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[bookmark: _Toc10737787]Role and Activities of the Marketing Department
In my undergraduate studies, I worked as a customer relationships assistant Yusen Logistics which is situated in the United Kingdom. This part of the term paper greatly alludes to professional experiences gained as a result of working in the company. The marketing unit in any organizational setting plays a critical part in the advancement of its mission and business activities. The department serves as the face of the entity, coordination, and producing requisite materials representing the firm (Dahl, 2018). It is the obligation of the marketing unit to reach out to potential business deals, clients, investors, and the larger community while at the same time developing an all-embracing image which represents the firm positively. 
Different scholars have stated that marketing is the most vital part of any business, and it creates clients, generates revenues, and guides the future of a firm (Dahl, 2018). The success or failure of business entities is highly attached to marketing effectiveness that it achieves in its operations (Dahl, 2018). The means of generating income for a firm through the marketing department is by increasing the market share of the entity and contributing to its profitability and growth. 
[bookmark: _Toc10737788]Organisational Structure
The sales section was controlled by the executive vice president in charge of marketing and sales who reported to the company’s president. The former’s principal assistants were the sales and marketing vice presidents, each of whom had different duties and responsibilities and reports to submit to their senior (Baker and Saren, 2016). The marketing department in the entity was developed in the early stages of developing the company. It started under the leadership of a sales manager whose main responsibilities included overseeing the distribution channels and managing sales activities. As a startup, the firm was unable to hire expertise from external sources, and the president could double up as the sales manager. In the expansion phase, the firm developed ancillary marketing functions where it grew its operation. At this point, it became necessary to oversee the sales and distribution tasks of the firm as the president focused on other corporate matters. 
Over time, it became important to establish a separate and fully-fledged department with the primary functions of managing marketing activities. There was the appointment of a marketing vice-president who became the leader of other departmental managers (Beller, Weiss and Patler, 2013). The modern marketing department in the organization has been developed in accordance with contemporary marketing practice and theory. It considers different important issues and performs all activities related to the promotion of products and services and seeks cooperation from other units to accomplish optimal customer gratification. 
All the marketing endeavours are methodically integrated to accomplish the desired marketing goals and objectives effectively (Solomon et al., 2016). The department today is tasked with the identification marketing opportunities and preparation of promotional mix. Today, the marketing department in the organisation is well defined and strives to create a reputable brand that is attractive to customers. 
Comparing the structure of the marketing department of the Yusen Logistics and the literature that exist in the field, it is evident that the structure is effective in enabling the business to attain its sales targets. Also, since the number of companies that offer Yusen Logistics services has been rising, the firm that I was working for has a solid marketing structure that could enable it to attain a competitive advantage. 


[bookmark: _Toc10737789]Interrelation with Other Departments
The marketing function in an organisational setting does not exist in a vacuum. Rather, it works in tandem with other departments and develops different cordial associations with them in a bid to pursue common corporate goals and objects (Sidorchuk, 2015). The alignment of activities between the marketing department and other units in the firm ensures that all the stakeholders are working to optimise the entity’s profitability in the long run. There is a need for personnel capacity that is capable of meeting production targets (Sekerin et al., 2018). At Yusen Logistics, there was a healthy relationship between the firm’s marketing and human resources department. In case a position needed to be filled, the marketing manager would contact the human resource departments indicating the attributes that were expected from the qualifying candidate. Consequently, the human resource manager would call upon one marketing department’s representatives during the interview which is an indication of the good working relationship that existed between the two. 
The marketing department works diligently with the finance management team to guarantee that sufficient budgetary allocations are made to meet market research needs. Funding is required for the upgrade and delivery of goods and services, and so the marketing department aims at liaising with the finance managers for the provision of the required finances (Cătoiu and Ioncică, 2017). The marketers are likely to focus on sales volume and establishment of a broad market portion while the finance team concentrates on cash flow, covering overhead costs, and repaying investments promptly (Olson et al., 2018). What I observed at Yusen Logistics was that there was a bit of conflict between the marketing and finance department. Whereas the marketing section was concerned with increasing its target market through promotions, the financial manager seemed a bit sceptical about the increasing cost of operations. Hence, to resolve the above conflict, a budget system should be implemented to ensure that the marketing department spends within a certain limit. 
The marketing and operations heads of departments work closely because the activities of their respective units are also interrelated. Operations at Yusen Logistics was a critical department since it determined the ability to retain customers. The close working partnership between the two departments ensures that adequate research and development plans are developed in a bid to satisfy the current and future demands of clients (Arslanagic-Kalajdzic, Žabkar and Diamantopoulos, 2019). The marketing management team need to ensure that personnel in the production department manufactures to the design specifications and quality standards laid down by clients (Franco, 2018). There was a close working relationship between the two departments such that the marketing department would do a follow up with the operations section regarding the parcels that needed to be delivered to the customers. 
It is impossible for marketers to deliver the desired products and services to clients without liaising with the operations department about quality. The marketing function liaises with the operations team to ensure that the volume of orders generated can be met with a specified time. Marketers want to get the products to the customers soonest possible to develop a sustainable competitive edge against other players in the industry (Tollin and Christensen, 2017). In this process, the operations team contributes by availing the required volume to clients promptly. 


