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[bookmark: _Toc119174854]Executive summary
Evolution in the marketing field signifies future trends that companies must be vigilant to adapt to retain customers and continue making profits. Such trends include yet are not limited to the dominant nature of customers, the spread of marketing research, the concept of marketing planning, and the sophistication of Marketing Technology. These trends are expected to impact the marketing industry significantly and should be closely monitored. In particular, the trend towards customer-centrality is projected to increase in importance and should be given due attention. Additionally, the increasing use of marketing research should be welcomed by business enterprises as it stands to provide valuable insights into customer needs and preferences. The evolution of global market planning is anticipated to continue, and companies should be prepared to develop effective global marketing strategies.
 The report aims to investigate reliable mechanisms to develop the field of marketing to meet the needs of businesses and consumers better. Additionally, this report will examine future trends in marketing and how companies can adopt these trends to improve the effectiveness of customer service delivery. This report is supported by a case study analysis of Tesla’s market planning process to illustrate a relatable marketing concept and strategy for an easier understanding of Marketing Trends.




[bookmark: _Toc119174855]Introduction
The field of marketing is constantly evolving as businesses strive to understand better and reach their target audiences. In recent years, there has been a shift from traditional marketing techniques, such as print advertisements and television commercials, to more modern approaches, such as online and social media marketing. Social media and the growing popularity of internet have led to this change, making it easier for businesses to reach their target market.
As the marketing field continues to evolve, businesses must adapt their strategies to keep up with the latest trends. The most successful businesses will be those that can identify and capitalize on the latest marketing trends, while the least successful businesses will fail to adapt. This research aims to investigate upcoming developments in the marketing field to understand the evolution of marketing in terms of technology and other dynamism. Furthermore, the research will aim to identify significant shifts in the marketing landscape and explore the implications of these changes for businesses and consumers.
This research undertaking is based on the assumption that marketing will continue to evolve and change as businesses strive to understand better and meet the needs of their clients and that Marketing will become more global in scope as businesses expand their reach to new markets. The final assumption is that social media will continue to play a significant role in marketing, providing a direct way to reach and engage with customers. As such, the limitation of this research is that it fails to consider the possibility that marketing may change in ways that are not currently anticipated. It also needs to consider the possibility that new technologies or changes in consumer behavior may emerge that would completely change the marketing landscape.
[bookmark: _Toc119174856]Literature Review
The marketing environment in commercial engagements entails the interplay of internal and external factors that affect business entities' operations. In most instances, the business is more adaptable to command and control internal factors to their satisfaction than external factors. Both micro and macro environmental factors essentially influence the organization's capability to operate effectively in availing products and services to its chosen market niche (White, 2018). As a result, entrepreneurs and managers must formulate marketing planning strategies responsive to clear decisions that safeguard flexibility and adaptability in business. 
An in-depth understanding of the business core strategy for operations will ensure that specific brands are aligned with consumers' expectations and preferences, thus maximizing loyalty and customer retention. Consequently, Situation analysis of market trends as a fundamental paradigm that reveals dynamic operational mechanisms should be conducted by organizations willing to survive stiff Competition (White, 2018). Business ventures should also incorporate a modern marketing planning process, adjustable to change, instead of clinging to traditional linear plans.
When it comes to planning for contemporary issues in marketing, Tesla's development of technology is a great example to consider. By understanding Porter's Five Force Model, Tesla has developed a clear plan that considers the Competition, the threats of new entrants and substitutes, the bargaining power of suppliers and buyers, and the company's internal strengths and weaknesses.
 In terms of Competition, Tesla has created a unique position by focusing on luxury electric vehicles. This has allowed the company to avoid direct Competition with the major automakers. However, Tesla still faces indirect Competition from other luxury brands and companies, such as Nissan and Lucid Motors, developing their electric vehicle technologies. According to Kissinger (2019), the automotive industry faces little threat from new entrants, but Tesla has still taken steps to protect its technology. The company has filed for over 500 patents and has developed a strong brand identity. Tesla's high-end products also create a barrier to entry for new entrants. 
The bargaining power of suppliers is moderate in the automotive industry. Tesla has worked to develop strong relationships with its suppliers and to integrate its supply chain vertically (Gaille, 2020). This has allowed the company to reduce its suppliers' dependence and negotiate better terms. The bargaining power of buyers is high in the automotive industry. Tesla has responded by offering various customization options and high customer service. 
Tesla's internal strengths include its strong financial position, innovative technology, and passionate customer base. The company's weaknesses include its small size, reliance on government incentives, and limited production capacity (Gaille, 2020). Overall, Tesla has done an excellent job of planning for contemporary issues in marketing. The company understands the competitive landscape and has taken steps to protect its technology and build a strong brand. In addition to its many internal strengths, Tesla also boasts a strong brand in the luxury electric vehicle market.

