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Marketing drives the profitable and mutually beneficial relationship in target markets between an organisation and its new and existing customers. It shows what the company has of value to the customer through engagement and communication with them (American Marketing Association, 2022). All successful companies rely on good marketing as it brings in customers and therefore creates the stream of income for the organisation (Ellis-Chadwick, 2019).  Marketing strategy is a large part of organisational strategy. There are different types of marketing strategy that the marketing department must look at: market segmentation, competitive strategy, brand strategy and environmental analysis (PESTLE analysis). 


The marketing life cycle is one of the core principles of marketing. It involves 5 stages: awareness, consideration, purchase, retention and advocacy (Om, 2022). Marketing is meant to identify the right group of people and the needs that they have. This group may be potential customers so the company will have to find a way to engage with them (Anchors, 2021). Awareness makes potential targeted future customers aware of a need that they have and how the organisation can fulfil it (Anchors, 2021). This involves associating the organisation’s brand with the customer’s need. Consideration is where the potential customer starts to research the organisations services or products. This will involve learning about how the product or service solves the customer’s need and comparing different products or services specifications, pricing, channels of purchasing and how well they fulfil the customer’s needs. The purchasing stage is where the product or service is purchased, and the organisation has a customer. They have now bought from the organisation, and this means revenue for the company. Now that they have shown a commitment by purchasing from the organisation, they now are more willing to invest again if the company caters something towards their needs. Customer retention is the experience that follows the purchase. This can involve educating the customer further about how to get the best out of their new product and answering any questions they have through technical support. It can also involve creating groups of similar customers who can support and learn from eachother. If this is done well, customers remain with the brand and purchase additional products and services. Advocacy is the final stage, as this is where the customers publicly express their delight with an organisation’s products and can even extend to supporting the organisations values and mission statement. Influential advocates can be the most effective form of marketing for an organisation (Om, 2022).




Product marketing is ensuring that products meet market needs and that product lifetime value is optimised. Ensuring that products meet market needs includes product features, specifications, pricing, positioning, associated product services (such as installation) and training materials. Product marketing strategy also creates product ranges to ensure that customers stay with the brand across different market segments. A foundation of product marketing is the product lifecycle. It is a model centred around the life of a product. It has five stages: development, introduction, growth, maturity and decline (Batesole, 2018). 

Development is the stage where the product is being designed and created, it is being prepared to be introduced into the market. The introduction stage is where the product is pushed into the market, since this is where most investment is put into awareness for the customer and achieving market penetration. The growth stage is where customers are now aware of the product and a market share is being formed. 

Maturity is where growth has stagnated and now maintaining market share versus the competition is the focus of the company. It also allows the company to build a reputation and the marketing team has to focus on customer retention. Decline is where sales decline since the product is not competitive or relevant anymore. For every product the company has to manage its product lifecycle. On each of these stages the marketing team has to know where to focus its resources, such as awareness during the introduction stage. Product marketing is the how the marketing team uses its resources to create a higher return on engineering and production investment for the company by maximising the lifetime value for the product.


Market segmentation is the grouping of potential customers with similar needs who will respond in a similar way to marketing actions (TARVER, 2022). It improves company efficiency and minimises costs therefore improving return on investment. Customer groups can be based upon many things such as demographics, geography, language, culture, religion, legislation. Needs are also equally diverse, as customers may be looking for pricing, purchasing channels, service delivery or service level (British Library, 2023). Market segmentation is just as applicable to business-to-business marketing as it is to business-to-consumer marketing. If a company identifies these groups and their needs correctly it has a tremendous positive impact across the company, from engineering and production to sales and marketing. Everything they do becomes more relevant to the target customer. Selecting growing segments ensures an organisation can grow and deliver the best return on capital over the longest period. Finally, good segmentation can create a ‘market of one’ and minimise competition making a product or service tuned precisely to a unique customer (Don Peppers, 1999).




[bookmark: _Hlk122966980]A company’s competitive strategy is probably the most important long-term decision an organisation makes. It defines how an organisation profitably creates value for customers in its target market segments. There are two key models that have been proposed in combating competitive strategy: Porter’s generic competitive strategies (University of Cambridge , 2016) and Porter’s five forces (Harvards Business School, 2023). 
Porter’s generic competitive strategies are divided into four marketing strategies: cost leadership, cost focus, differentiation and differentiation focus. Firstly, cost leadership focuses on engineering and producing a product at the lowest cost so that it can be sold profitably at the lowest price and satisfy the needs of a large market. Cost focus does the same but for a small, specific group. Differentiation profitably sells a larger variety of highly specified products or services at higher prices into a large target group. Meanwhile, differentiation focus sells higher priced, exclusive, luxury items into a very specific market. A company’s generic competitive strategy deeply determines the way the company is run and its cost structure (University of Cambridge , 2016).Figure 1 (University of Cambridge , 2016)


