industry. It implements IoT applications and services for introducing smart devices in the manufacturing and distribution process. It controls its internal resources and capabilities for obtaining positive outcomes from each product range.
 
PESTEL analysis
PESTEL analysis is defined as a theoretical framework or model of macro-environmental forces which is widely used in businesses for strategic management (Khashei and Ashofteh, 2019). It is used by marketers for monitoring and evaluating the external environmental factors which are likely to influence the business operations of an organization. The factors of PESTEL are related to Bosch for evaluating whether they are favourable or unfavourable. 
Political: This factor has been overall favourable for Bosch. The five-year plan by the Federal Government for the development and introduction of submicron innovation in 1990 was exceptionally favourable for Bosch. This is because the initiative included submicron research laboratories (Zhang et al. 2017). Bosch, however, is largely affected by the fallout of Brexit because so long it has been enjoying the favours of the European Union. 
Economic: The economic stability in the major markets has been favourable for Bosch. The trade protectionist policies in the major markets have been favourable for the company. The decline in the foreign exchange rate has however affected the profitability of the company. The increased labour movement has sources of diverse talents to the company. Immigration policies have largely benefitted the company. 
Social: The socio-cultural factors in the major market have favoured the operational activities of the company. The social acceptance of the increased adoption of digital technologies and automation is a positive factor. Moreover, the level of education of the customers in the major markets has been favourable. The desire of the people in the target market for a higher lifestyle has favoured the operations of Bosch (Francesco et al. 2018). 
Technological: This factor in recent years has been largely favourable for the business operations of Bosch. The R&D development in the developed markets for continuous innovation has positively influenced the operations of Bosch. The advances in IoT and automation have been beneficial for the growth and expansion of the company. It has also improved the profitability of the company. 
Environmental: Environmental aspects in recent years might not be favourable for the operations of the company. The strict regulations of the EU have compelled the company to reduce carbon emission significantly. The tighter regulations related to climatic changes also interrupted the seamless strategies of the company (Rosyidah, 2017). However, Bosch has adopted several green initiatives and is committed to resource conservation and environmental protection. 
Legal: Legal factors may not be very favourable for Bosch in the major markets. Most of the target markets have restructured their compliance systems and this factor has affected the strategies of Bosch. Moreover, strict laws related to employment and workers' health and safety have also modified some of the workplace aspects of the company. Compliance systems following severe emission issues have also affected the strategies of the company. 
PESTEL analysis is a fact-finding activity that helps organizations regardless of size to make effective decisions based on the impact of external forces. Another significant advantage of PESTEL is that this business tool enables a company to identify the potential changes in the external environment (Cranston, 2018). It allows a business to devise contingency plans against threats. However, there are a few disadvantages to this model. The external factors rapidly change and the analysis becomes obsolete very soon. A company requires to gather vast information which does not seem easy. 

