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The study delves into the different facets of the marketing process. It contains information on the marketing process as well as the different phases of marketing. Sony Corporation is also the subject of a PESTEL and Swot review in the paper. In particular, the study covers the organization's segmentation, targeting, and positioning. Aside from that, the document goes into detail about Sony Corporation's marketing mix in the given scenario.

Sony Corporation, also known simply as Sony, is an international Japanese corporation that was established in 1946. With sales of 82 billion euros in 2010, it is the globe's second greatest electronic goods group, behind only Samsung. The corporation's services are targeted at both technical and recreational customers. The industry has increased into several specific market areas over decades, including games, home appliances, movies, investment banking, and popular culture. The corporate headquarters are in Tokyo, Japan, and the organization employs upwards of 200,000 people around the world (About Sony, 2021).
The report elaborates on the various aspects of the marketing process. It includes the details on the marketing process and the various stages of marketing. The report also features PESTEL and Swot analysis of Sony Corporation. In addition to it, the report includes the segmentation, targeting and positioning aspect of the organisation. Apart from this, the report elaborates on the marketing mix of the presented case study, Sony Corporation. 

[bookmark: _Toc69987214]Task 
Processes and stages of marketing including the role of the marketing mix  
Marketing 
Marketing is the process by which an organisation promotes the purchase or sale of a commodity or facility (Tavenner and Crane, 2018). Advertisement, sale, and distributing goods to customers or other companies are both examples of marketing. Subsidiaries perform some promotions on account of an organisation. The stages of marketing are production orientation, product orientation, sales orientation and market orientation. 

Stages of Marketing 
Production Orientation – From the mid-nineteenth century to the 1940s, it was the first period in which all energies were focused on manufacturing products and resources.  All energies were focused on the quality of commodity which resulted in a lack of understanding of consumer desires and requirements because businesses were bulk producing standardized products leaving consumers with little alternative. 
Product Orientation – The issue with this strategy is that not enough consumers want or can support better quality goods (Grover et al., 2018). Furthermore, this strategy focuses solely on the commodity, ignoring the consumers. 
Sales Orientation – The main problem here was higher manufacturing levels; the core idea was that consumers are hesitant to acquire and must be forced to do so. Even though a limited range of companies still employs sales orientation, the buyer is now legally shielded from more questionable marketing tactics, thanks to the service user. 
Marketing Orientation – Organizations prepare and make decisions depending on the requirement and desires of their customers in this process. It is critical to meet consumer demands via a cohesive range of events that includes the behaviour and responsibilities of all members of the organisation, regardless of their job position. To put it another way, a brand strategy necessitates that everybody in an organisation, not just branding professionals, becoming consumer-friendly. 
[image: ]
Figure 1: Stages of Marketing 
(Source: Medium, 2021)

Marketing Process
Analysing business prospects, choosing target audiences, designing marketing mix, and eventually maintaining the instructional campaign is all part of the marketing process (Dangelico, 2017). As can be shown, the marketing phase revolves around potential consumers. 
The process involves four stages. These are as follows. 
1. Analysing marketing opportunities – The analysis of business possibilities is the first element of the marketing procedure. Just after evaluating the business advantages will marketers and C-suite managers take advantage of them by meeting the needs of their consumers.
· 5 C Analysis
· SWOT Analysis
· PEST Analysis
2. Selecting target markets – A successful marketing strategy necessitates a thorough, systematic examination of consumers and their actions.
3. Developing marketing Mix – The marketing mix is a collection of manageable consumer characteristics that a company uses to create and meet the needs of a specific audience.
4. Managing the marketing effort – Businesses must coordinate their promotional attempts to accomplish their aims and priorities in product offerings after developing and implementing the marketing mix.
                
