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[bookmark: _Toc512111491]1.0 INTRODUCTION 

[bookmark: _Toc512111492]1.1 Background of Study 
According to Aaker (2015), modern World is referred to as era of digital world. Digital skills have an intrinsic value at workplace and give a business an edge over their competitors. Since the ambit of digital reach is spread far and wide, it’s hence possible to cater to clients at global level which will boost profitability and popularity of business. Changes and innovations that happen in digital world alter the course of lives of an individual. Digitalization has revolutionised way business is done in food and baking industry.

[bookmark: _Toc512111493]1.2 Company Overview
Expert De Sips Ltd was founded in 2016 with operations in London. Ina short span of time they have created a niche market for themselves. They cater to huge clientele which they have build with their persistence hard work and quality of services that they offer to their clients. Expert De Sips Ltd is well renowned name in baking industry and incorporating changes to keep pace with evolving technology has been constant endeavor that company has been encouraging in their journey since their inception. 

[bookmark: _Toc512111494]1.3 Rationale
The research aims to analysis views of varied authors to understand importance of marketing in business and how digital skills can be integrated to marketing strategies to help business grow and popularize their products. The research will discuss how effectively marketing strategies can be imposed on business to improve ways of doing business. The study is more relevant now since advent of digital markets have altered the face of marketing processes. 

[bookmark: _Toc512111495]1.4 Research Aim & objectives 
The research aims to trace the importance of marketing in business and how companies’ can benefit through digitized marketing.
To understand importance of marketing on business.To evaluate factors influencing marketing on bakery business in particular. To explore areas of improvisation in marketing of bakery business.To critically analysis effectiveness of marketing in business and suggest recommendation.

[bookmark: _Toc512111498]1.5 Significance of study 
The study will significantly help in evaluating role of marketing to improve business prospects. The role of marketing has become all the more important with the advent of technology and digitized platforms that offer ample opportunity for marketing processes. The research will help Expert De Sips Ltd and other such business to examine the importance of marketing and how can they efficiently use digital platforms to market their products. 
[bookmark: _Toc512111499]2.0 Literature Review 

[bookmark: _Toc512111500]2.1 Concept of Marketing 
Marketing is broad concept that affirms the use of evaluation and research by business entities to draft strategies in order to promote their products and educate customers about their brand, offers and ongoing promotions. According to Goonroos (2016), marketing is a tool that is used by business creates brand awareness. Hence importance of marketing cannot be undermined. It lays the foundation upon which customer loyalty is based. Marketing as concept has gain prominence in the age digitalisation where geographical restrictions cease to exist with the help of technology. Digital skills come handy while planning promotional strategies. Marketing will help business like Expert De Sip ltd to build apps and websites to promote their products to consumer settles far and wide.  

[bookmark: _Toc512111501]2.2 Importance of Marketing for Business
Marketing strategies play a prominent role in the growth of business. According to Lewis and Mitchell (2015), marketing can build or destroy a product image. The product sale ability is largely dependent on aggressive marketing campaign. In the age of digitalisation and technology marketing has gain all the more prominence to increase interest of clients towards the product and maintain their affinity towards the product. Marketing also serve as tool to understand basic flaw in the product and are made aware of consumers demands and needs. Based on the outcomes business entities can accordingly plan corrective measure to improve the quality of product.  According to survey conducted by British Broadcasting Corporation (BBC), 40 percent of consumers buy products based advertisement and other marketing tools. (Bbc.co.uk, 2018)

[bookmark: _Toc512111502]2.3 Concept of Business in Special Reference to Bakery 
An organisation that facilitates exchange of goods and services in exchange of fees is covered in the umbrella concept of business. in opinion of Palmer (2015), there are basic components of business that involves investment, production, output, marketing and profit or loss. A business may either succeed because of new and innovative product, best in class services that is provided or just simply based on unique and novel way to market the product. Marketing helps business to edge over their competitors. Baking as a business has a very good scope of growth through marketing. 