Porter’s 5 forces
Porter’s Five Forces is defined as a theoretical framework that identifies and evaluates the different competitive forces that influence an organization or the industry as a whole and determines their strengths and weakness (Cranston, 2016). The model helps in assessing the intensity of each force that could affect the business operations of an organization. Each of the forces has been related to Bosch for a detailed evaluation.
Competitive rivalry (Medium): Bosch faces substantial competitive rivalry from automotive companies such as Denso in the common markets. In the electronics industry, it faces strong rivalry from Siemens, Parker Hannifin, Whirlpool and Honeywell. However, the diverse portfolio of the company has enabled Bosch to experiment across various departments without jeopardizing its competitiveness. 
Buyers’ bargaining power (High): The intensity of the bargaining power of Bosch’s customers is rather high because the switching cost is very low. Moreover, the local brands in the automotive, home and electronics industries are increasing in number. Buyers are therefore motivated by low prices to switch to cheaper brands (Zhang et al. 2019). The number of competitors in the major markets also increases the bargaining power of the purchasers. 
Supplier’s bargaining power (Low): Bosch has more than 500 suppliers across the world to source materials and products and therefore most of the individual suppliers of the company are expendable. Most of the physical products of Bosch are manufactured in the developing or third-world countries and this factor has given most of the individual suppliers less leverage to negotiate with Bosch. 
The threat of new entrants (Low): Bosch has faced very little threat from the new entrants. This is because the car component and home appliance niche are rather saturated in the major markets. As a result, these sectors are already dominated by very powerful and wealthy companies (Mix and Brand, 2017). A new entrant would have to put too much effort and investment in order to challenge as big a company as Bosch. 
The threat of substitution (Medium): New crowd-based solutions and forms of transportation have compelled Bosch to innovate. Although there are very few alternatives that could challenge the market position of Bosch, it faces rivalry from the cheaper substitute products offered mostly by local brands. Substitute threats mostly occur in emerging markets where people highly rely on public transport. 
Using Porter’s Five Forces have several advantages. This model is very relevant for identifying and assessing the competitive environment. It helps a company to come up with effective competitive strategies at the right time by assessing the competitive positions of the rivals. This model surfaces the inverse correlation between competitive intensity and profit margin (Khashei and Ashofteh, 2019). There are several drawbacks to this model. It tends to produce the same suggestions for similar companies. The environment is characterized by systematic, radical and rapid changes and therefore requires more dynamic, emergent and flexible approaches to strategy development. It does not compare the relative performance of a company to its potential competitors. 
SWOT analysis
SWOT analysis is defined as a strategic technique of planning which is used in business administration for assessing a company. It is used for developing full awareness of the factors that are directly involved in making effective business decisions. 
	Strengths
	Weaknesses

	1. Bosch is very competent in developing ‘Go To Market’ strategies for its offerings. 
2. Bosch has created a highly competent workforce through development and training programs (bosch.com 2020). 
3. It has a strong and prominent rand portfolio. 
4. Bosch has developed a reliable network of distribution across potential markets. 
5. It has an impressive track record of creating innovative products. 
	1. It has not yet been successful at coordinating firms with a diverse work culture.
2. The unique selling proposition and positioning of Bosch is not clearly defined. 
3. Despite investing considerably in R&D, it is yet to match the level of the leading players in terms of innovation. 
4. It has acquired limited accomplishments outside is core business. 
5. It has a high rate of attrition in its workforce. 

	Opportunities
	Threats

	1. Stable cash flow has widened opportunities for Bosch to invest in the segment of adjacent products. 
2. The low rate of inflation has been favourable for the company. 
3. After years of recession, an increase in customer spending and economic uptick has been favourable. 
4. The new policy of taxation opened new opportunities for Bosch. 
5. Technology advances offer excellent opportunities for Bosch. 
	1. Over the years the company has offered limited innovative products.
2. The company is highly exposed to significant currency fluctuation. 
3. The changing buying habits of consumers from online platforms has threatened Bosch’s physical infrastructure. 
4. The increased influence of local distributors in some markets is a potential threat (bosch.com 2020). 
5. The future stability of Bosch seems uncertain under the influence of Brexit. 


There are several advantages to conducting a SWOT analysis. It helps in exploring new solutions for mitigating current business issues. It identifies the significant barriers that could essentially limit objectives. It provides a pathway for effective decision making. It allows an organization to take advantages of the favourable external factors for accelerating profitability (Zhang et al. 2019). There are some drawbacks of this model too. It becomes very subjective without accurate information. On the other hand, overloading information affects the outcome. It can be very difficult for an organization to manage vast data. 

Segmentation, targeting and positioning
Segmentation- Market segmentation refers to the process of classifying the target audience into some ell-defined and smaller categories. The market segmentation below has been related to Bosch’s target market. 
	Geographic
	Demographic
	Behavioural
	Psychographic

	Bosch operates in different countries through agents, resellers and agents. It differentiates its strategies on the basis of consumer preferences, needs and interests. 
	Some of the product ranges of Bosch targets, upper-middle-class earners. It specifically targets the younger people both men and women. It also targets executives and professionals (Rosyidah, 2017).  
	Bosch develops strategies according to the changing buying habits of customers. 
	Bosch entered the emerging markets of Asia upon realizing consumer's interest in a westernized lifestyle. The increase in per-capita motivates them to live luxuriously.



