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Introduction 
A dynamic environment is present in which business organizations operate, and this has a direct impact on the operating module of these entities. According to Agudelo et al. (2020, p.119094), the dynamics of business operations are influenced by a variety of internal and external factors, some of which are out of their control, such as market conditions. As a result, in order to function effectively in a changing environment, businesses must adapt their strategies and operating modules in order to keep up with the changing dynamics of the business environment. Following the recent pandemic outbreak, businesses around the world have been forced to adapt their operations and marketing strategies to ensure that they can continue to operate in such dangerous times (Alm and Brown 2021, p.621).

Background of the organisation 
A multinational oil and gas corporation with operations in more than 180 countries, British Petroleum is headquartered in London, United Kingdom. This company's global reach can be understood by the fact that it is one of the world's seven "supermajors," or multinational corporations. As of 2020, the company has accrued revenue of US $90.35 billion (bp global. 2021). BP (formerly The British Petroleum Company) is a multinational British oil and gas corporation headquartered in London, England. It is one of the world's seven "supermajors" in the oil and gas industry. It is a vertically integrated company that operates across the entire oil and gas industry, including exploration and extraction, refining, distribution and marketing, power generation, and trading. It is also involved in renewable energy, including biofuels, wind power, smart grid, and solar technology.

As of December 31, 2018, BP operated in nearly 80 countries, produced approximately 3.7 million barrels per day (590,000 m3/d) of oil equivalent, and had total proven reserves of 19.945 billion barrels (3.1710109 m3) of oil equivalent. The company operates approximately 18,700 service stations worldwide. In the United States, its largest division is BP America. In Russia, BP owns 19.75% of Rosneft, the world's largest publicly traded oil and gas company in terms of hydrocarbon reserves and production. [5] BP is a constituent of the FTSE 100 Index and has its primary listing on the London Stock Exchange. It is listed on the Frankfurt Stock Exchange and the New York Stock Exchange as a secondary stock. According to the 2020 Forbes Global 2000, BP is the 357th-largest public company in the world.

BP's origins can be traced back to 1908, when the Anglo-Persian Oil Company was established as a subsidiary of the Burmah Oil Company to exploit oil discoveries in Iran. It was renamed Anglo-Iranian Oil Company in 1935 and British Petroleum in 1954. The company expanded beyond the Middle East to Alaska in 1959, and it was one of the first to strike oil in the North Sea. In 1978, British Petroleum acquired a majority stake in Standard Oil of Ohio. Between 1979 and 1987, the British government gradually privatized the company, which was previously majority state-owned. British Petroleum merged with Amoco in 1998 to form BP Amoco plc, and in 2000 acquired ARCO and Burmah Castrol to form BP plc in 2001. BP was a partner in the TNK-BP joint venture in Russia from 2003 to 2013. BP has been directly involved in a number of significant environmental and safety incidents. Among them were the 2005 Texas City Refinery explosion, which killed 15 workers and resulted in a record-breaking OSHA fine; Britain's largest oil spill, the Torrey Canyon wreck in 1967; and the 2006 Prudhoe Bay oil spill, the largest oil spill on Alaska's North Slope, which resulted in a US$25 million civil penalty, the largest per-barrel penalty for an oil spill at the time. The Deepwater Horizon oil spill in 2010 was the largest accidental release of oil into marine waters in history, leaking approximately 4.9 million barrels (210 million US gal; 780,000 m3) of oil, resulting in severe environmental, human health, and economic consequences[11] as well as serious legal and public relations ramifications for BP. The cleanup response used 1.8 million US gallons (43,000 bbl; 6,800 m3) of Corexit oil dispersant, making it the largest application of such chemicals in US history. The company agreed to pay more than $4.5 billion in fines and penalties after pleading guilty to 11 counts of felony manslaughter, two misdemeanors, and one felony count of lying to the United States Congress. BP and five states announced a $18.7 billion settlement on July 2, 2015, to be used for Clean Water Act penalties and other claims.  The company paid more than $65 billion in cleanup costs, charges, and penalties as a result of the oil spill. BP was responsible for 1.53 percent of global industrial greenhouse gas emissions from 1988 to 2015.
BP has set a goal of achieving net-zero greenhouse gas emissions by 2050. By 2030, BP intends to increase its investments in renewables tenfold and reduce oil production by 40% from current levels.
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	Political factors 
	· There is significant concern about oil spills near international borders.
·  Compliance with energy regulations in the country of operation proves to be a significant impediment to the company's expansion plans.
·  Complying with the supply regulations of Gulf countries has an impact on its operating module.
·  Global shutdowns have had an impact on the company's logistics operations in the United Kingdom.
· As a result of Brexit, it has had to adopt and adhere to new employment regulations.
· The United Nations Conference on Climate Change (COP26) and other environmental protection agreements have an impact on the development plans of the BP group.

	Economical factors
	· Oil spills near international borders are a major source of concern for many people.
· In addition, the company's expansion plans are hampered by the fact that it must comply with energy regulations in its country of operation.
· Conforming to supply regulations in Gulf countries has an impact on the operating module's overall performance.
· It has had an impact on the company's logistics operations in the United Kingdom as a result of global shutdowns.
· The company has been forced to adopt and adhere to new employment regulations as a result of the Brexit vote. In addition, the United Nations Conference on Climate Change (COP26) and other environmental protection agreements have an effect on the development plans of the BP group of companies.

