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[bookmark: _Toc534924833]Introduction
Business organisations always require to improve digital skills and implement a better methodology in their functional sectors to increase performance. To survive in the higher level of competition, marketing plays a vital role for any business organisation. Modern technology and computerized system enforce business to get automated which pushes a business organisation in such a situation that it has to maintain critical strategy to survive (Clark, 1948). Hence, concept of marketing has greatly affected the digital skills of human resources. In this report, we will perform the research methods to determine the impact of marketing how it helps business in capturing the market share for organisational perspective. So, we entitled our research topic as “Importance of marketing for a business” where we will demonstrate the factors that how a multinational company should perform its research on marketing and design marketing strategy for international performance. The aim of this research is to analyse the effectiveness of the marketing methods of a company and how its manpower gets skilled in this sector to meet international requirements.


[bookmark: _Toc534924834]Literature Review
This research has considered some factors from marketing mix and market-related literature to conduct the research methodology. The contents of the extended marketing mix assist in designing a proper marketing strategy that drives a business firm to fulfil its organisational goals. The 7P of extended marketing mix has formed up from the elements of basic marketing mix which are product, price, place, promotion. This extended concept performs effectively for doing the marketing tasks inefficient way (Farquhar, 2012). According to the Borden, the idea of marketing mix formed up with important ingredients from a marketing programme which was first applied by himself as he was informed to describe the ingredients of marketing as a business executive in 1948. Later, the marketing mix was defined as the controllable variables in 1987 by McCarthy and Perreault. They explained how a business can coordinate with marketing fact to gain the satisfaction of their customer, it is also widely accepted as “the set of controllable marketing variables that the firm blends to produce the response it wants in the target market” (Borden, 2015). According to Kotler and Armstrong (2007), the product is the goods or services which are offered to their target customer by the manufacturer. Farquhar (2012) said that the elements which have the capability to satisfy the client’s needs are called product or service.  The definition of product variety can be different products offer which are served to the customers. The product variety can lead to increased profitability by giving a broader product line. According to da Silveira (1998) and Pine (1993), product variety has been preferred in obtaining a competitive edge over other competitors which enable their inner ability to fulfil the needs of customer. Price can be referred as an exchangeable value of a particular product or service from manufacturer to its target customer. Every business firms need to analyse the market and its competitor before they fix the price of particular product. An ideal pricing method should meet all necessary criteria such as sales, profit and return on investment to achieve the goals (Kotler and Armstrong, 2017).
According to Blythe (2008), the common issue of marketing department is pricing a product which relates to the profit of particular product that need to be purchased by the customer. All the elements of the marketing mix are also touched by the pricing. The strategy of pricing a product indicates the expectation from the customer of a company while it offers the products. The long-term sustainability and profitability of a company mostly depend on its pricing strategy (Merkert, 2012). Customer relationships help a company to obtain a competitive advantage and sustain in the long run. Customer relationship strategy (CRS) helps to build mutual trust with the consumer which creates long-term relationships. Several researchers concluded that customer relationship strategy is very effective to increase the profit margin for almost every business firms. Long-time customers reduce the costs of marketing and maintaining relationships with them is inexpensive and less resource intensive (Ng and Coakes, 2014). This approach not only benefits the suppliers but also gives more advantages to the buyers. The strategy will not be effective unless the component elements are inter-related. This connection bridge among the different elements makes the marketing strategy more effective.
Moreover, there is more literature relating to different approaches and techniques including consumer buying behaviour, store location and layout, promotion techniques, virtual networking which help the marketing department to make a proper marketing plan and implement an appropriate strategy to achieve the objective of a business firm (Sandhusen, 2008).

[bookmark: _Toc534924835]Research Methodology
According to our research topic, we need specific data which are related to the marketing sectors of business (Tull and Hawkins, 2011). For this, we need to know our data structure and make sampling to collect the relevant data. We will make a questionnaire by developing proper research questions so that we can collect the data from our sampling. Furthermore, we will analyse the collected data using proper research methods to find the outputs.
[bookmark: _Toc534924836]Data Structure:
As we need to analyse the market data to identify the outcomes from our research, we need to make a structured questionnaire which will be presented to the respondents of our sampling. Our respondents will be customers and consumers of various products of multinational companies in the UK.
[bookmark: _Toc534924837]Sampling:
[image: ]The process of using a predetermined number of components from a bigger group for statistical analysis is called sampling. The method of sampling is used to sample from a bigger population that will be used to perform the analysis. Quantitative research mostly depends on Sampling. As we need to make a structured questionnaire for performing a survey among 50 respondents, our sample size will be 50. There will be two sections in our structured questionnaire. One will be Customer perspective and one will be company perspective. Each section of sampling consists of 25 respondents.

[bookmark: _Toc534924838]Questionnaire and Research Questions:
Our primary research question was “How does a business company develop marketing strategy to sustain and achieve competitive advantage and which marketing factors affect most in the global industry?” We will make a structured questionnaire with some auxiliary research question that will support the primary question and cover every part to get the proper information from the respondents. The questionnaire is given (See Appendix)
[bookmark: _Toc534924839]Data Collection Method:
Our research needs both primary and secondary data for proper analysis.  So, we will collect both primary and secondary data by using proper methods. We need to check the reliability of our research and the validity of the information by using the primary data. The unique and new data which are collected from survey or by conducting research is called primary data (Saunders, Lewis and Thornhill, 2016). This data will be used only for the first time in a research. The collection method of primary data is expensive which comes from survey that are being performed. We will collect our primary data from our survey by applying the questionnaire on our respondents. Secondary data means those data which is used for previous research. Secondary data can be collected from various sources such as internet, journal articles, books, websites, newspapers etc (Wali, Uduma and Wright, 2016). This data is easy to get and easy to use.
[bookmark: _Toc534924840]Data Analysing Method:
There is various software available to present and analyse data such as Microsoft Excel, SPSS etc. I am going to present my data in Microsoft Excel and analyse them with different chart and calculation as I will explore the research in casual study format. I will also use various smart art and pie chart from excel demonstrate each question for analysing the survey questionnaire. So, I can perform overall analysis and test the reliability of the data set. I will provide a recommendation for future research from the findings of the result from this research paper. 