Targeting- Bosch uses differentiation targeting strategies in most cases to target consumers from the upper-class social groups. It targets automobile users as well as executives and professionals. For selling home appliances the company has targeted upper-middle-class families with a stable income level. The company targets specifically younger people, both men and women, who have a good understanding of basic technology. 
Positioning- Bosch has a wide range of fully-owned subsidiaries across the world in several developed and developing nations. In these countries, it has positioned itself as a generalist and traditional (bosch.com, 2020). It has been facing completion from Samsung which is both innovative and generalist in nature, Whirlpool which is highly traditional and a specialist at the same time and Miele which is innovative and specialist. In terms of price and quality Bosch is a top choice of upper-middle-class customers.
Marketing mix
The marketing mix is defined as a set of business tools that are used by organizations for pursuing their respective marketing objectives and goals in the target markets. It helps in the determination of a successful product or service offering. The marketing mix tool has been applied to Bosch’s marketing strategies. 
Product: Product offerings in automotive components include starter motors, steering systems, generators, electronics, brakes, controls and fuel system. Industrial products include controls, drives and packaging technologies (Scur and Barbosa, 2017). It offers home appliances like air conditioners, microwaves, chimneys, washing machines, refrigerators and others.  It offers customer services, service stations, warranty registration and others. 
Price: Bosch offers premium quality products specially designed for the upper-middle-class groups and therefore the products are priced accordingly. In most cases, it retains a premium-pricing policy but for some of its product ranges it keeps a value-added pricing strategy. In comparison to competitors, the price of Bosch’s products is higher. 
Place: Bosch has a worldwide presence with 440 regional companies and fully-owned subsidiaries across 60 countries. It has service and sales partners in 150 countries (bosch.com, 2020). Bosch is a German company which is currently headquartered in Gerlingen. It has a prominent presence in the emerging markets of India, China, Japan, Brazil, Poland, Tunisia and Romania. 
Promotion: Bosch carries out periodical promotional activities in different places for enhancing brand visibility. In Australia, if a vehicle is serviced or repaired the owner becomes eligible of a draw in which the owner could win a gift card worth up to $500.
Conclusion and recommendation
The external and internal analysis of Bosch reveals that the company has a stable position in the market. However, in order to survive in the competitive sectors, it must innovate its products. Product innovation and a unique selling proposition could act as a competitive advantage for Bosch. Bosch has a strong brand portfolio which is useful for attracting potential customers. It formulates strategies for appealing to diverse customers across the world. 
The following recommendations are made for the future improvement of Bosch’s strategic decisions.
· Bosch needs to invest significantly in R&D for matching the level of the leading players. 
· For retaining its competitiveness in the market Bosch must innovate its products across different sectors. 
· It needs to foster a diverse workplace culture for integrating the knowledge and skillsets of the different members. 