	Social factors
	· Population growth can be beneficial to a company in a number of ways.
·  Increasing the penetration of transportation infrastructure into the living standards of people can be beneficial in terms of increasing oil demand.
· The shift in attitude of employees following the pandemic era is a source of concern for the BP group.
·  The increase in the number of elderly people has reduced the employment prospects of the BP group, and the company's ability to meet their health and safety requirements will necessitate an increase in its operational expenditure.
·  The shift in public opinion toward the use of cleaner fuels and the prevention of climate change threatens to derail the BP group's long-term strategic plan.

	Technological factors
	· The adoption of electric vehicles has increased, which has had an impact on the demand prospects of the BP group of companies.
·  Global shutdowns, combined with increased technological adoption, have resulted in an increase in employees working from home, resulting in a reduction in overall oil demand.
·  The adoption of newer technologies that are more efficient in oil exploration processes may be able to alleviate some of the supply chain issues that the BP group is currently experiencing.
·  Oil refineries owned and operated by the BP group may opt to use incinerators or similar equipment to reduce their carbon footprint. •
· Making use of its resources to expand the R&D capabilities of its organization in order to meet the needs of its future prospects.

	Legal factors
	· Adherence to the legal norms of the country in which it operates is critical to the organization's optimal operation.
· Workforce and employee regulation policies differ from one country to the next, and the BP group must operate in accordance with these differences.
· The BP group's retail outlets require significant investment, and as a result, the company must consider merger and acquisition options in order to meet its growth objectives. As a result, it is necessary to sign memorandums of understanding with the government. • Because its oil exploration plans are primarily focused on international waters, intergovernmental treaties are also involved.

	Environmental factors
	·  The increased use of electric vehicles and other forms of green energy has reduced the demand for oil conglomerates such as the BP group, which has resulted in lower supply.
· The reduction of carbon emissions can help the company advance its agenda for corporate social responsibility.
·  Oil spills have harmed marine life to greater extents than previously thought.
· Adoption of more environmentally friendly methods of environmental prevention at its retail locations can have an impact on consumer behavior and aid in the development of its brand reputation.



SWOT Analysis 
	Strength
	Weakness 
	Opportunities 
	Threats 

	. Since the BP group is one of the world's supermajors, it has access to economies of scale that can be used to completely overhaul markets and pricing structures, as well as crush smaller competitors and expand its businesses indefinitely.
	On a long-term basis, inadequate investment and ventures into non-energy domains can have a negative impact on BP group operations.
	Plans for expansion into non-energy domains and into countries where the company's operations have not yet reached.
	The observance of environmental and social regulations.

	The BP group's diverse portfolio of interests has enabled it to navigate through the pandemic's turmoil. The BP group has made forays into a variety of industries, including lubricants, aviation fuel, and information technology.
	Increases in the number of oil spills in international waters over the past five years have had a negative impact on the company's operations as well as its relationships with subsequent nations.
	Investigate the world of green or alternative energy sources.
	The Gulf countries have a significant impact on the BP group's supply chain because they are major producers and suppliers of crude oil for the company.

	The BP group has a large customer network that spans more than 180 countries and is served by approximately 17,150 service stations worldwide.
	It is no secret that the BP group has been embroiled in a number of controversies involving non-compliance with sustainable practices, which has negatively impacted the goodwill of its stakeholder interests.
	
	

	BP group has established strong customer relationships through the adoption of sustainable business practices and the development of customer loyalty.
	In the long run, over-reliance on crude oil from Gulf countries can jeopardize the company's supply chain objectives.
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Marketing theories 
Several marketing theories, as demonstrated by Capobianco et al.,(2021, p 6266), are used to study and analyze the various factors that can influence the launch or venture of an entity into a new space. It provides comprehensive insights into current consumer trends and behavior, which can be used by businesses to develop marketing strategies that are tailored to their needs.
Ansoff’s Matrix 
	Market Penetration
	Product Development
	Market Development
	Diversification

	· Combined use of competitive strategies of pricing, advertising and sales promotion. 
· Market restructuring through use of aggressive marketing campaigns of promotions directed towards elimination of competitors.  
	· Exploration of new market spaces through venturing into new countries 
· Establishment of ventures into new products such as green energy
· Creation of new channels of distribution 
	· Development of reservoirs and existing transport facilities to avoid oil spills and increased use of existing resources.
· Incorporation of human resources and information technology departments to cater to the changed business environment 

	· Diversification prospects are bleak for oil and gas companies 
· However BP group can adopt the strategy of mergers and acquisitions in countries which are looking into exploring and adopting bio fuels or alternative forms of energy.
· BP group’s new venture BP alternative relies on ventures into alternative fuel space.



