
[image: Text

Description automatically generated]





Student Name                                : Mohammed Shoeb
Student ID                                      : 2214606
Programme                                    : Master of Business Administration
Module Name                                : MARKETING MANAGEMENT
Module code                                   : LCMB7001
Assignment Title                            : Marketing Management Assessment - 2
Module Coordinator/Lecturer     : Tushara Balendran


Table of Contents
Introduction	3
Background of company	3
a.	Key marketing activities	3
Contribution of the marketing department to shell	4
Pestle analysis	4
Porter’s five force analysis	6
Swot analysis	7
Segmentation, targeting and positioning	8
4 P's of marketing	8
b.	Include Recommendations for future	9
Conclusion	10
Reference list	11



[bookmark: _Toc122866079]Introduction
Marketing activities can be defined as tactics and strategies employed to develop a business to encourage customers to purchase goods and services. It also includes initiatives that are undertaken by a top-level executive of a company to effectively understand the customers, along with conducting market research. This study sheds light on discussing marketing activities of Shell, a company in UK, along with providing a recommendation for improving the operation and Marketing tactics of business.
[bookmark: _Toc122866080]Background of company
Shell is a global group of energy and petrochemical group of companies that are estimated to possess around 86,000 staff in more than 70 different countries. The operation of Shell has been known to operate in different parts of UK since financial year 1897. It is a regarded International energy company that processes expertise in exploration, production of goods, refining process, marketing-based oil and gas, and manufacturing of different chemicals. As stated by Deepak and Jeyakumar (2019), the marketers of Shell primarily used advanced technology and often undertook an innovative approach to aiding businesses in building sustainable energy futures. Different products that are being sold by Shell include gasoline, diesel, heating oil, aviation-based fuel, and sulphur (Shell.co.uk, 2022). The strategy undertaken by the marketing department of Shell includes a demonstration of powering progress based on UK strategy. This strategy is designed to accelerate the transition level of business along with driving progress with the sole purpose of achieving net zero emissions (Panchenko et al. 2020).
a. [bookmark: _Toc122866081]Key marketing activities
The marketing tends to represent a customer-facing business of Shell In the context of demonstrating retail, global and commercial purposes. In words of Kotler et al. (2018), the product that is manufactured in a cell is often marketed around the globe for using it for domestic purposes and industrial along with users in transportation. This included transportation-based fuel, bitumen, sulphur, and Lubricants. The retail sector is regarded as the top mobility retailer in the world, providing services to more than 30 million customers each day which can be estimated to process 11 billion transactions annually. It can further be estimated that the retail sector of Shell operates across the network and also more than 44 networks that operate in 75 different countries (Kim and Moon, 2021).
Scale is regarded as a leading brand, and manufacturing a differentiated product along with services is key to attending success in Shell UK. The brand sold by this company rank one out of 50 different countries. It can be demonstrated that a retail sector of a shell uses different ranges of an operating model. In words of Adams, Freitas and Fontana (2019), the marketing department of this specified company often uses a select model that can primarily be used for optimizing delivery that primarily depends upon geographical area. The marketing department of Shell primarily uses geographic along with segmentation strategies that primarily collaborate to work with different customers. Differentiated as a form of a targeting strategy, it is primarily used in a shell to satisfy the needs of its customers based on respective segments. This company often provides value-added services so that it can distinguish or differentiate itself from other companies that belong to the same segment in order to achieve a competitive advantage. The marketing department at Shell also uses value-based positioning strategies to connect with both communities as well as business organizations (Kotabe and Helsen, 2022).
With more levels of differentiation, more value is estimated to be created, effectively positioning the brand. It can be estimated that expenses of the specified company allocated for research and development activities have been estimated to be more than $ 1050 million demonstrated in financial year 2016. The company often conducts this research function through uses different technology centres that are situated in Canada, India, and China. Hence the above-specified company often holds more than 12,000 both granted and pending patent applications (Gyenge et al. 2021).