3. Stakeholder engagement and their impact on the marketing activities of Bosch
Definition of stakeholder	
A stakeholder is defined as an individual, organization or a group who is largely influenced by the outcome or function of a project. A stakeholder exhibits interest in organizational success or project success or can be outside or within the organization which is sponsoring an activity or a project (Cardwell et al. 2017). Stakeholders can influence an organization in a positive or negative manner. In fact, stakeholders have been referred to as an individual, organization or a group without whose involvement an organization would totally cease to exist. 
Definition of internal and external stakeholders with examples
Internal stakeholders are defined as entities or individuals with a business organization who exhibit a direct vested interest in the business. Internal stakeholders are individuals who directly work within the company and is affected head-on by the activities and outcomes of the company (Erhardt et al. 2019). The internal stakeholders of Bosch include the owner of the company and the employees of the company. The employees of Bosch have significant time and financial investments. The employees play a defined role in operations, tactics and strategies that are carried out by the organization. The owners of Bosch are responsible for the outcome obtained from business activities. 
External stakeholders are defined as entities or individuals outside a business organization who are not involved directly inside the business but are somehow affected by the actions or decisions of the business. They do not vote on the decisions of the company but are concerned about the decisions and are eligible for reviewing ideas, issues and community concerns (Chan and Oppong, 2017). Some of the examples of the external stakeholders of Bosch include government, customers, suppliers, shareholders and creditors. Bosch is affected by government policies, bargaining power of suppliers and consumers, and its interpersonal relationship with creditors and shareholders. 
The ways in which Bosch communicates with stakeholders and their impact on marketing activities
There are several ways in which Bosch communicates with their potential stakeholders. The company has established well-defined ground rules for effective communication with stakeholders. Some of these communication methods are discussed below. 
· Meetings- Schedule meetings are held at Bosch as it conveys a message to a large number of people. It is a time-saving communication method for avoiding issues related to misinterpretation. 
· Newsletter- The managers of Bosch use collaborative and intranet platforms for defining newsletters that could be sent out to stakeholders. Newsletters are also used to include stakeholders who are not directly involved in a project (Damanpour et al. 2018).
· Project report- Bosch sends out project summary reports in predefined periods, mostly annually. It is also required to publish an annual report to the public and the government which is highly transparent and includes components such as risks, profit, budget, CSR and so on. 
· Conference calls- Bosh use conference calls for communicating with stakeholders more often in urgent situations. Conference calls provide a common platform for the internal and external stakeholders of Bosch to interact with one another. 
· Feedback- Feedback is basically used as a communication mean between managers and subordinates (Hiswåls et al. 2020). It allows the company to inform the employees regarding their performance and progress. At times it is also used for appraising the employees. 
Each group of stakeholders has a significant impact on the business activities of Bosch; however, some stakeholders are likely to impose more impact on Bosch’s marketing activities than the others. The stakeholders who have more power and control over marketing activities of Bosch have a greater influence on the outcomes. The internal stakeholders have a greater impact on marketing activities and they are also affected by the outcome. However, some external stakeholders may manipulate the activities too to a large extent.  
Owners and shareholders: The owner of Bosch has the most impact on the company's operations as they make the most significant decisions regarding marketing activities. The owner of Bosch provides and distributes fund for enabling it to function and expand (Chan and Oppong, 2017). They formulate marketing objectives. 
Managers: The managers also influence the operations of Bosch by making relevant marketing recommendations. They participate in the process of decision making for directing the business. Important decisions regarding sales, promotions and distribution of products are also made by the managers. 
Employees: The employees are directly involved in the marketing activities of the company. The employees conduct market research for innovating and selling new products. They may not participate in the decisions making the process of Bosch but their activities help in making seamless decisions. Their understanding of customer behaviour and psychology helps in formulating appropriate pricing and promotional strategies (Hiswåls et al. 2020). 
Customers: The changing behaviour of the customers has largely influenced the marketing strategies of Bosch. Their acceptance of automation and technological integration in home appliances has motivated Bosch to introduce innovative products. The income level and education of customers influence the pricing strategy of the products. 
Suppliers: Bosch has a large variety and number of suppliers due to which the suppliers have a limited capacity to influence the marketing decisions of Bosch. However, their ability to deliver quality materials in time may alter Bosch’s strategies. 
Government: The government impose a great impact on the marketing decisions and strategies of Bosch. New government policies may substantially change the marketing strategies of Bosch (Damanpour et al. 2018). Favourable policies such as FDI and flexible credit loan influence the pricing strategy of the company. However, some policies related to climate and environment may change ways of doing business. 
4. Conclusion and recommendation
The potential stakeholders of Bosch provide constraints and requirements on the basis of industry information. The involvement of key stakeholders in a project or initiative reduces the chances of risk occurrences. Moreover, the interests of the stakeholders must be addressed as they have a significant impact on Bosch’s business and marketing activities. 
A set of recommendation is provided for maintaining a strong interpersonal relationship with key stakeholders.
· It is recommended that Bosch communicates the project scope of the company to the key stakeholders. 
· The company is required to satisfy stakeholders who are resistant to organizational changes. 
· Bosch is further suggested to be transparent in terms of risk occurrences and stay consistent with messaging. 
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