4P’s of Marketing
Marketing's four pillars (product, price, place, and promotion) will be discussed in relation to BP group plc. These are: product, price, place, and promotion (Chun et al., 2021, p.353). This marketing mix strategy is being implemented in order to test the four fundamental components of the market space in question. When the above factors are considered together, it provides in-depth knowledge about the viability of a geographic location, the demand for the product in the market, the pricing strategy to be implemented in accordance with the relevant customer pattern observed and feedback received, and finally, the use of the above information to strategize future marketing plans (Cox et al., 2019, p.331).
Product
The BP group operates in two domains: upstream and downstream. It explores, produces, and develops its energy sources in response to the needs of its customers, and it does so in two phases. Three steps comprise the BP group's strategy: exploration of oilfields and gas fields, optimization of assets, and enhancement of operating results (or operations enhancement). BP has a diverse range of business portfolios that range from oil and gas exploration to the provision of information technology services. The BP group is able to expand its market and consumer base because of its diverse product portfolio (Di Vaio et al., 2020, p.283).
Price 
The pricing strategy employed by the BP group is influenced by external factors, and the company has little or no influence over the prices of crude oil and its byproducts, including gasoline. External market factors and the government both have an impact on the pricing of its products (Mohammadpoor and Torabi 2020, p. 321).
Place
With operations in over 180 countries, BP has a diverse product portfolio that is dispersed across this vast geographical expanse. It provides the BP group with a significant amount of market space for its diverse range of products as well as increased exposure in the customer bases of these respective countries.
Promotions
The BP group advertises its products aggressively, but it lacks the aggressiveness necessary to penetrate deeper into the markets where it operates. When it comes to future expansion plans, the strategies currently in use by the BP group are not going to be effective or beneficial to the company (Haseeb et al., 2019, p.154).
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The marketing strategies adopted by an organization are beneficial in the determination of the organization's expansion motives, the optimization of operations, the building of brand rapport, the expansion of the customer base, and the determination of the organization's positioning in the competitive business arena. The marketing strategy that an organization chooses must therefore be in line with its growth objectives in order for it to succeed (Tur-Porcar et al., 2018, p. 452).
Impact on operations 
The application of the marketing strategies listed above will aid in the development of an appropriate marketing strategy for the diverse product portfolio of the BP group. BP Group The application of the marketing strategies listed above will allow the BP group to gain a general understanding of the market dynamics and consumer behavior in the area of expansion or for the introduction of a new product into already established markets (Masucc et al., 2020, p.103283). Before beginning any operations, it is critical to conduct a market analysis to ensure that you have the necessary knowledge of the current trends in use at the location. The ability to tailor products and develop strategies that take into account the perceived notions of customers prevalent in a given country, as well as their cultural values and customs, is a significant advantage for business entities. Adoption of such practices contributes to the development of the business entity's brand reputation and increases the confidence of customers in the product value being provided by the organization.
Marketing should be aggressively pursued by the BP group, which should include airing commercials on television and in newspapers, posting advertisements on social media, and implementing digital marketing strategies. Its advertising campaign should reflect the diverse nature of its products as well as the ways in which its environmentally friendly practices have contributed to the upliftment of society as a whole. This advertisement campaign can include information about the company's CSR activities as well as the steps it intends to take in the future to reduce its carbon footprint. The customization of advertisements in accordance with the regional location, product, and prevalent customs and values of the location will assist the BP group in digging deeper into customer sentiments and building stronger brand relationships with them.
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The application of the marketing strategies listed above will aid in the development of an appropriate marketing strategy for the diverse product portfolio of the BP group. BP Group The application of the marketing strategies listed above will allow the BP group to gain a general understanding of the market dynamics and consumer behavior in the area of expansion or for the introduction of a new product into already established markets (Masucc et al., 2020, p.103283). Before beginning any operations, it is critical to conduct a market analysis to ensure that you have the necessary knowledge of the current trends in use at the location. The ability to tailor products and develop strategies that take into account the perceived notions of customers prevalent in a given country, as well as their cultural values and customs, is a significant advantage for business entities. Adoption of such practices contributes to the development of the business entity's brand reputation and increases the confidence of customers in the product value being provided by the organization.
Marketing should be aggressively pursued by the BP group, which should include airing commercials on television and in newspapers, posting advertisements on social media, and implementing digital marketing strategies. Its advertising campaign should reflect the diverse nature of its products as well as the ways in which its environmentally friendly practices have contributed to the upliftment of society as a whole. This advertisement campaign can include information about the company's CSR activities as well as the steps it intends to take in the future to reduce its carbon footprint. The customization of advertisements in accordance with the regional location, product, and prevalent customs and values of the location will assist the BP group in digging deeper into customer sentiments and building stronger brand relationships with them.
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In the wake of the pandemic, businesses around the world have been forced to adjust their operating models in order to remain competitive. These adjustments include adapting to shifting dynamics of political influence, travel restrictions, shifts in consumer behavior, and a variety of other factors. In a similar vein, the BP group has been adversely affected by the precipitous decline in demand for and price of crude oil over the past two years, and as a result, it is on the lookout for newer strategies and techniques that could aid it in recovering from the effects of the epidemic. It is the goal of this study to provide an in-depth discussion of several theories that can be used by the BP group to market its products, as well as recommendations at the conclusion.
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