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Marketing Fundamentals


                                                           Introduction 
The marketing function of any business organisation is considered as the product promotional function that conducts market research, market analysis, product analysis, customer analysis besides promotional activities. Again, marketing fundamentals state different key marketing concepts or terms. In this essay, different key terms of marketing such as processes or stages of marketing, roles of 7Ps or marketing mix and its application will be discussed based on the retail business organisation Amazon. To accomplish this essay, different skills like literature, intellectual, cognitive will be applied besides the extensive level of research. 

Amazon is a multinational tech business organisation that operates globally with the help of huge manpower which is 12,98,000 in number (Smith and Albaum, 2015). It is the number one retail organisation in the UK and one of the top five organisations of the USA tech industry despite getting competition from organisations like Alibaba, Walmart, Flipkart etc.



According to the research of Lancaster and Withey, the success of any business organisation’s marketing department depends largely on the proper execution of the marketing process which is consists of five gradual steps (Lancaster and Withey, 2016).
Researchers Verhage and Visser stated that the overall marketing theory has not developed in a day. The marketing theory has gone through several development processes which can be divided into four stages known as production orientation, product orientation, sales orientation and marketing orientation (Verhage and Visser, 2017).
Researchers Wilmshurst and Mackay stated in their research paper that marketing mix which is being considered as one of the major marketing terms can define both success or failure and plays several roles (Wilmshurst and Mackay, 2016).


The marketing function and its concept has developed gradually. There are four stages in the case of marketing concept and theory where every stage reflects one theory (Visser and Berry, 2019). In the following part, four stages of marketing known as production orientation, product orientation, sales orientation besides marketing orientation are going to be discussed based on Amazon.




The production orientation stage of marketing reflects the theory of production orientation. And this type of theory was broadly used at the very beginning of the industrial and business revolution, but no more applicable in the case of modern business organisations like Amazon where customer satisfaction is considered as the key business purpose (Ivanov, 2016). This production orientation theory doesn’t focus on customer’s needs, wants and demands. But, nowadays, the business success of retail organisations like Amazon largely depends on a bunch of loyal customers which is not possible without ensuring customer satisfaction. Retail business organisation J.C Penney followed that production orientation theory by enhancing production amount and not giving importance towards customer’s demands and observed business failure very badly (Hobson, 2018).
Another stage of marketing theory evolution is product orientation theory that focuses on premium quality products and enhancing the selling amount by providing quality products to the customers. The concept of this theory was originated in 1950 and still, it is applicable in modern businesses like Amazon, Alibaba, Flipkart and others when businesses observe downfall (Visser and Berry, 2019). Under segmentation policy, Amazon offers average to premium products and following this product orientation theory, the organisation offers different supreme quality beauty products besides premium online streaming services. But, this theory has some drawbacks as many customers cannot afford high-quality products with a high price for which some businesses lose customers while following this theory of product orientation. For example, the retail organisation Kmart became bankrupt in 2002 because of following this theory in the wrong market (de Vries and Moscato, 2019). In the African region, nearly 40% of the total population is poor and Kmart offered premium accessories with high quality in that region that resulted in a huge business downfall.
Sales orientation theory is reflected in the sales orientation stage of marketing where businesses emphasize more on increasing sales without thinking about customer’s demands and wants. Ignoring other terms, businesses put more importance on employees related to sales and product advertisement to make customers convinced to buy products. Amazon’s key mission is to satisfy customers to ensure a loyal customer base that will enhance long term business survival (Withey and Lancaster, 2017). For that reason, the organisation does not follow this sales orientation theory. Nowadays, some businesses like Flipkart and Walmart follows this sales orientation where they develop products and then influence customers through digital marketing and other advertisement forms to buy these products or services (Ivanov, 2016). This theory assumes that a high sales level will result in high revenue.
The last stage of marketing theory evolution is marketing orientation and under this theory, businesses like Amazon, Alibaba and Walmart put focus more on customer’s preferences and their expectations (Withey and Lancaster, 2017). Amazon follows this marketing orientation theory strictly and emphasises customer demand analysis, customer-oriented business activities and not only the employees of the marketing department but also every people related to the business focus on consumers. For example, Amazon launched its online streaming service in 2006 considering the increased demand of the customers (Forsyth, 2019). According to recent research, it was said that 55% of the total population of the UK buys clothes and sports goods using online and considering this demand, Alibaba, which is a competitor of Amazon, started offering premium clothing accessories and sport-related products in the UK market. Recent research has shown that nearly 50% of retail business success depend on customer’s satisfaction.
So, there are four stages of marketing and its theoretical evolution and Amazon follows product orientation and marketing orientation theories among them.