[bookmark: _Toc512111503]2.4 Importance of Marketing in Bakery Industry
Marketing is an effective tool that helps business to have an edge over their competitors. As opined by Russell (2015), marketing in bakery will help in brand creation and awareness and will also let consumers know about the unique selling points about particular product. The baking business is largely dependent on the quality and taste of the products, craftsmanship involved and a unique marketing strategy. Expert De Sip Ltd has managed to gain popularity in short span of time because of its quality and word to mouth promotions. Hence it will benefit highly is they do apply marketing strategies to their business to build brand value of their business. 

[bookmark: _Toc512111504]2.5 Effectiveness of Marketing Strategies in Business Specifically In Baking Business 
According to Royle and Liang (2014), marketing is not only effective in building brand awareness but also helps to generate a feedback from consumers as to what can be improvised upon so that consumers stay loyal to the products. Marketing efficiently build brand value of a product and helps global audience to have knowledge about the product and its qualities. Marketing through digital means can help a business garner global clients who otherwise would have not known about it. Marketing helps business to grow and provided opportunity to turn into multinational entities. 

[bookmark: _Toc512111505]2.6 Challenges Faced In Marketing for Bakery Industry 
There are varied challenges that are faced by marketing industries specifically in case of baking industry. Marketing can create product awareness but finally the quality of the product guides the future of business ultimately. Moreover shipping and transportation of baked products may affect the overall costs and this may also be a matter of consideration to the consumer. Negative marketing my competitors can also hamper brand value of the product. 

[bookmark: _Toc512111506]2.7 Conceptual Framework 


[bookmark: _Toc512111507]2.8 Gap of Literature 
According to Homburg and Furst (2015), marketing has a huge impact of product recognition and helps in developing a business. In contrast to this Kumar et al. (2014), opines that marketing has a limited role to play and quality of the product is the deciding factor that helps the business grow. The influence of marketing on business has been a subject of constant debate through centuries and many researches and studies
[bookmark: _Toc512111508]3.0 Research Methodology 
[bookmark: _Toc512111509]3.1 Research Onion 
Research onion is a diagrammatic representation curate by Saunders et al (20017), of stages of research that must be crossed in order to produce a comprehensive study on the topic.

 
[bookmark: _Toc512111510]3.2 Research Philosophy and Research Approach 
Research philosophy is the choice of positivism and interpretive philosophy in the research. The study follows positivism school that applies principle of natural science to evaluate researches.
Research approach includes inductive and deductive approach to the study. The mentioned study follows deductive approach to the study where generalized view is considered to draw upon conclusions about a specific view.

[bookmark: _Toc512111512]3.3Research Design & Strategy
Research design consists of qualitative, quantitative and mixed. The particular study in context refers to quantitative designs that slim down the chance of having any biased view and the outcome will be reliable and valid.
Research strategy must be aligned with design to derive meaningful results through varied statistical tools like survey, questionnaires, and feedback forms and so on.
[bookmark: _Toc512111514]3.4Data Collection Method and Data Analysis
There are two types of data primary data that is collected through direct intervention like interview, survey, feedback forms, questionnaire and secondary data that is collected through academic resources, newspaper, research paper, and journals and so on. 
There are two methods of data analysis quantitative and qualitative. The study follows qualitative data analysis that evaluates data through tables and graphs. 

[bookmark: _Toc512111518]3.5 Timeline (Refer to Gantt chart)

[bookmark: _Toc512111519]4.0 Conclusion 
The study can successfully conclude that marketing plays an important role in business and building brand value of the product. The effectiveness of marketing has been established through the study. The study also highlights varied challenges that can be faced while applying marketing strategies to business. The study firmly establishes a strong connection between business development and marketing. 
 
[bookmark: _Toc512111520]5.0 Recommendation
The study recommends that Expert De Sips Ltd needs to adopt a digitized marketing strategy to promote its products to global clients and build brand value of the product. The study also recommends making use of digital platforms available to market products make consumer aware of the products.   
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   Figure 3.1: Research Onion 
                                                    (Source: Saunders et al. 2007, p.322)




Gantt chart
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