But how do you select the right generic competitive strategy? Porters five forces model determines the amount of profit margin within a market segment and even industry (Harvards Business School, 2023). The level of pressure on profit margins determined by the five forces drives which generic strategy is the best way to complete profitably in an industry or market segment (Investopedia, 2022).  The five forces consist of inter industry competition, threat of new entrants into the market, supplier power, customer power and threat of substitute products.
The first, inter industry competition, is the how hard the industry’s competitors fight and undercut each other and the quantity of competitors in that market. There will be less competition in growing industries, in terms of competition, compared to stagnant industries. The second, the threat of new entrants into the market, is how easily new competitors can easily join the industry and become a new competitor. 
Next is supplier power, which is how easily an organisation can increase prices. For a given raw material needed by an organisation, the number of suppliers and how easy it is to change suppliers determines the power the supplier has over the organisation. In other words, the more open and competitive the supply market is, the less power suppliers have over an organisation (Investopedia, 2022). In a similar fashion, customer power determines how easily an organisation can increase prices with its customers. For a given product, the market-share a customer consumes is related to their buying power with the market’s suppliers. This is enhanced if there are low switching costs between suppliers. If a customer buys the majority of supply in a market and there are low switching costs, suppliers will easily lose substantial market share if they lose the customer. This means they have weak power to influence prices (Harvards Business School, 2023). 
Lastly, the threat of substitutes is how easily the product or the service can be replaced by an alternative technology that offers lower costs or better features. An example is the introduction of CD versus vinyl records. If a replacement is unlikely, then the company will be far more secure and will have the ability to drive up prices far more easily. Understanding the 5 forces in target markets and industries allows an organisation to choose the best generic competitive strategy to grow profitably in that environment. It is one of the most important aspects of a company’s long-term strategy (Investopedia, 2022).


A company’s brand is how they are perceived in the minds of their customers and prospects. According to Jeff Besos, “it is what people say about a company when they are not in the room” (Roy, 2020). A brand is the cumulative sum of all the experiences a person has had interacting with the company and its products. It is a valuable intangible asset for the company as it helps attract new customers, helps drive good customer relationships, and increases the buying and negotiation power of the company with its customers (Kotler, 2018). This too is both important for any business whether it is business-to-business or business-to-consumer companies. As it is an intangible asset it can be difficult to identify the worth of branding as an asset. But a good brand can be worth billions for large companies, for example in 2016, Coca Cola’s brand was valued at $73.1 billion during 2016 for Coca Cola according to Forbes (Erskine, 2017). Since branding is built up through the perception and feelings of the customer, it is grown slowly and nurtured like a plant. If treated carelessly it can be destroyed quickly resulting in long term damage that can even put the company out of business.


PESTLE analysis is the overview of the macro environment (indirect environment) surrounding the company and its outside influences like customers and competitors (Ellis-Chadwick, 2019). It stands for political, economic, social, technological, legal and environmental. It helps managers in marketing strategy and organisational strategy as these situations drastically influence the company (CIPD, 2021). An example of a macro environment affecting companies is the cost-of-living crisis, which is affecting consumer spending, reducing sales of discretionary items like luxury items and restaurant meals. Additionally, companies are having to increase prices, as their own costs are rising due to high inflation. The cost of energy has drastically increased as a result of the continuing war in Ukraine, therefore affecting energy intensive industries like manufacturing and construction (MURRAY, 2022).


The internet has driven huge changes in marketing by introducing a new way for organisations to interact with their customers and making many parts of marketing easier to measure. It can be a very effective way to connect with customers when done properly. Digital marketing requires good strategy and the use of the right channels to connect with customers, and has influenced marketing via all stages throughout the customer lifecycle (Batesole, 2022). Digital media can help spread awareness like paid display adverts, paid searches or appearing in articles and online journals.
The consideration stage can be aided by online videos, blogs and comparison sites. Whilst purchasing can be done online or be linked to promotions, reducing the time for a sale to be complete. This improves conservation of customers.
Customer support and retention can be done digitally through an organisation’s support site and customer user group forums (customer helping other customers). New products and features can be announced to customers via email or social media. Customers can be advocates for the company on review sites, social media engagements or on as a case study on the organisation’s website (Batesole, 2022). Strategic digital marketing requires a company to treat its website as it’s digital interface. A single interface to their markets, hiding the internal complexity of the organisation, while allowing customers and other stakeholders to engage with them easily and seamlessly, no matter where they are in the customer lifecycle with the organisation. The website acts as the centre for all the different digital activities that the organisation has, like paid media, individual search, earned media and social media. Digital marketing allows far more measurement and insight into a customer’s interests and buying behaviour. It can tie together the whole customer journey and make it easy, affordable and seamless for both the customer and supplier (Batesole, 2022). The digital world has transformed the world of marketing and most companies realise this. Marian Burk Wood says that 27% of marketing budgets are invested into digital activities and this is growing every year (Wood, 2017).


Social media is the exchange of information and ideas between users and groups online (Tufts University, 2023). When many people think of social media and marketing, they will associate it with awareness, both with brand and product awareness. But social media has broader uses for marketing such as customer retention via communications with customers. People typically think of the mainstream social media platforms such as Facebook, Twitter and Snapchat. But social media is far more than that. Online forums, blogs and review sharing sites are certain examples of what a company can use for effective marketing. Trust Pilot is a good example of an effective marketing social media platform as it allows professionals and consumers talk about reviewing products and services with absolute transparency (Trustpilot, 2023). This means it can draw in potential customers during the consideration stage from advocates of the product that have used it before. This can be used in business-to-consumer marketing but also the wider business range of business-to-business marketing.

Marketing is central to an organisation. It drives organisations’ strategies for competitive advantage, product development, the customer and succeeding in the macro environment. Good marketing segments a market, ensuring the right products are developed for it. Marketing makes prospective customers aware of the products’ benefits using paid and unpaid media, which is often digital, including social media. It sends these new prospects on a journey, through sales, service and customer support. Digital marketing can wrap a complex organisation in a digital interface, which creates an engaging, integrated and measurable customer journey, which helps retain customers and turn them into advocates. Good marketing creates long term, repeating customers, where customer lifetime value is maximised.
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