Marketing mix allows organisations like Amazon to make strategies related to the product, pricing, promotion, people etc. The roles of the marketing mix are being mentioned below.
Beyond the traditional marketing concept, marketing mix helps Amazon to understand marketing opportunities (Forsyth, 2019). Previously, marketing was just involved in the advertisement. But, nowadays marketing mix inspires businesses like Amazon to focus on market research, customer analysis, product development, sales enhancement etc. Marketing mix provides Amazon advantages while making marketing plan by giving promotional, pricing and product besides people and place related policies (de Vries and Moscato, 2019). Moreover, the marketing mix helps Amazon to ensure customer valuation.




The marketing process helps businesses like Amazon to recognise the organisation’s objectives and provides several strategies to obtain them (Cowan, 2017). The marketing process is the combined form of five steps which will be described below focusing on Amazon. These five steps are known as mission, situation evaluation or analysis, marketing strategy, marketing mix and application besides monitoring and control.
The first step of marketing is the mission that demonstrates the reason for running a business operation. Different organisations possess different missions. For instance, the mission of Alibaba is to become a globally respected retail business organisation and focusing more on profit generation (Stone, 2017). Amazon follows the theory of marketing orientation in the case of mission and following that theory, the organisation emphasizes more on customer satisfaction and offers a better product than competitors focusing on customer’s demand and needs. 


Situation analysis is another step of the marketing process that means the evaluation of the market condition and understanding the internal along with external factors of businesses like Amazon (Baines and Antonetti, 2017). Under this situation analysis, different models or theories like SWOT, Porter’s five factors, 5C analysis, PEST analysis can be used. Amazon mostly applies two models or theories known as SWOT analysis and Porter’s five forces.
SWOT analysis of Amazon is the combined form of strengths, weaknesses, threats and opportunities. The business organisation Amazon has the following strengths like mentionable brand name, a loyal customer base, available third-party sellers, online selling that reduces the cost of physical stores (Smith and Albaum, 2015).
Again, the organisation has some weaknesses like facing huge losses in the Indian market, created negative impacts because of avoiding tax in the UK and USA, high dependency on suppliers and distributors (Leader and Kyritsis, 2014).
Amazon is also facing some threats like economic instability in the UK after BREXIT and high competition from Alibaba, Flipkart etc.
Moreover, the organisation can get some opportunities in business as customers are becoming more online-oriented because of the Covid-19 pandemic and continuous technological support from ZOOX Inc (Cowan, 2017).




Porter’s five forces include competition, Customer’s ability, supplier’s power, Alternative threats and new entrant’s intensity (Baines and Antonetti, 2017). According to porter’s five forces business analysis, in the case of Amazon, the competition level in the market high, buyer’s bargaining power is moderate, supplier’s power is high, power of substitute products is also high and new entrant threat is medium. 
Amazon should reduce dependence on suppliers to get better business output.


The third step of the marketing process is marketing strategy and planning where Amazon sets goals following SMART theory and generates different strategies along with plans (Lancaster and Withey, 2017). Amazon mostly follows two strategical theories in that case known as market segmentation and relationship marketing. 
In the case of market segmentation, Amazon defines target customers and area of business. In geographic segmentation, the organisation runs the business in urban and rural areas all over the world. In demographic segmentation, it targets customers of age ranged from 14 or older besides young people and employees. In the behavioural segment, it has three types of customers like regular, irregular and potential. In psychographic, Amazon targets customers from all social classes (Hobson, 2018).
Another theory that is being used by Amazon is relationship marketing. Amazon keeps good relation with customers providing better customer service and top-notch quality products. Alibaba is one of the competitors of Amazon and uses game theory in the case of marketing strategy where it makes marketing strategies based on the competitor’s moves and policies (Leader and Kyritsis, 2014).