[bookmark: _Toc10737790]Target Market
The audience targeted by the marketing department of the entity for which I used to work was the executive corporate clients. It was a logistics firm which served other corporations with transportation services. The main component of the business was moving parcels from one point to another and ferrying executive stakeholders in different parts of the city. Vehicles used in the business were modelled to fit the status of executive corporate personnel. A majority of the vehicles used were luxury sedans chauffeured by professional drivers. Through market research, it evident that executive administrators desire reliable transportation to their corporate events, meetings, airports, among other destinations. The vehicles providing such services are new, neat, and in excellent working condition, and they are chosen from the sleek design and superior performance on the road. 
The marketing department acknowledges that executive corporate personnel prioritises professionalism. For this reason; professional chauffeurs are hired to drive them to the desired destinations. The chauffeurs are fully permitted and licensed as well as well-trained to handle different situations on the road, and they are required to arrive at the clients’ locations well-prepared and professionally dressed. Executive managers and directors of blue-chip companies are often willing to pay premium prices for high-quality services as compared to other categories of clients (Urry, 2016). 
The former embrace high levels of comfort and convenience, and so as a target market, it becomes vital for the firm to ensure that such conditions are met in service delivery. Higher charges are imposed on these clients as compared to what could be charged on other ordinary customers for a similar service. In totality, the marketing department in the entity had it clear that the target market was the executive corporate class willing to pay premium prices for advanced transportation services (Urry, 2016). 
However, Yusen Logistics ought to have targeted all the markets to enable it to increase its revenues. Although the executive clients used to pay a high fee, the firm did not fully utilize its full capacity, and this could have been attained by targeting the low and medium income earners. 
Media Channels
Looking into the critical analysis of the role of a marketing department, it is instrumental in the selection of media channels used in the sales and promotion functions. Media channels used to reach the customers in the market are mainly categorised into traditional and digital techniques (Danaher, 2017). The traditional approaches include television and radio ads, print publications, billboards, telephone calls, signage, events, and postal services. The digital platforms of marketing include sales websites, affiliate marketing, webinars, e-mails social media, podcasts, and blogs, among others. Both the traditional and digital platforms of marketing aim at publicising the entity and the products and services offered (Henninger, Alevizou and Oates, 2017). 
The media channels that were used to market the service that were offered by the Yusen Logistics were both traditional and digital platforms. Notably, the marketing department focused more on the digital platform which is effective since most of customers have access to the internet. Messages have to be delivered to customers using the appropriate marketing strategic plans and effective communication avenues (Jha et al., 2016). There is a general shift in the corporate sector, where a majority of entities are abandoning traditional techniques for the digital platforms of marketing. Digital marketing is suitable for products that require the attention of broad markets (Kumar et al., 2016). In the future, the marketing president of the company I was working for should consider abolishing the use of traditional media since the customers are easily identifiable and, hence, platforms such as emails can be effective in reaching its target market. 
Below are links indicating the media channels that are used by multinational companies to advertise. 
https://www.youtube.com/watch?v=lpdSlpz1YcU
DHL, for example uses you tube as a way of reaching its target consumers. The number of You Tube viewership has been increasing, which is the reason Yusen Logistics should consider it as a media for advertising. 
https://www.facebook.com/ups/
Also, some companies use Facebook as a mode of advertising. The above link is for United Parcel Service’s Facebook page, indicating all the products that are offered and the contacts that the consumers can use to reach the personnel.  
The above links are an indication that companies are embracing technology as the future trend of marketing. 
[bookmark: _Toc10737791]Measuring Success
The marketing department consumes a large chunk of the organisation’s budget with the expectation that it will pay back and translate into more sales and profitability. Finances allocated to the marketing functions of the entity should be reflected in the form of beating sales targets set by the firm’s management team (Gong, Smith and Telang 2015). Marketers justify their need for financial support by promising to deliver on desirable sales milestones for the organisation. For this reason; it is their responsibility to ensure that their department’s return on investment is financially healthy to the firm. The ability to achieve the set sales targets within the established budgetary allocations is a sign of success on the part of the department (Gong, Smith and Telang 2015). On the other hand, overspending and failing to translate the same into the achievement of a sales target is a failure on the part of the department.  
The marketing function is tasked with the entire organisation’s brand development. Other departments in a firm depend on marketers to convert the “behind the scene” activities into products and amenities that are appreciated by customers in the marketplace. The role of the operations department in a firm is to produce, whereas the marketing personnel presents the products to the potential buyers and convinces them to purchase the items in question (Andrews and Shimp 2017). For this reason; the personnel in the production unit expects that the effort put in work will be appreciated by clients after the marketing team does its work of publicising. Where marketers put the brand image of the firm out to the public and collect feedback from clients, there is a successful operation of the department (Andrews and Shimp 2017). However, failure to create a good reputation and collection of criticism and appreciation from the clients is a failure on the part of the marketing department. 