[bookmark: _Toc122866082]Contribution of the marketing department to shell
[bookmark: _Toc122866083]Pestle analysis
Political factors
A stable form of government
Multiple factors can be used for determining the stability of government in UK in the implication of the rule of law, controlled or low rate of corruption, along with the effectiveness of governmental policies in different parts of UK. It can be noted that if a government performs well in this specified factor, it will be considered a stable and successful government. Based on information on the ranking of the World Bank, it can be estimated that the UK ranks at the top of the context of political stability that was estimated in financial year 2007 (Chernev, 2018).
Effect of Brexit 
The water Brexit can be demonstrated as the exit of a British from the European-based union; the movement of Brexit has been none to create an atmosphere based on uncertainty level in the last financial year (Iacobucci, 2021). Many people believe on the fact that withdrawal from EU will often result in enhancing the economic prosperity of UK, thereby creating many employment opportunities.
Economic factors
GDP trends
It can be estimated that the nominal GDP of UK was estimated to be 2.744 trillion US dollars that were estimated in financial year 2019. In words of Hua (2019), estimating nominal GDP often puts the UK-based economy in sixth position demonstrated globally fully. On the other hand, the per capita income of this country estimated in 2019 was around 41030 US dollars, which is regarded as the 20th highest level of per capita.
Social factor
Population
Based on information gained from the Office of National Statistics, it can be estimated that the population of UK will reach 74 Million people by the end of financial year 2039. It is a known fact that the UK is regarded as the world's highest consumer market where insurance companies or any healthcare industries are provided undue importance and earn a higher profit (Visconti, Peñaloza and Toulouse, 2020).
Technological factors
UK possesses the world's leading both research and development institute. It can further be demonstrated that the economy of UK provides highest or most significant revenues or opportunities for different entrepreneurs (Grant, 2019).
Legal factors
The company's picture operating their business in UK needs to follow the employment act of financial year 1996. In addition, the Equity Act of 2010 aims to protect people from being discriminated against by race, gender, colour along with other differences (Marinchak, Forrest and Hoanca, 2018).
Environmental factor
UK faces various environmental issues, including bad weather. It can afford estimated that the tourism industry of the UK often tends to generate more than 127 billion a pound each financial year (Hadrian, Milichovský and Mráček, 2021).
[bookmark: _Toc122866084]Porter’s five force analysis
Threats of new entrants [High]
· In terms of innovating new product as well as services threats of new entrance is a considered to be high 
· By building economies of scale so that it can lower the fixed cost dependable on per unit 
Bargaining power of suppliers [High]
· Suppliers are often lying in a dominant position that can decrease the margin the company can earn within the market 
· the powerful supplier in context of oil and gas sector often use their negotiating power for extracting higher prices from the business firms 
Bargaining power of buyers [Medium]
· Buyers are often more demanding as they want to buy the best offering that are available by paying the minimum prices as a possible
· They often provide the pressure on the Royal Dutch Shell implication of a profitability in the long term
Threat of substitute of product as well as services [High]
· When a new app product or implication of a services tend to meet a similar customer need by following a different way the industry profitability tends to suffer. 
· The threat of substitute product as well as services is a considered to be high as it tends to offer a value proposition that is uniquely tends to be a different from present offerings of the industry.
Rivalry among the existing competitors [High]
· When the rivalry among the existing player within the industry it considered to be intense thereby it will drive down prices and will often decrease the overall profitability of the industry. 
· In terms of building sustainable differentiation there lies intense rivalry among each player.
[bookmark: _Toc122866085]Swot analysis
	Strength 
· The highest position in a controlling market
· Following vertical mode of integration
· Capital of exploring
· Research and development
	Weakness 
· Violating laws, including foreign corrupt practices-based act
· An increasing debt of the company


