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	Essay: Assessment Component 2

	You are required to critically evaluate and explain the role and activities of the marketing department within your own organisation or an organisation you are familiar with. 


Marketing is increasingly considered as a function in control of generating and delivering value for clients in both the short and long-term. There is a need to concentrate on marketing expertise instead of on marketing job positions. According to Brown (1995 as cited in Hooley et al., 2014: 516), companies may be divided into two groups, ‘those with a marketing department and those with a marketing soul’. This essay is divided into four main sections. The first part will determine the role of the marketing department in the organisational structure of Taybar Security including its development, status and relationship with Human Resources Management (HRM). The second part will establish the main target markets and identify the major audience. The third section will consider suitable media channels and some methods of communication used by Taybar. The last section will examine how successfully marketing campaigns are measured including examples of brand development and market share.  In conclusion, the essay will connect the main points, arguments and provide a summary in response to the essay question.

Without a doubt, the marketing process is vital for Taybar because it keeps us informed about developments in the market and workplace environment. These changes include: more and better educated clients, the shift from a focus on individual sales records to long term client interactions, the function of information technology in evaluating how evolving markets and companies operate, the growth of the network organisation including a portfolio of businesses working together to maximise their ability to create strong partnerships, help to reduce costs and improve efficiencies (Webster 1994 as cited in Hooley et al., 2014). However, the marketing process does not possess a very strong strategic position due to all tasks being delegated to the sales and operations department in Taybar Security. As stated by Greyser (1997 as cited in Hooley et al., 2014), marketing is viewed as the key element in operating a business. All managers of Taybar are aware of the way to accomplish the company’s goals and satisfy its clients. Customer service has constantly been the top priority in Taybar, particularly due to increased competition in the security industry and higher client expectations as well (Hooley et al., 2014).        

Additionally, Simon (1996 as cited in Hooley et al., 2014) states that most firms including Taybar do not really possess marketing departments. These companies show the following features in common: firstly, all members of staff build a close relationship with their customer portfolios. Secondly, they are swift to deal with and solve any client related issues and are prepared to go an extra mile for them too. This effectively means that the performance of all employees influences the happiness of their clients. King (1985 as cited in Hooley et al., 2014) defines ‘marketing department marketing’ as where business hires marketing specialists who may be skilled at carrying out in-depth marketing analysis, but they may not be as good at selling Taybar services to our current and prospective clients. In this respect, the marketing department can be viewed as the only place in which marketing happens, therefore the rest of divisions can continue with their schedules and meet their own objectives. In fact, marketing is crucial for the existence and success of a business, hence it is paramount not to delegate this responsibility only to the marketing department. By nature, the marketing department should be in control of marketing performance, but every employee should become marketing oriented at the same time. This trend has been experienced among businesses. As a result, significantly fewer firms now have an official marketing division which does marketing solely (Hooley et al., 2014). The marketing is a continuous process which will improve Taybar’s understanding of the expectations of its clients (De Chernatony et al., 2010).         

Furthermore, it is necessary that marketing is not only effective in gaining value for Taybar, but that the rest of divisions recognise this contribution to the business. We must ensure that marketing objectives and requirements will always remain the highest priority (CIM, 2017). In our company, HRM has adopted a ‘strategic human resource management’ concept with a focus on coordinating the knowledge and competencies of the entire workforce with the prerequisites for our business strategy. The functions carried out in HRM are closely linked with the aims of the marketing strategy including ‘recruitment, selection, training and development’. Certainly, there is an opportunity for marketing to collaborate with HRM in determining the main factors of staff motivation and the improvement of training schemes, and additionally in conducting the research to examine the ‘internal marketplace’, considering workforce, co-branding relationships and customer care suppliers (Shultz 2002 as cited in Hooley et al., 2014: 461). Taybar Security is working very hard to control the close collaboration, good communication and delivery of brand equity to all target audiences between our marketing and HRM divisions. The significance of the marketing-HRM connection is that our biggest clients get involved in Taybar inhouse HRM functions, for instance: in hiring new personnel. In fact, other operational perspectives of the connection between marketing and HRM problems concentrate on the association between HRM and ‘relationship marketing strategies’ (Perrien 1993 as cited in Hooley et al., 2014: 462) and the requirement to manage HRM procedures to concentrate on customer service delivery (Cripe 1994; Gubman 1995 as cited in Hooley et al., 2014).          