The fourth step of the marketing process is the marketing mix that demonstrates various marketing strategies and policies for businesses like Amazon (Viswanathan and Dickson, 2017). Under the 4Ps marketing mix, Amazon decides strategies about product, price, promotion and place.
Amazon offers a huge range of products such as electronics, skincare, clothing, official products, other accessories etc. Before product development and offering them to the consumers, Amazon applies Maslow’s Hierarchy theory to understand customer’s demands as after fulfilling basic needs, people demand improved products and services (Strauss, 2018).
Amazon mostly follows a competitive pricing strategy where low price is set for products to dominate competitor’s products whereas Walmart who is a competitor of Amazon follows low pricing policy to attract large customer base (Russell, 2019).
Amazon applies planned behaviour theory in the case of promotion where behavioural patterns of the target customers are measured and then needed advertisement strategy are taken. Amazon’s competitor Flipkart follows digital marketing, affiliate marketing and email marketing in the case of promotion (Strauss, 2018).
In the case of people, Amazon uses institutional theory where it ensures employee-friendly organisation culture to keep them motivated (Viswanathan and Dickson, 2017). Besides that, Amazon emphasizes more on customer satisfaction to get business success.
So, these are the marketing mix strategies of Amazon.
[bookmark: _Toc67674359]

The last step of the marketing process is the application, monitoring besides controlling where organisations like Amazon, Alibaba and Flipkart transform their plan into action (Russell, 2019). Necessary funds are collected in that step for product promotion and launch. Amazon conducts regular monitoring to judge organisational goal achievement ability and takes needed steps if it is necessary. Flipkart, a competitor of Amazon, uses a central monitoring system to monitor the progress of organisational goal achievement.
So, it can be stated that these are the five steps of the marketing process which are known as mission, situation analysis, marketing plan, marketing mix and monitoring. Following them all, Amazon is now being recognised as the retail business idol in the world.
















                                                             Conclusion 
This essay discussed many key marketing fundamental terms like marketing process, marketing stages and role of the marketing mix. According to this essay, the marketing process is the combined result of five steps whereas there are four marketing stages and the marketing mix plays different roles within businesses like Amazon.

                                                 References 
Lancaster, G. and Withey, F., 2016. Marketing fundamentals. Routledge.
Verhage, B. and Visser, M., 2017. Marketing fundamentals. Wolters-Noordhoff.
Stone, M.A., 2017. Fundamentals of marketing. Routledge.
Wilmshurst, J. and Mackay, A., 2016. The fundamentals and practice of marketing. Routledge.
Baines, P. and Antonetti, P., 2017. Fundamentals of marketing. Oxford University Press.
Smith, S.M. and Albaum, G.S., 2015. Fundamentals of marketing research. Sage.
Lancaster, G. and Withey, F., 2017. Marketing Fundamentals 2007-2008. Routledge.
Leader, W.G. and Kyritsis, N., 2014. Fundamentals of marketing. Nelson Thornes.
Viswanathan, N.K. and Dickson, P.R., 2017. The fundamentals of standardizing global marketing strategy. International marketing review.
Strauss, D., 2018. Marketing fundamentals for librarians. North Carolina Libraries, 46(3).
Russell, E., 2019. The fundamentals of marketing. Bloomsbury Publishing.
Visser, M. and Berry, M., 2019. Digital Marketing Fundamentals: From Strategy to ROI. Routledge.
Ivanov, S., 2016. Economic and marketing fundamentals of hotel chains. 2016). Routledge Handbook of Hotel Chain Management. London: Routledge, pp.19-26.
Withey, F. and Lancaster, G., 2017. CIM coursebook marketing fundamentals 07/08. Routledge.
Forsyth, P., 2019. The Economist: Marketing: A Guide to the Fundamentals. Profile Books.
de Vries, N.J. and Moscato, P., 2019. Consumer Behaviour and Marketing Fundamentals for Business Data Analytics. In Business and Consumer Analytics: New Ideas (pp. 119-162). Springer, Cham.
Hobson, A., 2018. Fundamentals of cooperative marketing. Journal of Farm Economics, pp.24-29.
Cowan, D.R., 2017. Teaching marketing fundamentals. Journal of Marketing, 12(4), pp.501-503.References

6 | Page

