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MARKETING FUNDAMENTALS 
Explore range of Marketing Functions within a UK based organisation and how these functions impact customer needs
                              Module’s teacher : Yousuf Kamal 
Executive summary 
The study highlights the role of marketing functions in an organisation along with its impact on consumer needs. For this paper, the marketing function of Burberry has been illustrated by considering its role and impact on consumer needs. It is evaluated that the primary marketing function uses by the leading fashion brand are promotion function, selling function, financial function, pricing function and distribution function. It is analysed that all these marketing functions have influenced the marketing department to sustain the brand image and reputation effectively in the UK country market. Furthermore, it is noticed that these marketing functions create a positive impact on satisfying the consumer needs by creating an emotional attachment with the consumers, increasing their purchasing behaviour, enhancing their awareness of the goods, meeting the current fashion trends and generating memory of the brand. 
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[bookmark: _Toc129804193]Introduction 
In today’s environment, marketing is demonstrated as an ongoing procedure which consists of varied marketing functions for promoting and distributing high-quality services and goods in the market. Marketing provides a wide scope in assisting business organisations to sustain and stabilise their brand position in the market for the long run. Marketing is illustrated as the technique that helps the firm to showcase its offerings to fulfil the needs of the consumers effectively by increasing their satisfaction level. The current study is based on the marketing functions of Burberry which is a leading UK-based fashion company, situated in London, England. The concept of the marketing function and its importance in the current day business environment will also be further discussed in this context. Moreover, the paper will also explain the theoretical frameworks related to marketing function along with the concept of marketing in the business environment. Furthermore, the paper will highlight the impact of marketing functions of Burberry on consumer needs in the UK country market.   


[bookmark: _Toc129804194]Overview of the organisation 
Burberry is a leading luxury fashion house in the United Kingdom that distributes and designs luxury goods in the market. The headquarters of the firm is located in London, England and it was founded by Thomas Burberry in 1856 (Burberry.com, 2023). At that time Thomas Burberry invented the rain-ready fabric gabardine which is hardening water resistant breathable fabric for making the trench coat and currently, it is one of the core business elements of this organisation. Currently, the CEO of the company is Jonathan Akeroyd, Chairperson is Gerry Murphy and CCO is Daniel Lee. The primary products of the company are women’s and men’s apparel, accessories, beauty products, footwear and children's wear. The firm sustains a unique identity among consumers by maintaining quality, creativity and innovation in their offered items. Besides, the rich heritage and history that are built on the principles of the founder also play a significant role in sustaining the brand image of the business in this UK market. 
[bookmark: _Toc129804195]Concept of marketing 
Marketing is the procedure of maintaining and building relationships with consumers and satisfying their wants and needs. It refers to the activity which offers value to the partners, clients, consumers and community as a whole. Marketing involves the process of identifying consumer demands and fulfilling the needs of the people for achieving their organisational goals (Krizanova et al. 2019, p. 7016). The concept of marketing is an organisational-oriented and consumer-oriented approach that fulfils the needs of the societal people and provides better quality goods considering the social act. It is analysed that by using this concept of marketing, Burberry achieve its organisational and marketing objective effectively. 
[bookmark: _Toc129804196]Marketing function and its importance 
The marketing function is demonstrated as an act that helps an organisation to source and identify potentially successful goods or services which the business operates in the marketplace and also promoted them by differentiating them from other similar goods available in the market (Kumar et al. 2020, p. 384-398). Each marketing function comprises a set of tasks and responsibilities for a marketing team to organise, design and execute a successful campaign. It is also refers to the activities of selling, transporting, buying, storing, grading, financing, risk-bearing, standardising and circulating market information. 
The primary importance of the marketing function is that it is considered the pillar of any company. It enables the marketing department to involve in critical activities such as market planning and research that overall can help in enhancing the success rate of the business in its operating markets. Besides, with the help of the different marketing functions, the marketing department initiates effective designs of the goods, introduces distribution and media strategy that is fruitful for the business and also improves their overall branding strategy (Krizanova et al. 2019, p. 7016). Moreover, the marketing function is considered a significant aspect of any organisation that helps in attracting consumers efficiently. Thus, the marketing function helps the Burberry Company to understand their consumer requirement and enable them to collect feedback to make sure that the offered items effectively satisfy the target audience's demands. 