[bookmark: _Toc534924841]Findings and Analysis
I have selected Brakes Limited to complete the survey according to my sampling and questionnaire. Half of my survey respondents are the customer of Brakes and half of them are the employee of the company. I asked both types of respondents about their opinion. 
[bookmark: _Toc534924842]Customer Perspective:
[bookmark: _Hlk533895539]I asked the respondent customer of Brakes Limited about their opinions. The findings of my research outcomes are given below:
[image: ]
Figure: Findings of Q1
Interpretation of Q1: The pie chart above shows that 60% of the respondents believe that Brakes is well-known food providers, 20% agree about the good service of this company and the rest 20% thinks that both their service and brand value influence them to buy food from Brakes Limited. So, we can realise the impact of their marketing in this research.

[image: ]
Figure: Findings of Q2
Interpretation of Q2: The pie chart above shows that 78% of the respondents knew this brand from online advertisement, 9% of the respondents knew this brand from the marketing agent of Brakes Limited and the rest 13% have heard from their friends. This outcome shows a strong evidence of effective marketing strategy of Brakes Limited.

[image: ]
Figure: Findings of Q3
Interpretation of Q3: The pie chart above shows that 80% of the respondents believe that Brakes support its customer according to their marketing. Though rest 20% disagree on this question doesn’t mean that the support and marketing of this company is bad.
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Figure: Findings of Q4
Interpretation of Q4: The pie chart above shows that 80% of the respondents believe that Brakes support its customer according to their marketing. Though rest 20% disagree on this question doesn’t mean that the support and marketing of this company is bad.
[bookmark: _Toc534924843]Employees Perspective:
I asked the respondent employees of Brakes Limited about their opinions. The findings of my research outcomes are given below:
[image: ]
Figure: Findings of Q5
Interpretation of Q5: The pie chart above shows that 48% of the employees believe that their innovative marketing strategy influence people to choose their brand, 28% respondents think that the products or services influence the people to choose Brakes, other 24% employees argues that their well behaviour is attracting those people to choose this brand. 


[image: ]
Figure: Findings of Q6
Interpretation of Q6: The pie chart above shows that it is clear that online (40%) and direct (36%) channel serve the 76% of the food’s delivery and the rest 24% customer buy from the channel partner of Brakes Limited. So, these digital skills are necessary too.
[image: ]
Figure: Findings of Q7
Interpretation of Q7: The pie chart above shows that 68% of the employees believe that their innovative marketing strategy is enough, for now, 28% respondents think that the products or services influence the people to choose Brakes, other 12% employees argues that their strategy is bad. 
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Figure: Findings of Q8
Interpretation of Q8: From above the pie chart, we have found that 61% of the employees believe that their innovative marketing strategy excellent, 39% respondents think that the marketing strategy need to improve to choose Brakes. 

[bookmark: _Toc534924844]Conclusion
[bookmark: _GoBack]Effective marketing is considered to the achievement of competitive success.  But the real-world challenges are more critical as the scope and area are huge. The major limitation of our research is the size of the sample which is small. As a result, the accuracy of this research will not be realistic. This will not provide to enough information to justify the effects of the variables in such research. Besides, the short period of time hampers the research activities and deepness of data analysis. So, we should increase the sample size and take a longer period of time to perform this type of research to get the best result.
[bookmark: _Toc534924845]Recommendation
The limitation of small sample size has to be eradicated for any types research that will be performed in near future. We need to increase the size of the questionnaire and sample size, the size of the sample should be at least 200. By participating huge number of respondents in our future research survey, the effectiveness of our research can be ensured (Ananthan, Appannaiah and Reddy, 2010). Nowadays, multinational business firms are leading the business tremendously which requires higher-level of marketing strategy to sustain in such situation. Some necessary recommendations are provided here:
· Marketing strategy should be future proof for any multinational business firm
· Marketing department needs skilled manpower to increase organizational performance in international marketplace.
· A better marketing plan need to develop by the marketing manager to get the competitive advantage from the marketing sectors.
· Every company should adopt proper techniques to obtain marketing goal of a company. 
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	Questionnaire

	Primary Research Question: How does a business company develop marketing strategy to sustain and achieve competitive advantage and which marketing factors affect most in the global industry?

	Customer Perspective
	Employee Perspective

	Q1. Why do you prefer Brakes to buy foods?
i) Well known
ii) Good service
iii) Both

Q2. How did you know this brand?
i) Advertisement
ii) Relative
iii) Marketing agent

Q3. Does your brand support according to their marketing?
i) Yes
ii) No

Q4. Which section of your brand need to improve?
i) Product Quality
ii) False Marketing
iii) None of above
	Q5. What influence people to choose your brand? 
i) Marketing Strategy
ii) Product/Service
iii) Employees behaviour

Q6. How are your customer buying from you?
i) Direct
ii) Online
iii) Channel partners
 
Q7. How is your brand perceived relative to your competitors?
i) Good enough
ii) Could be better
iii) Bad

Q8. What do you think about your marketing strategy?
i) Excellent
ii) Need to improve
iii) Pathetic
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