	Opportunities 
· Following a partnership with a prelude
· Increase in energy demand at a global rate (Kukartsev et al. 2020).
· Merging with BG Group in financial year 2016
· Expansion form of a planning process
	Threats 
· Climatic changes
· Political based volatility 


Table 1: Swot analysis
(source: created by a researcher)
Based on the table above, it can be demonstrated that shell can be considered a highly technologically advanced company. This company is associated with a field of extracting oil and fuel along with production. It can further be demonstrated that the marketing department of Shell often utilizes a digital form of marketing platforms, including email SEO, apart from content marketing, with the aim of advertising and educating its customers regarding present and upcoming offers (Krings, Palmer and Inversini, 2021).
[bookmark: _Toc122866086]Segmentation, targeting and positioning
The marketing department at shell often make uses Geographic segmentation strategies with aim of collaborating with different customers. Different targeting strategy is primarily used by the company for a collaborating and satisfying needs and wants of a customer based on respective segments. On the other hand, the marketing department associated with the specified company open make uses of value-based positioning form of strategy with aim of connecting with the communities-based organization through its offering globally. with the implication of a more differentiation strategy more value need to be created thereby positioning the brand in an effective way. The target market of this specified company incorporates market segment of different buyers who are known to share a common needs or characteristics that the business firm often decides to serve.
[bookmark: _Toc122866087]4 P's of marketing
Product
Company Shell in the UK deals with product and product-related services. The product of this company includes petrochemicals and natural gas, along with manufacturing petroleum. In the financial year of 2016, the company successfully acquired a BG group which further expanded its activities concerning deep water-based gas and oil production in different parts of Brazil.
In words of Voskresenskaya, Shandova and Sofiienko (2020), different petroleum products are being sold at retail-based outlets, including engine oil, CNG diesel, and unleaded petrol. Additionally, additional services are being provided by the Marketing Department of Shell, including automotive-based services. It can also be demonstrated that aviation in the above-specified company aims to provide fuel to 800 airports and is regarded as a subsidiary and cheap provider based on a Bitumen solution (Yaneva, 2020).
Place
Shell is considered to be a global company where a network known to be spread over 90 different countries. The company possesses a production of 3.1 million barrels of oil each day. The marketing and management Department of this company realized importance of developing an adequate distribution of policy. This policy was unknown to set up 44,000 service stations in different parts of the globe (Gyenge et al. 2021).
Price
Its strategy of shell implies strengthening its position as a world leader in both the gas and oil industry. It can be demonstrated that the policies of this company are primarily focussed on offers that often aim at providing effective better along with adequate flow of cash. The company Shell has decided on implication of a varied pricing strategy that is effective for business, its investors, and clients (Kim and Moon, 2021).
The premium-based product marketing department of Shell UK often follows a premium-based pricing strategy. In this strategy, retailer often charges a higher margin on different service in their outlet. It can also be demonstrated that in a few cases, they tend to provide free services to maintain loyal customers, thereby providing a suitable balance.
Promotion
Top-level management associated with Shell UK realized the potential of both active and promoting positive ways of marketing. In this context, they have decided to participate in various matters, including environmental safety and social being responsible (Brown, Foroudi and Hafeez, 2019). The brand of a shell company has been unknown to involve in different sponsorship deals with the sole purpose of promoting a brand and its product. This company has recently been involved in different motorsports activities and has been known to be the sponsor for BRM, Ferrari, and Lotus over the past few financial years. The commercials associated with the company often tend to highlight different products that are broadcast on television along with using social media like Internet. In order to reach a million people, the company's marketing department also displayed in magazines and newspapers along the holdings (Bhatt and Gupta, 2018).
b. [bookmark: _Toc122866088]Include Recommendations for future
Marketing is a critical objective of business as without it, the long-term objectives and profitability fail to be undertaken. The recommendation provided for improving marketing and department of the specified company includes:
· Establishment of a cross-departmental workflow 
One of the essential parts of improving market operation is establishing a project-based workflow between marketing and the rest of the business organization. The recommendation can be provided to management associated with Shell to make use of tools for implementing task assignments, setting a deadline along with follow up.
· Gaining knowledge about customers
Most of time, management undertake ineffective marketing and decision as it does not have a primary source of information about the targeted audience. Suggestions can be provided for using CRM and email marketing to promote web traffic in business. The practical and reliable form of marketing often initiates with 360 degrees of understanding customers and providing them highest value. 
Based on bane and accompanying, it can be demonstrated that that that enhance enhancement in customer retention often correlate with a 25% increase in profit. Hence based on the above evaluation, it can be demonstrated mark marketing, a team needs to gain knowledge about a customer.
· Focusing on 20 percent of work tends to bring 80% of result
based on the following Pareto principle, it can be demonstrated that team member needs to focus on 20% of their marketing effort, which tends to bring 80 percent of the business impact
[bookmark: _Toc122866089]Conclusion
Based on above discussion, it can be concluded that marketing is considered to be the core strategy of a business as it aims at enhancing profitability and strategy of a business. Customers are considered essential assets of a business, as, without them, a business will fail to achieve its long-term goals and objectives. It can be recommended to use integrated apps in business to help in gaining more business within less time, with less budget, along with a smaller number of people.
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