Marketing Audit is a strategy many business ventures have adopted to determine their asset values. In times of inflation, companies can source financial resources from commercial agencies and meet operational costs quickly (Gillespie & Swan, 2021). The political factors that could affect Tesla's marketing efforts in the future include changes in government policies and regulations related to electric vehicles, Competition from other automakers, and public opinion about Tesla and electric vehicles in general (Giménez, 2022). Changes in government policy, for instance, could impact the availability of subsidies and other incentives that make Tesla's products more attractive to consumers. According to Giménez (2022), Competition from other automakers is another potential threat to Tesla's marketing efforts. If other companies can produce more affordable and more reliable electric vehicles, Tesla could lose market share. Similarly, public opinion about Tesla and electric vehicles could also affect the company's marketing efforts; if negative perceptions about either increase, it could make it more difficult for Tesla to sell its products.
The state of both national and international economies affects the prosperity of business institutions. In particular primary economic factors that occasionally orchestrate this influence include the level of taxation and inflation, the rate of economic growth, the level of unemployment, and the prevailing interest and exchange rates (Nambisan, Zahra & Luo, 2019). Future economic conditions, the inflation level, and interest rates, as well as the GDP growth rate, are all projected factors to influence Tesla's marketing strategies and plans in the future. As such, Tesla must consider all of the pestle analysis of economic factors when formulating its marketing strategies and plans for the future.
[bookmark: _Toc119174857]Integrated Marketing communications, Evolution, current Status and Future Developments
Technology and the media's rapid emergence and evolution have significantly impacted how integrated marketing communication is conducted. While the traditional approach has remained the same, the complexity of measuring returns has increased due to the rise of online platforms and the increasing number of channels that can be accessed (Duralia, 2018). At the same time, it has become more difficult for companies to reach out to their potential markets due to the emergence of smaller and more niche markets. This has led to multiple media platforms communicating messages irrelevant to target audiences. 
Integrated marketing communication aims to create a seamless and consistent message across all channels. This can be achieved through various media, including print, television, radio, and the Internet. In order to maximize the effectiveness of the message, it is essential to select the channels that will be used carefully. The message should also be tailored to the specific target audience. Duralia (2018) posits that integrated marketing communication is a process that should be carefully planned and executed. The first step is to determine the campaign's overall objectives, followed by identifying the target audience and the channels that will be used to reach them. Once these decisions have been made, the company should develop a strategy for creating and delivering the message.
 The message should be designed to be consistent with the company's brand. It should also be relevant to the target audience, having been delivered in a way that is easy to understand and remember. According to Kushwaha et al. (2020), the most effective channel for delivery will vary depending on the target audience. For instance, Tesla uses various integrated marketing communication tools to reach its target market. These tools include online marketing, traditional advertising, public relations, and direct marketing. Each of these tools is used to reach a different market segment and communicate a different message.
Integrated marketing communication has become one of the most widely used marketing management frameworks in the past two decades. Numerous organizations, such as the American Marketing Association and the American Productivity and Quality Council, have shown interest in this field (Kushwaha et al., 2020). From 2014 to 2016, the marketing science institute's priorities were focused on developing and implementing effective integrated marketing strategies. In 2015, the Institute for International Research released a report that found that 62 percent of organizations used or planned to use an integrated marketing communications approach (Kushwaha et al., 2020). The popularity of integrated marketing communications is attributable to many factors:
1. It provides a comprehensive and coordinated approach to marketing that can help organizations achieve their objectives more effectively and efficiently.
2. It helps organizations better understand and manage the relationships between their marketing activities.
3. It can help organizations to measure the results of their marketing efforts better and to optimize their marketing mix.
The future of integrated marketing communication is auspicious. IMC is expected to continue to grow in popularity and effectiveness as a marketing tool. This growth is due in part to the ever-increasing ability of technology to facilitate communication and collaboration between different marketing channels (Duralia, 2018). Additionally, the effectiveness of IMC as a tool for building brand awareness and creating customer loyalty is expected to continue to increase as more companies adopt and refine their IMC strategies.
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Marketing and brand managers today face a number of challenges related to the continuing distinction and concomitant interaction between traditional, usually offline sales, marketing, and communication, as well as the new, interactive online sales, as well as the combination of these modalities. The goal of brand marketing communication activities is to engage customers and prospects and illustrate the results of those efforts in the marketplace. Companies should thus endeavor to adopt customer-centricity. According to Kumar (2018), Customer centricity aligns the company with customers' changing needs and preferences by rethinking the marketing mix and developing customer-centric business models. 
The rethinking of the marketing mix means the development of new marketing strategies for customer engagement, developing new value propositions, and redefining customer segments. Mothersbaugh et al. (2020) assert that developing customer-centric business models means the development of new business models to better support customer engagement, developing new customer service channels, and redefinition the company's value chain. Omni-channel marketing is one such customer-centric approach that has emerged in response to the needs of today's customers. 
