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Executive Summary
The objective of this report is to analyse the marketing processes, models and technique used. The evaluation of the external marketing environment will be analyse in order to identify ways forward in the competitive environment. PESTLE analysis will be looked at to identify the opportunities and threats facing Waterstones and an assessment of its strength and weaknesses. This report is aimed at the analysing marketplace of Waterstones Bookseller. Strategic tools of estimation such as PESTEL, and Market Mix will be considered and in conclusion possible recommendation will be reported.
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Introduction
Waterstones is part of the HMV group and it is one of the leading book seller in the United Kingdom. Its provide customers the wider choice and great value, expert advice from a passionate bookselling team. Waterstones aims to excite its customers and continually inspire people to engage in books. Waterstones operates in UK and Europe with about 4500 employees. They also offer free WIFi in stores. This report is aimed at the analysing marketplace of Waterstones Bookseller. Strategic tools of estimation such as PESTEL, Marketing segments and Market Mix will be considered and in conclusion possible recommendation will be reported.

Kotler, (2000), states that marketing audit is a comprehensive independent and periodic examination of company’s units marketing environment. With a view of determining problem areas, opportunities and recommendations to improve the company’s marketing performance. 
Environmental Factors
Waterstones is affected by environmental factors that influence its marketing operations. Organisations can control their internal micro environmental factors but do not have control over PESTLE factors. According to Brassington and Pettitt, (2012), organisations will exist and operate according to the laws in which they conduct their business. Some political environments create obligations while others create opportunities that will affect the organisation. The political factors affecting Waterstones in the UK are mainly trade agreements, regulations and tax issues. Waterstones must follow to copyright and patents protect laws. Copyright infringement by pirates and other online eBook users is copying eBook.

Economic factors like interest rates, fiscal policy affect businesses. McConnell, Brue and Barbiero argue that business operations are affected by changes in the general economic environments (McConnell, Brue and Barbiero, 2008). An economy at this Covid -19 pandemic are experiencing unemployment rate, reducing spending ability whereas a promising economy will have higher spending power and low unemployment. Waterstones have been experiencing effects of fluctuating economy factors.
Social factors such as media and relations have affected most organisations. Social factors affect consumers’ emotions, opinion, attitudes and interest about products. Some consumers are likely to buy books on impulse while browsing the shelves. Waterstones launches it websites where consumers could place their eBooks order. Social changes have risen to new group of consumers. The buying patterns of books across the supermarkets together with my research suggested that new groups of books consumers are emerging. Waterstones has realised the need to offer books in al forms for the customer’s satisfaction in order to enhance the busy lifestyle of consumers. Kotler et al (2005), mentioned that both consumers and marketers awe what the future will bring. One of the predictions is that, there will be less shopping in the supermarkets but online by 2025. 

Technology developments have changed the operation of book retails (Kotler, Wong, Saunders and Armstrong, 2005). Waterstones has incorporated the use of cards and emails to increase customer loyalty and to track customers buying patterns. Technology has resulted into aggressive marketing and has increase social media platforms. Waterstones uses, I Spy, Twitter, YouTube and Facebook to promote the launch of their latest books. Technology enhancement has created niche for all age groups. Marketers must study the consumer habits and expectation in order to survive competition (Solomon, Marshall and Stuart, 2009). Waterstones entered into digital deal with Sony to enhance its eBooks sales.
The copyright laws differ from country to country and can be determined by the e-books and traditional books retailing. There was Net Book Agreement (NBA) that established the recommended retail price. According to (Clark, et al., 2008; Gabriel, 2009) states that only limited discounting models were available. Competition is increase by the fact that hypermarket chains were permitted in selling in lower prices for bestsellers (Gabriel, 2009; Rupp-Serrano, 2005).

Bigger retailers suppress the independent players as they are the minority (Gabriel, 2009).Ethical issues may be associated with the concentration of web portals that provide the opportunity of illegal and free downloads of e-Books which create difficulty in the development of e-book retail. The external environment of bookselling industry and the performance of Waterstones are characterised by the tensions of breaking the copy right laws, economic recession, forced discounting and electronic format. Development in technology increases the book buyers in the UK favour the bookselling industry.
Marketing Segments

According to (Solomon, 2006), market segmentation has enabled companies to divide their markets into smaller segments so that they can reach efficiently with their products and services that match customers need. Companies choose to operate in different geographical segments so they must pay attention to the geographical differences. Waterstones identified major cities in the UK where they opened multiple stores for customers that prefer physical books but the company defies geographical boundaries by launching their website for online and international customers. Marketers prefer using demographic factors in segmentation of their markets because customers’ needs, wants and usage vary with different demographic factors. According to research, Waterstones can use demographic variables to segment its customers through age. Competitors like Mintel Books and ASDA targeted families and women of 25-34 years and offer discounts. 
Adcock and Halborg, (2004), states that psychographic segmentation puts buyers into social class, personality characteristics or lifestyle so as to target all ages. It is a must for Waterstones to use lifestyle segmentation because what consumers buy reflects on their lifestyle. Waterstones can also understand that lifestyle of its potential customers through internet usage so it will enable Waterstones to adapt its eBooks in a user friendly and accessible platform. 
Consumer Decision Making

There are number of factors that depend on consumers buying decision making. Some of the factors relate to marketing environment and others depends on individual characteristics such as learning, personality and attitude (Jobber & Fahy, 2009). Technology and competitive environment have influences purchasing decisions of readers. Waterstones offers discounts and has loyalty cards for their customers in order to track their buying activities. According to (BML, 2007) research, suggested that consumers are likely to buy on impulse while browsing in store and can buy books as gifts.
Marketing Mix

Palmer, (2004), states that there are four elements of marketing mix, price, product, place and promotion. Waterstones can only use price in achieving its marketing objectives as the book industry in UK is experiencing price wars and discount offers especially the eBook sales where competitions cut prices up to half price of the retail cost. Waterstones tries to coordinate its pricing with distributions. Book designs and promotion decisions in order to form a consistent and effective marketing programme. As the industry is competitive, Waterstones has been forced to focus on pricing, promotion and place. Waterstones must recover the cost invested in Sony partnership as it has position itself among the online book retailers. The competitive book industry cannot allow for non-price strategy so Waterstones marketing mix tends to consider the total marketing mix when setting prices. Waterstones must be sure that buyers consider the book they look for must give them the best value not only price alone. 
Current Problems & Recommendations
The recent pandemic has affected the company’s profit. The management must focus on enhancing the company’s profitability and position as an alternative online book store. Waterstones must trim operations at its hub to ensure efficient distribution and refilling of stocks. Waterstones must address the limited choices in eBooks in order to remain competitive. The management of Waterstones bookseller, must guarantee that there is balance between the environmental factors influencing adaptation of marketing segments, marketing and factors influencing the behaviour of consumer’s decision making and marketing mix. The services provided by Waterstones should be of high standard and must be attractive to uphold the loyalty of its customers. Waterstones Book sellers must ensure that their services and brands of authors are different from their competitors. This will increase the trust of e-readers.
Conclusion
Waterstones should support technology initiative in management in order to improve the development competence. This report captures different ways in which the management can see the success of the business in online reading and buying of soft copies. According to (Alderson, W. 1957), it is the lack in the willingness to purchase and pay premiums, poor infrastructure in technology and poor organisational structures. The effectiveness of customer satisfaction and increases in returns, Waterstones will have to review and make a quick adoption of new requirements.
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