Figure 2: Marketing Process
(Source: Created by the learner)

Mission Statement 
A corporation's mission statement describes its reason(s) for becoming in clear and succinct terminology (Alegre et al., 2018). The claim is usually brief, consisting of a specific phrase or a few paragraphs. The mission statement of an organisation establishes the corporation's philosophy, beliefs, morals, basic objectives, and purpose. It also explains how any of these impacts the corporation's shareholders. This assertion is used by the corporation's staff dealers, vendors, stakeholders, and the general public to match their priorities with the business's.
Sony's goal is to become an organisation that arouses and satisfies the interest of its consumers. The corporation's boundless enthusiasm for technologies, subject matter, and facilities, as well as its unwavering commitment to creativity, propels it to offer cutting edge new thrills and entertaining informs that only Sony could. 
Situational Analysis 
Situation analysis is a method for identifying issues and risks in the foundation's facility or commodity including internally and externally (Hatwiinda et al., 2018). It can also be used to describe an issue's range. A Situation Analysis can be performed at a certain stage, but it is particularly important before implementing a standardized method or beginning a specific venture. It assists in determining the right plan of operation and moving ahead before losing energy, committing mistakes or attempting ineffective steps.
Sony tends to place a premium on long-term development, defining its mission as filling the planet with passion through the influence of imagination and innovation, and its organisational structure is bringing it closer to consumers.
Objectives 
The activities needed to complete a mission are accurately described by organizational goals, which are observable. The strategies the company will utilize to maximize business results, client satisfaction quality, positive steps, and every other tangible goal are defined by objectives (Salam, 2019). To stress the firm's earnings goals, company executives should establish specific monetary objectives. Optimistic goals should be set, but they must also be observable and achievable. The expansion of a corporation's sales and profits is an illustration of a financial goal. A further strategic objective may be to improve financial health and earnings growth in order to increase liquidity and acquisitions. 
Sony aspires to create fresh and novel solutions that will help to change our climate. They always strive to improve the production efficiency and ecological efficiency of all goods and facilities as well as to incorporate conservation and the ecosystem into their guiding principles.
Strategy
A strategy is a comprehensive roadmap that business owners develop for their business to attain the ideal democratic outcome (Pessl et al., 2017). The corporation's priorities and priorities, the types of product lines they choose to create, the consumers you expect to purchase too, and the industries they help to create money are all part of the strategy. 
The philosophy of branding has aided Sony in achieving a strong position in today's regulated marketplace by allowing it to create a sustainable organisation while still meeting the expectations of its consumers. Furthermore, an excellently plan is needed for a business to be effective in the present competitive environment where economic activity has levelled off and there are numerous rivals many of whom pursue marketing principles. This approach would examine the full collection of commodities obtainable in the marketplace while also anticipating rival movements.
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Figure 3: Marketing Stages
(Source: Medium, 2021)

Pestel Analysis 
	Factors
	Analysis

	Political 
	Sony Ericsson, alongside many cell phones firms, has the freedom to be autonomous in any region where it works as a result of deregulated economies.

	Economic
	Citizens now have a number of options thanks to the growing youthful rising demographic spending power (Naafs and Skelton, 2018). Users want more functionality at a fair price. Sony Ericsson's devices have a number of unusual functionalities, but their costs are large in comparison to many other smartphones.

	Social 
	By providing the much more appealing and creative android devices in the market, Sony Ericsson changes individuals' personal lives. It stays true to its goal of combining contact and recreation.

	Technological 
	Other cell phone firms have advanced in innovation, leaving Sony Ericsson in the dust. Capacitive touchscreens, high-resolution sensors, and other innovations are included.

	Environmental 
	Sony Ericsson's goods all have an international agreement. It shows action to provide systems that allow consumers to donate goods in an eco-friendly manner.

	Legal 
	Customers like this label as certain of its commodities are easily emulated and marketed at cheap costs; as a result, the business must report all of its merchandise to the law enforcement agencies in order to combat its contemporaries.


Table 1: Pestel Analysis 
(Source: Created by the learner)


Swot Analysis
	Strength
	Weakness

	High income and long-term viability are guaranteed by appealing to the requirements of the global industry. Sony provides a broad variety of popular goods and equipment from household accessories to cell phones and escapism.

Providing relatively strong goods is easier said than done when you don't have your consumers' best interests at heart. Sony's massive R&D expenditures have allowed the organization to continuously deliver high-quality goods.

Sony is one of the most creative businesses, in the world including developed or assisted in the creation of several groundbreaking manufactured products. Sony has made significant contributions to the buyer technology industry from the Trinitron Colour TV to the Blu-Ray disc and the Crystal LED TV.
	Sony is overly dependent on electronic appliances, especially televisions, lenses, and camera technology for smartphones. Sony's gross income fell by 57 per cent in the fourth quarter of the 2019-2020 fiscal year leading to a sudden decrease in technological consumption.