[bookmark: _Toc129804197]Theories related to the marketing function 
The theoretical frameworks related to the marketing function of an organisation are as follows:
The marketing mix 
The marketing mix principle consists of 7 elements for services and 4 elements for products that help businesses to effectively structure their marketing campaigns for attracting the target audience. According to this theoretical framework, the four Ps of marketing that can improve the marketing function of a company are product, promotion, price and place whereas it extended to 7ps by people, process and physical evidence for a service (Shah and Murthi, 2021, p. 772-779). Thus, by using this theoretical model, the marketing department of the Burberry Company can successfully create campaigns for the offered products by using the marketing functions efficiently. It also enables the organisation to use the marketing functions efficiently for passing the business productivity and creating brand value in front of the target consumers. 
Consumer decision-making process 
The theoretical model helps in utilising the marketing function of an organisation properly by allowing them to understand how a consumer makes the decision for purchasing goods or services from a chosen brand of their choice. As per this theoretical framework, the firms uses their marketing functions in such as manner that it can enable them to aware of consumer issue regarding their offered items, their interest and the ways they sustain their loyalty towards a particular brand. Hence, by using this theoretical model, Burberry firm also can use its marketing functions efficiently for increasing the attention of its consumers towards the brand. 
The expectancy disconfirmation theory 
The theoretical framework is preferably used in marketing services to measure consumer satisfaction with the offered items of an organisation. The model helps in analysing the performance of the goods and services in the market as measured or compared against consumer expectations. Based on the prior knowledge of the product, the marketing department of companies uses this theoretical model to ensure whether their goods maintain effective performance in the market as per the expectations of the consumers or if it has failed in satisfying the consumer needs (Shah and Murthi, 2021, p. 772-779). Thus, by using this theoretical framework, Burberry Company can evaluate the experience or performance of the goods in the market and analyse if any changes are needed in their offered items. By calculating the resultant between the performance and expectations of the consumers on the specific product, the company successfully analyse whether the particular item is suitable for business growth or not.    
[bookmark: _Toc129804198]Range of marketing functions in Burberry 
Burberry is a global organisation that operates businesses in more than 51 countries across the nation. In order to maintain a smooth function of the business throughout these locations, the marketing department of the firm is contributing its maximum efforts. The efforts are beneficial for the company to attract and retain consumers through which the business can sustain its brand image in different country markets. However, in the UK market, the range of marketing functions that help the business to grow successfully and attract new consumers towards the business is illustrated below:
Promotion 
One of the marketing functions of Burberry in the UK is to showcase the brand products across the market through different promotional activities. Campbell and Farrell (2020, p. 469-479) suggested that promotion increases the awareness of the brand by educating the consumers regarding the offered items. It emphasises introducing potential consumers to the brand. Thus, by using this marketing function, Burberry improves the profile of the brand in the chosen country market. In order to promote the products in the UK country market, the firm uses advertisements on television, in high-class magazines, in print media and also in online platforms. Morgan et al. (2019, p. 4-29) argue that Burberry preferably uses social media platforms for highlighting and launching the products as well as communicating with their consumers efficiently. Besides, this marketing function enables Burberry to invest in digital marketing for delivering its brand message easily to the target audiences. The firm also uses an influencer marketing strategy for promotional activities where they give advertisements of their goods through celebrities like Kate Moss, Emma Watson and Agyness Deyn. Hence, it is evaluated that this marketing function helps in enhancing the brand name in the global platform. 
Selling
Selling is a marketing function that helps companies to communicate with potential consumers and increase the sales lead of the business. It is a marketing function used by Burberry for maintaining a good relationship with its potential consumers in the UK market. According to Gölgeci and Kuivalainen (2020, p. 63-74), the selling marketing function influences the marketing department of the chosen firm to introduce their goods and answer the queries of consumers relating to their offered product items. By using effective selling techniques the firm effectively distinguished the brand from similar companies present in the market. The common selling techniques used by the company are pop-up store strategy and marketing campaigns in different locations in the United Kingdom. 
The pop-up strategy is to engage the consumers with the brand by informing them about the new products and services offered by the business. This strategy also helps the brand to show out new goods without requiring any physical store presence. Zeithaml et al. (2020, p. 32-51) illustrate that the trendsetting pop-up strategy of Burberry is used as a unique Kiosk-like rollout that helps in introducing any new products to customers in selected locations of the UK. Besides, the marketing campaigns help the firm to maintain its selling marketing function and increase brand awareness in the market. By arranging various events and marketing campaigns in both offline and online platforms, the firm enhances the consumer's attention towards the business which overall supports the marketing function of the business effectively. 