Regarding the key target markets in Taybar Security, Day (1992 as cited in Hooley et al., 2014: 241) states that there are two kinds of markets based on consumers and rival suppliers. Firstly, consumer markets are systems which enable us to sell goods, products and services. Secondly, supplier markets concentrate on all vendors who can fulfil the requirements of our clients and demonstrate usage of similar technology to ours, reasonable ‘production costs’ and distribution channels. Generally, the supplier markets approach is significant for distributing ‘marketing resources’ and running a marketing scheme, for instance: reacting to price reductions and sales division coverage, whereas, the consumer markets concept seems to be more geared towards knowledge of the market forces, the attraction of ‘alternative markets’ and strengthening ‘competitive positions’ in the market.         
The next stage is to analyse the main attributes of our target audience which include its ‘size, structure, trends, needs and characteristics’. The full understanding of Taybar’s stakeholder groups allows us to formulate a solid ‘value position’ and to maximise the likelihood of our services being sold in the competitive environment (UnLtd, 2018: 4-5).  We believe that the most effective method to describe our target audience is by ‘model representations of the ideal customers’ which include their position in the process, their interests and ‘pain points’. We then analyse these factors which assist us in launching a new marketing campaign (Craig, 2016: 3). Simultaneously, general advertising, such as promotional merchandise and adverts can provide evidence of the stakeholder groups to be targeted. The terms used in advertising set the values Taybar is trying to communicate and inform potential clients about the services sold. The media in which the advertising efforts take place also provides clues about the audience to be targeted.  Likewise, the ‘distribution channels’ Taybar selects to get clients involved with its services can provide indications of likely prospective customers. Taybar Security tries to create its marketing strategies based on the ‘differential advantage’ which we possess over our competitors in the market in the West Midlands region. It is paramount to establish our differential advantage on ’customer targets’ and stop attempting to gain a strong position where Taybar will always have lower status in comparison with other suppliers. Basically, offering a service with added value to our clients is the right way to establish ‘competitive advantage’ which every rival company in the market can then follow (Hooley et al., 2014: 113
).

As for Taybar Security media channels, we believe that choice of the correct ‘communication channel’ is based on an awareness of the communication goals, target audience and pros and cons of various methods which are appropriate for our business. The right choice is also crucial for the effectiveness of a marketing and ‘communication campaign’.  From our experience, the best approach to choosing the correct communication method is simply to question our members of staff. Taybar has adopted the following communication channels across our business: ‘one-to-one meetings, memos, manuals and emails’. One-to-one meetings provide privacy when dealing with confidential issues, enable us to have direct interaction with a person and receive constructive feedback. However, they may be time-consuming and depend on the right communication skills of both individuals. Any issues encountered cannot be resolved by an independent person. Memos are useful for complicated concepts to be explained and guidance to be presented in a basic design. On the other hand, they must be correctly composed because they do not enable readers to have an opportunity to ask questions or interpret information. Manuals present instructive and useful guidelines and are mainly used for training purposes and ‘quality procedures’, but they require a great deal of work to ensure that they are utilised and kept up-to-date. Emails are a fast, clear and instant technique of communication used by all employees in Taybar. The entire correspondence can be tracked, and various files can be distributed as well. The danger is Taybar employees sometimes tend to send a lot of data to everybody which causes an issue when important correspondence does not get acknowledged and read in good time (University of Southampton, 2018: 1-3). 

At the same time, choosing the right marketing channels to employ is a difficult decision. There is no ultimate solution for marketing our services. We think that the best route to make this happen is to carefully examine all elements which are important in the selection process. Our client portfolio, accessible funds and services offered assist us to do this (DiSilvestro, 2018). Taybar uses various types of efficient and swift marketing communications with all clients including ‘advertising, public relations, direct marketing and selling’. Overseeing this process, selecting the appropriate means to employ and measuring the effectiveness of these activities are significant marketing competencies (Hooley et al., 2014). In this respect, Taybar needs to decide how to accomplish a unified solution that satisfies and fulfils expectations from our clients who can set out most of the terms and conditions to us. We also need to learn how to cater for unique clients and our biggest account holders and to achieve the sales targets. The truth is that ‘power [has] shifted from the seller to the buyer, it also [has] shifted from headquarters to the field’. Due to the usage of various marketing channels collaborating with each other, efficiency and profitability also need to be included into marketing strategy regarding channel planning and implementation. In the view of other divisions of our business, marketing and sales are identical as they both concentrate on the clients and market. However, connecting sales and marketing divisions has demonstrated that there are and always will be some issues present (Shapiro 2002 as cited in Hooley et al., 2014: 463). 

Furthermore, Taybar can generate more business through ‘relationship marketing’ which concentrates on building a base of reliable and valuable clients. This is performed by determining Taybar unique clients and maintaining positive and close relationships which exceed just ordinary trading operations. In other words, the main goal of relationship marketing is the development of clients’ commitment and retention. We treat all customers the same regardless of their size or importance in the business; this is effectively delivered through discounts and ‘social and structural bonds’. All Taybar managers know many clients personally and whenever required, they are prepared to assist and deal with their complaints promptly and in a professional manner (De Chernatony et al., 2010: 37). Lynch and de Chernatony (2007 as cited in De Chernatony et al., 2010: 179) emphasise the position of the sales department in creating ‘brand relationships’ as well. They argue that brands include both operational and psychological principles and hence a sales representative also incorporates the brand equity. The sales team can tailor and review their style to satisfy the customers’ ways of operating and method of communication. From our experience, customers prefer to work with us because they have become a part of our Taybar family. They feel valued, are happy to recommend our services and get recognised within our business especially when we have delivered the best customer service possible to them (De Chernatony et al., 2010).                                      

With respect to how the effectiveness of marketing campaigns is measured, the first step is to efficiently collect ‘marketing data’ from the Taybar accounts department. Records such as invoices can determine the number of transactions or gaps made in clients’ purchasing and emphasise the most profitable accounts. It is recommended that information about sales should be maintained and stored by a client’s name, nature of their business, location, sales representative details and time scale. Information of this kind will then enable us to highlight customers who are lucrative and in which areas they are based, and also to recognise trends in the market. ‘Market demand measurement’ also justifies a proper grasp of the market which, in this case, is the group of current and prospective clients of services which we provide in the security industry. Taybar utilises various methods to estimate its sales which are based on at least one of the following pieces of information: ‘current or past demand, experimentation or opinion’ (Hooley et al., 2014: 157).    