Omni-channel marketing is a coordinated, consistent, seamless customer experience across all channels and touchpoints. Omni-channel marketing aims to provide a consistent and coordinated customer experience across all channels and touchpoints to increase customer loyalty, brand awareness, and sales (Kumar et al., 2018). In order to succeed with Omni-channel marketing, companies need to clearly understand their customers, their needs and preferences, and their purchase journey. They also need to clearly understand the different channels and touchpoints their customers use and how these channels and touchpoints interact with each other.
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The skill to understand and analyze market changes has develop a necessary management skill set in marketing due to the quickening pace of change. According to Fahy and Jobber (2019), chief executives of many companies are faced with a constant dilemma because changes are costly and the company's marketing effort must be consistent both internally and externally. Although various changes have occurred in the marketing field, they are not all the same. Some are focused on specific industries. Others are more functional and broad-based. Nonetheless, there are six of these trends that will have a significant impact on every business.
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It is common for companies to focus on the needs and wants of their consumers when it comes to creating new products and services. However, this trend is still in its early stages of evolution. As the number of people who use their products continues to increase, they must understand their future customers (Mothersbaugh et al., 2020). This is very important for senior marketing executives as they have to be able to predict the future demand for their products and services. They also have to ensure they possess relevant resources to keep up with the changes in the market. If they fail to keep up with the changes in the market, their sales efforts might end up being directed to the wrong people.
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Due to the growing interest in scientific marketing, marketing research is expected to increase in contribution and use. If the quality of the information that is being presented could be better, then the research output will be affected. The rise of the American Marketing Association over the past few decades has been attributed to the increasing number of people who are interested in marketing research (Gillespie & Swan, 2021). Most of the increase in membership was due to the association's growth in the number of marketing researchers. In 2010, a study conducted by the AMA revealed that nine out of ten large companies with $25 million or more in sales had at least one marketing consultant.
Today, most marketing research is focused on developing new market potentials, analyzing the buying habits and requirements of potential customers, developing effective marketing strategies, and establishing sales quotas. In addition, studies are conducted on the effectiveness of advertising and the establishment of sales territories. Although marketing research is mainly focused on analyzing the historical and current conditions of the market, it can also be used to develop effective strategies and solutions for future management problems (Fahy & Jobber, 2019). For instance, it can be used to identify the optimal distribution channels for a particular product line.
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The increasing acceptance of the marketing concept in the United States is one of the fundamental trends that will significantly impact how marketing is done in the next few years. This concept has become widely used in the country but can also be inappropriately applied. Marketing is a business philosophy stating that satisfying customers' needs and wants is the key to achieving organizational goals. (Fahy& Jobber, 2019).The main goal of marketing is to create value for the customer. The concept has existed for many years but only gained widespread acceptance in the United States in the 1970s. The philosophy is based on four fundamental principles: customer orientation, integrated marketing, profitability, and social responsibility.
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The marketing industry is undergoing a period of significant change. The most notable changes are the increasing focus on the customer's needs, the spread of marketing research, and the increasing acceptance of the marketing concept. These changes are having a profound impact on how marketing is done and will likely continue to do so in the future. Therefore, business owners and entrepreneurs should identify new marketing trends to stay ahead of the curve and maintain a competitive advantage. Tesla has been at the forefront of improving its marketing strategies by adopting these new marketing trends. For instance, the company has been very customer oriented by ensuring that its products meet the needs and wants of its consumers. In addition, Tesla has been very effective in its global marketing efforts, allowing it to gain a significant market share in many countries. With technological advancement taking shape every day in marketing, it is evident that the future of marketing lies in global marketing and customer orientation.
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Marketing executives need to keep abreast of the latest marketing trends in order to be able to make well-informed decisions. The trends are expected to impact the marketing industry significantly and should be closely monitored. In particular, the trend towards customer-centricity is expected to increase in importance and should be given due attention. Additionally, the increasing use of marketing research should be welcomed by business enterprises as it can provide valuable insights into customer needs and preferences. Finally, the trend toward global market planning is expected to continue, and companies should be prepared to develop effective global marketing strategies. To master the concept of global marketing planning, companies should:
· Focus on the needs, preferences, and expectations of the customer 
· Achieve customer orientation 
· Operationalize the marketing concept
· Achieve profitability 
· Be socially responsible by engaging in corporate social responsibility initiatives.
Furthermore, business entities should embrace technology in order to keep up with the changes in the market, develop effective marketing strategies and be able to predict the future demand for their products and services. Some of the areas that may warrant future research exploration entail the impact of new technologies on marketing strategies, the use of marketing research in decision making and the application of marketing principles in New and innovative ways.
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IMC –Integrated marketing communication
APQC -American Productivity and quality council 
AMA - American Marketing Association
IDP -Institute of Advertising Practitioner
MSI-marketing Science Institute
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