Pricing 
Pricing is a marketing function that determines the cost and value of the goods in the markets. The marketing department of the chosen firm makes sure that the offered prices of the products can easily balance the costs of production and maintain the consumer value extensively. Gilal et al. (2019, p. 29-44) demonstrate that the perceived value of a brand directly impacted the pricing strategy of the business. Thus, to maintain the brand reputation and image in the UK country market, the marketing department of Burberry uses this marketing function carefully so that it can easily attract people towards their offered items. 
The pricing marketing function enables the firm to maintain a premium price range for its high-end products. It is analysed that this luxury fashion house does not compete directly with its rivalries based on the prices of their offered items. The firm differentiates its goods based on durability, perception and design. However, this marketing function enables the brand to miantin a deeper evaluation of the competitor's pricing and market demand respectively. Many scholars argue that consumer willingness and demand for the products help in creating the price of the products (Varadarajan, 2020, p. 89-97). Hence, the pricing marketing function benefited the brand over the competitors as they maintain effective design and quality of the goods that easily satisfy the consumer needs in the market.     
Financing 
Another marketing function of Burberry is financing which involves securing funding both externally and internally to run the marketing campaigns successfully. The marketing department is responsible to secure enough availability of funds for the marketing campaign so that it cannot affect the annual business budget. Xu et al. (2022, p. 102800) illustrate that the Burberry firm uses this financing function to add value to its brand and increases the awareness of people towards the varied offerings in the market. This marketing function enables the marketing manager to prepare the marketing budget for carrying out the different marketing work. By determining the future situation, the marketing department estimates the budget for the marketing activities that should be carried out by the firm in the coming days. A proper financing plan has been made by the marketing department of Burberry so that they can avoid any financial risks in the future while conducting any marketing activities. As per Dost et al. (2019, p. 62-81), the marketing department of the chosen firm predicts the future situation to maintain smooth marketing operations. It also helps the company to take better decisions that should be beneficial for implementing and preparing the budget accordingly. 
Distribution 
According to Tien et al. (2019, p. 134-138), distribution is the procedure of transporting the firm’s services or goods to the consumers without facing any difficulty. Distribution is another marketing function that has been performed efficiently by the marketing department of Burberry to ensure that the products easily reach the target audience within the given time frame. From the company background, it is evaluated that Burberry operates its business through both offline and online channels. Hence, the firm followed a strong network of distribution channels that directly operated both the traditional and digital channels in the UK country market. Ancillai et al. (2019, p. 293-308) suggested that Burberry distributes its products through a diversified channel of wholesale, retail and licensing networks. Besides, the firm manages its business operations through the mainline outlets, stores, digital commerce platforms, concession stores, department stores and multi-brand specialty account stores. 
Moreover, the firm also distributes the products through global franchisees, third-party dealers and branded stores. This marketing function enables the marketing department to ensure that consumers who visited their stores and online website can get their desired items without any delay. In order to get the desired product from the offline stores, the firm introduce digitally influenced and innovative option that makes the purchasing process easier for the consumers. As per Liu et al. (2020, p. 101914), the distribution marketing function influences the marketing department to ensure that their supply chain is efficient and fast as compared to other companies in the market. If the consumers failed to receive the products within the given time frame, then it can reduce their trust and loyalty towards the brand as well as they can shift to other similar companies' products available in the market. Hence, by maintaining an effective distribution marketing function, the firm successfully increases its performance and growth in the market.     
[bookmark: _Toc129804199]Impact of marketing functions on consumer needs 
The marketing functions of Burberry play a significant impact in consumer needs and demands in the UK country market. The marketing functions help in identifying consumer needs along with the ways an organisation can effectively fulfil the demands of the target audience in its operating market. It is analysed that the marketing function of Burberry follows logical steps to fulfil the demands of its target audience so that it can sustain its business performance and growth in the chosen country market. The different impacts of the marketing function on consumer needs are provided below:
Created emotional engagement to fulfil the consumer needs 
The promotion marketing function of Burberry positively impacted consumer needs by allowing the target audience to become aware of the goods offered by the firm in the chosen country market. Nitsenko et al. (2019, p. 131-147) suggested that the promotion marketing function enables the consumers to create an emotional connection with the company and its products respectively. Reviewing the products and analsying their characteristics in different promotional platforms, the consumers evaluate whether it satisfies their needs or not. The advertisement provided by the firm is highly engaging as it influences the audiences to choose their products instead of other company items. It is analysed that the company make the content of the advertisement in such a manner that it can emotionally attract the people as well as fulfil the demand of the individual consumers regarding their offered items. Ibrahim and Harrison (2020, p. 639-658) argue that before introducing a new product, the firm always analyses the consumer feedback so that it can easily satisfy their basic needs and sustain the brand image in the market. Preferably the offered products of the Burberry Company are highly attractive to people due to their designs, quality and durability. Hence, it easily satisfies consumer needs by creating an emotional engagement with its target audience.  