When a business is compromised, it reveals proprietary information to rivals and gives customers the impression that the business is inept (Kelly, 2017). Sony was compromised in 2014, exposing confidential proprietary information and straining relationships with several businesses.

Value is important irrespective of the commodity. Sony sells high-end items that are out of reach for most people. It is a significant flaw because the value deters a significant customer base.

	Opportunity 
	Threat

	From 2018 to 2025, the health screen industry is expected to expand at a CAGR of 4.4 per cent. Sony is already active in this area, and all it needs to do now is improve its photography unit or even just capitalise on the future demand.

Even though Sony's PlayStation unit is a huge partner in the videogame industry, it requires consolidation. For starters, there is a growing desire for smartphone players. Sony has the chance to expand its console market to include more console games.

Rather than relying solely on the appliances industry, Sony can use its immense monetary funds to obtain creative companies in profitable markets such as project management.
	When things are tough, costly luxury items that aren't necessary, such as Sony's, are typically the earliest to go

Technological advancements throughout the last year have allowed start-ups namely Techno as well as TCL to deliver high-quality goods that could compete with Sony's but at a lower cost.

After this rise in the number of gadgets contributed to overabundance, Sony Mobile was pressured to leave Southeast Asia. The market for and competitiveness of Sony's goods will start to plummet as even more corporations engage in trade.


Table 2: Swot Analysis
(Source: Created by the learner)

Segmentation 
Sony can segment the population into specific cohesive subgroups after recognising the particular purchase intention of consumers and gathering the necessary insights from assessments.  Clients' geographical, socioeconomic, psychological, and geodemographic attributes may all be investigated.

Target Market 
When it comes to Sony Corporation, their targeting approach is to aim every one of a variety of categories with a particular sales and technology campaign. Since Sony Corporation offers memory cards, gaming systems, lenses, laptops, tv sets, DVD players, and smartphones, among other things. However, if one is thinking regarding the Sony handset, the company's targeting approach would be to sell a single sales and technology plan to a variety of divisions. However, Sony phones are classified into distinct categories and are targeted at various types of customers.




Positioning 
The positioning strategy outlines how the business would behave in the marketplace in order to achieve the optimal marketing strategy across a specific target group in a specific region (Camilleri, 2018). Sony plans to continue to improve their service much more than practicable. It positions itself in the third quadrant of low price and high quality. 



High Price
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High Quality
Low Quality
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Low Price 





Marketing Mix 
	Factors 
	Description 

	Product
	Sony Ericsson has now gotten a lot of flak for its lack of consistency. Clients did not receive what they may have compensated for, and the business ultimately suffered.

	Price
	Sony Ericsson must concentrate on its pricing structure. Suppliers should be given a selling value, and stringent control must be put in place to guarantee that the product is not compromised by offering at a value that differs from the advanced technology market value.

	Place 
	The Sony Ericsson variants must be put in a category with limited purchasing influence around the world.

	Promotion 
	Commercials on online platforms can be included to market the brand (Pollack et al., 2020).  The goods can also be promoted at activities geared toward adolescents, including certain youth-oriented programmes.

	People
	Sony Ericsson must concentrate its efforts on citizens of various ages and genders. It must reach customers with minimal purchasing power, including those residing in rural communities whereby there are few options for interaction, such as the web and publications.

	Process
	Consumers are loyal to Sony Ericsson's advanced systems, which include equipment, software, and workable ideas.

	Physical Evidence 
	Sony Ericsson can target a specific consumer group including certain remote regions for minimal interaction options, with many of its goods.


Table 3: Marketing Mix
(Source: Created by the learner)


[bookmark: _Toc69987215]Conclusion and Recommendation 
Sony Ericsson is an industry-standard for cell phones, recognized for its revolutionary and trendy designs. However, it is currently performing poorly in the industry as customers are usually picky and prefer the most successful or latest interesting handset in the marketplace. Individuals with a load of expendable cash tended to upgrade their phones every three quarters but with the market lagging, that's no longer the case.
Sony Ericsson needs to keep up with imaginative advertising tactics and pay workers who have original approaches. It can take advantage of technological advances to create more innovative appearances, functionality, as well as user-friendly choices. To draw buyers Sony Ericsson could offer services including certain protection plan as well as compensation.
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