Among the main objectives of conducting aggressive sales and promotion activities is the expansion of the market portion of a firm. It is the objective of any business organisation to do well against stiff competition in its industry of operation (Brettel et al. 2017). The marketing department is tasked with positioning the products and services of a firm ahead of those of the competitors. Such an approach resonates well with clients and attracts them to the firm, at the expense of the other players in the industry (Brettel et al. 2017). The success of the marketing department in this respect is measured by the extent to which a firm’s products and services do well in the market as compared to those of other players. Industry statistical measures will show empirical evidence of the position that a firm occupies as compared to the peers (Brettel et al. 2017). Successful marketing departments expand the market share of their firms and consume some of the competitors’ whereas unsuccessful units are beaten by other entities in attracting more customers.


[bookmark: _Toc10737792]Promotion Strategy Formulation 
Among the main roles played by the marketing department is the establishment of product and service promotion strategies. Senior marketers in the entity assume the responsibility of setting strategic plans that are in tandem with the firm’s corporate objectives (Liu, Leach and Chugh 2016). For instance, an entity’s objective could be to increase the share that it currently holds in a certain market. It could intend to penetrate a new sector or open another distribution channel in a bid to contact a wider geographic audience. The publicizing department steps in and reaches a consensus with the senior management or board of directors on the strategies to be used to attain the goals and objectives in question (Liu, Leach and Chugh 2016). The liaison must be based on planning the campaigns in detail and looking into potential challenges and overhead costs in the process. Senior marketers ought to align the entity’s marketing strategy with the prevalent conditions and desired outcomes in the long run. 
[bookmark: _Toc10737793]Market Research
The marketing department has an important responsibility for conducting the market research function. Before penetrating a certain market or engaging in new product development, it is important for an entity to conduct due diligence and ensure that it is a viable venture. Research assists business entities to gain a more informed comprehension of customer needs (Skarmeas, Lisboa and Saridakis, 2016). Additionally, it assists business firms in identifying potential market opportunities, competitors’ weaknesses, and strengths. 
With this kind of information, it becomes easy for a firm to take appropriate step to safeguard business with the current clients or win it from weaker rivals. Without conducting market research, it is likely that a firm makes investments and establishes ventures blindly, implying that there are high levels of uncertainty (Skarmeas, Lisboa and Saridakis, 2016). In a majority of proven cases, failure to conduct market research results in an imminent failure of an entity. Additionally, increased competition could lead to an increase in operating cost in organizations since companies have to spend money to attain a comparative edge (Skarmeas, Lisboa and Saridakis, 2016). 
In line with corporate strategy, an entity’s marketing department can conduct its research by looking into websites, market data sets, and industry reports. Studying such statistical metrics and inferring the findings to the prevalent situation in a firm means that the management team can relate its position and the larger economy (Tuten and Solomon, 2017). After conducting empirical research, it becomes vital to contact clients and potential customers to survey their attitudes and needs. 
Understanding the needs of clients is an important factor because they are among the most important stakeholders who influence the operations of the entity. Without clients, there is no essence of engaging in business practices. The interaction between sellers and buyers makes the entire commercial associations sensible (Sajid, 2016). It is the accountability of the marketing section to establish cordial relationships between the firm and its market. In totality, the connection between the firm and the consumers of its products and services is the marketing department. 


[bookmark: _Toc10737794]Product Development
Innovation and invention assist modern business entities in coping with the dynamic nature of the contemporary global economy. The marketing department contributes to these vital developmental elements in a firm by facilitating both the internal and external new product development initiatives. It works with the product development personnel to either improve the existing ones or creating new goods and services (Godey et al., 2016). Throughout the product development procedure, the advertising unit ought to analyse sales of the current products and identify potential gaps within the product variety where there could be openings for the firm. Marketing personnel offer product development teams with vital info regarding customer preferences and needs in a bid to assist them in the establishment of feature enhancement to be incorporated in the new products (Felix, Rauschnabel and Hinsch, 2017). In the advanced stages of development, the marketing unit sets suitable prices for the products and puts in place plans to launch the products and services in question. 
[bookmark: _Toc10737795]Conclusion
The marketing function assists an organisation in presenting its products and services to the clients and convincing them to purchase. Marketers aim at resonating well with clients and having them subscribe to the products and services of their entities. The marketing function today is mainly conducted on digital platforms which have come with high levels of effectiveness in reaching out to customers. There is real-time communication between entities and their potential buyers. However, the digital platforms of marketing are prone to security breach and potential mass backlash in case of unfavourable feedback from clients. Entities have the opportunity of engaging affiliate marketers in a bid to reach out to a broad pool of potential customers. At Yusen Logistics, the marketing function works in tandem with other units such as the personnel management, financial control, and operations departments to realise the overall goals and objectives of the firm. Target markets are identified on the grounds of the entity’s intended service or product delivery and potential customers’ willingness to consume the same. The study reveals that Yusen Logistics should widen the scope of its target market and focus on the small and medium sized entities since it is currently dealing with corporate clients. Marketers are successful in their work if they surpass sales targets, achieve high levels of brand development, and expand the market share of their entities, and vice-versa is true. 
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