Analysing efficiency through the criteria outlined above (‘sales revenue, brand awareness and loyalty’) might generate ‘performance metrics’ which do not correspond well together, but this is something which can be resolved by competent marketers. It has been proved that indicating good monetary ‘return on investment (ROI)’ to the executives should and will often be a key performance statistic (CIM, 2017: 2). For our business to boost marketing efficiency, there is a requirement to carefully consider every marketing exercise Taybar does in connection with its delivery and the extent to which the goals of the above criteria including ROI are achieved. Crucial decisions based on our services portfolio and target audience selection must be established in the general ‘business strategy’. Even if our business meets the intended ROI for a specific action but the marketing objectives are not satisfied, this will become a very costly victory after all. Taybar utilises ‘market segmentation’ to determine the most valuable clients who will then drive the main distribution of our resources. The way this gets done is paramount, may be measurable until certain degree and should be cost driven. However, the business statistics such as: profit and loss account may not always forecast the ‘lifetime value of a customer’ (Brown, 2008: 1-2).     

Even if the return (R) and investment (I) figures are exactly known, concentrating solely on the balance sheet may not fully account for what occurs between. Primary marketing activities have to be taken into account, for instance: establishing a brand image, market position, focus on clients and competitive advantage, into all of which Taybar must put resources in before the return on these investments can be received. A few marketing functions must take place at different times in accordance with these medium-term actions to influence our selection of clients, generate income and financial gain. We feel that a general understanding of these practices is crucial. Otherwise, we could invest thousands of pounds in the incorrect target audience, goals and ‘touch point’. An evaluation of ROI which concentrates solely on the final outcome would not highlight in any way why this had occurred. In this respect, it can be quite challenging to investigate why a business did or did not achieve its objectives and in the instance of a fiasco what steps should then be taken to put it right. Therefore, an evaluation of these factors will clarify what is generating income and what ‘marketing levers’ should be used to achieve the intended objectives. A marketing campaign is expected to provide good prospective clients and it is only partly accountable for ‘sales revenue’, whereas the sales team is personally in charge of the revenue as long as it has prospective customers to do business with. Lastly, it is significant to mention that business performance is not done on the computer at the office, but rather in the environment where real client meetings take place. It is clear that a few necessary stages in marketing efficiency are associated with implementation versus the selected methods and strategies (Brown, 2008: 2-3).          

In conclusion, the function of marketing plays a significant part in keeping Taybar Security abreast of changes in its wide and market-oriented economy. All managers of Taybar Security realise that the right way to accomplish its business or societal goals consists in effectively satisfying the requirements and wishes of its clients. The understanding of the client has constantly been our priority number one and due to the increased competition in the security field the client’s options have become much greater. Taybar do not really possess a marketing department because we utilise the two following features. Firstly, we are very closely associated with our clients and make certain that every member of staff is fully aware of his/ her duties in delivering the best customer service possible. Secondly, we concentrate on dealing with clients’ issues through developing the services we offer to them and constantly going the extra mile for them too (Hooley et al., 2014). We are proud to say that marketing is a shared responsibility across the board in Taybar Security (CIM, 2017). We are working very hard to ensure that both marketing and HRM departments cooperate and communicate effectively with each other in delivering brand values to all our clients. The full understanding of Taybar’s target audience allows us to formulate a core value position and to estimate the possible success of our services in the market (UnLtd, 2018). It is difficult to decide what marketing channels should be used because there is no ultimate solution for marketing our services. The Taybar team needs to make the right decisions in providing range of services which satisfy the criteria expected from our clients. We also need to get to know every client individually and how to sell to them regardless of the size of their account. We ensure that all Taybar managers know many of their clients personally, build a good rapport with them, respond to their queries regularly and deal with complaints whenever required (De Chernatony et al., 2010). From our experience, customers prefer to work with Taybar because they become a part of our family. For this reason, they are pleased to talk about and recommend our services to others. They think that they receive a reliable and friendly service from us (De Chernatony et al., 2010). The significance of all these factors interacting with each other is a part of continuing process. A segmentation analysis is built on clients’ requirements, behaviour, ‘financial value and brand equity’ determined by the key ‘opportunity segments of the market’. From the previous discussion, no one method can be used to fully measure and optimise marketing effectiveness, it is necessary to use a blend of various concepts which are built on good grasp of the marketing function. The status of monetary opportunities and issues at various phases may be different. The solution is to accurately formulate the issues and then try to resolve them (Brown, 2008: 4).                                         
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