Increases the purchasing behaviour of the consumers 
The selling marketing function increases the purchasing behaviour of consumers by satisfying their needs efficiently. It is analysed that the marketing department of Burberry uses pop-up store strategy and marketing campaigns for increasing the sales rate of the products. Both these factors substantially influence the buying behaviour of the target audience in this chosen country market. The target audience of a firm can maintain its trust in the brand through its visually appealing content and blogs. By considering this fact, Katsikeas et al. (2020, p. 405-424) illustrates that the marketing campaign arranged by Burberry is visually appealing and this creates a positive association with the consumers with the brand. The marketing activities arranged by the firm increase the belief of consumers towards the items. They believe that the offered products can effectively meet their demands. 
Moreover, Angeris and Chitra, (2020, p. 80-91) argue that the marketing department of Burberry collects the feedback of the consumers by using this selling marketing function. This factor of marketing function creates a positive impact on consumer needs by influencing people to increase their trust towards the brand. Furthermore, the proper communication of the brand with the consumers also helps in satisfying the needs of the target audience. When consumers notice that the firm gives them importance, then they automatically purchase products from the brand by thinking that the offered items effectively meet their demands. 
Enhancing the awareness of the consumers 
Katsikeas et al. (2020, p. 405-424) suggested that the pricing marketing function shows that Burberry uses premium pricing of its goods as they provide high-quality and durable items to its consumers. This factor can be impacted effectively on consumer needs as it enables people to aware of the offered goods in the market. Besides, it is analysed that the firm targeted upper-middle and upper-class consumers, therefore, the premium pricing strategy does not impact negatively on the business operation of Burberry in the UK. Dolega et al. (2021, p. 102501) argue that the pricing marketing function enables the consumers to aware of the individual prices of each item offered by Burberry and how they can purchase it. This function can satisfy consumer needs by helping them to compare their products with similar products offered in the market and analyse how Burberry products are better than other items. The pricing marketing function influences the marketing department to draw the attention of the consumer towards the product so that they can get interested in purchasing the item and satisfy their needs.      
Meeting the current fashion trends 
The financing marketing function also impacted positively satisfies the needs of the target audience of Burberry. It is evaluated that this marketing function ensures that the firm completed all its marketing activities successfully within the predicted budget and time. Gupta et al. (2020, p. 210-222) illustrate that the main function of arranging these marketing activities is to increase the awareness of consumers that the firm has successfully met the current fashion trends through its luxurious fashionable items. From the company overview, it is analysed that the financing marketing function helps in meeting consumer needs by reducing their marketing budget and spending the amount on innovating a wide range of fashionable items. The firm believes that creating and innovating the goods as per the consumer feedback report can enable them to successfully meet the customer needs and run their business smoothly in the UK market 
Generating audience memory of the brand 
The distribution marketing function creates a positive impact on consumer needs by helping people to get their purchased product on the given date. Jafari-Sadeghi et al. (2021, p. 100-111) suggested that the distribution marketing function of Burberry influences the marketing department to make sure that the consumers should get their items within the given time. If the target audience gets their product on time then they again purchase other trendy fashionable items from this brand. By maintaining a fast and efficient supply chain and logistic procedures, the company successfully meets consumer demands and encourages them to purchase new items from both its offline and online stores.  


[bookmark: _Toc129804200]Conclusion 
The paper concludes that the marketing function plays a significant role in identifying and sourcing successful services or products that help the business to grow positively in the market. The paper has illustrated the marketing functions of Burberry which is a leading luxury fashion house in the United Kingdom. The primary products of the company are fashionable items, accessories and footwear. It is evaluated that the common marketing functions uses by the marketing department of Burberry are promotion, financing, selling, distribution and pricing functions. All these functions have influenced the business to grow in the chine country market by attracting consumers towards the brand offerings. The marketing functions enable the business to maintain a proper connection with the target audience and satisfy their demands through their offered items. Moreover, it is evaluated that the above-motioned marketing function creates a positive impact in satisfying consumer needs.
.         
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