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[bookmark: _Toc132904023]Introduction 
The marketing division of a company uses forms of advertising, strategies, procedures, and analytical approaches as a part of the company’s strategy, in creating and implementing marketing initiatives. Advertisement and promotional strategies heavily influence a company or an organization’s ability in generating revenue, establish a positive brand image in the market, establishing a reputation, and understand its target audience. Marketing management aims at ensuring a company's or organization's success by attracting prospective consumers, extending the present clientele base, and improving interaction with clients, which also includes the attempt to establish a positive identity for the organization (Singh and Pillai, 2022). Considering that it is an important aspect of business, this report will take the Sony company into account and demonstrate not only its marketing management but also the macro environmental analysis such as PESTLE, Porter's Five Forces, STP model and SWOT analysis. 
[bookmark: _Toc132904024]MACRO Environmental Analysis (PESTLE) 
The term “macro environment” is used to demonstrate the group of “external factors” or “conditions” that has the potential to influence the performance of a business in a both positive and negative manner (Priporas et al. 2020). To analyse the “external environment”, PESTLE analysis has been conducted below:
Political: According to Sabourin and Jabo (2022), the countries in which Sony operates are politically balanced and have policies that are favourable for promoting increased turnover of the firm. The company’s money earned in business and operations is impacted by government regulations on trademarks, personal data, and content allocation. Consumer demand is usually affected by political conflicts, which can disturb Sony’s supply chain thus making it unfavourable. 
Economy: Sony is known for their gaming, entertainment, and electronics products, so, high consumer mortgage and unemployment rates can reduce customers spending on these products. The profit margins and export revenues of the company are affected by shifts in the currency. Certain global economic conditions also affect the profitability of the business and thus is considered to be unfavourable. 
Social: A change in customer preferences can have a significant impact on the company, as the business is a consumer electronics company that offers a wide range of products (Parkhomenko, 2022). If preferences shift away from Sony’s products, the result can be a decrease in sales, which can lead to a decrease in revenue and profits. 
Technological: Being a technology-based company, Sony needs to stay up-to-date with the latest social trends and technological advancements in order to be able to keep up with this highly competitive market. Copyright and patent laws can affect the firm’s ability to compete in the market. Upgrading the firm’s traditional retail channels is very important due to the growth of e-commerce and online shopping, which otherwise affect the company’s growth and profit margins and can thus be considered as unfavourable. 
Legal: Copyright laws and regulations can impact the company’s ability to protect its brand name. Protecting the customers from unfair business practices is necessary and has a strong impact on the company’s marketing practices (Sony and Naik, 2020). Proper advertising, product labeling, and protection of the personal data of the customers are important. 
Environmental: Consumers are aware of the impact that the products they are purchasing have on the environment. They usually choose products from companies that are environmentally friendly. Sony has to be mindful of their environmental impact and take necessary steps to reduce it, as this will aid in attracting more customers. Initiatives like waste reduction and usage of sources of energy that can be renewed are launched by Sony and its participation is evident in Green Management 2020 (Pestleanalysis.com, 2023). 
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Figure 1: PESTLE Analysis
(Source: enterslice, 2023) 
[bookmark: _Toc132904025]Porters Five Forces 
This model is used to analyze the competitive environment of the market:
Threat of new entrants
According to Goyal (2020), as Sony belongs to an oligopoly market, the extremely high barriers to entry reduce the risk of the entry of new competitors. Established companies like Sony already have all the factors that make it challenging for new companies to compete. It has been inferred from the entire discussion that the threats related to the latest entrants is low.
Bargaining power of suppliers:
Sony’s relationship with the supplier shows that the suppliers have moderate bargaining power in the electronics industry. Being a very established and well-known brand, Sony has certain bargaining powers. The suppliers who hold valuable trademarks and have unique products have the upper hand in bargaining in the market. The observation has been made that the bargaining power related to the suppliers are moderate.
Bargaining power of buyers 
The buyers in this market are open to several options, thus giving them greater power to bargain. Buyers usually look at the price of all the products as they have access to huge amounts of information about competing products, which helps them to take their decisions keeping their finances in mind (Tånnander, 2020). The company’s strong reputation helps to reduce the bargaining power of the buyers up to a certain level. It has been observed that the bargaining power of buyers are quite low
Threat of new substitutes
As technology advances, new products are being launched. The electronics industry has a high threat of new substitutes due to the availability of alternative products. For example, smartphones are replacing old cameras, which is a product category of Sony. Different types of new phones with better features are being launched, so consumers can easily switch from one brand to another. The threats related to the new substitutes are high which can create an unfavourable situation of Sony.
Competitive rivalry
This market usually has established companies, making the rivalry amongst them strong. There are several competitors of Sony, like Apple and Samsung, who give it tough competition. The company is competing with these companies by advancing its products and keeping them unique. There are many competitors and threats related to the competition are quite high which has created a situation of positive externality.  
[image: ]
Figure 2: Porter’s Five Forces
(Source: visual-paradigm, 2023)
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A SWOT analysis, a tool for strategic planning, is used to examine a company's opportunities, threats, strengths, and weaknesses:
Strengths
According to McKinlay et al. (2022), in the electronics and entertainment industries, Sony is a well-known and reputable brand. It has gained market share and maintained customer loyalty thanks to its strong brand reputation. The Play station gaming console, the Walkman, and the Bravia television series are examples of Sony’s cutting-edge products. It has been able to remain market-competition thanks to its capacity for new product development and innovation. Consumer electronics, gaming, entertainment, and financial services are among Sony’s diverse business lines (Van et al. 2022). The risk of remaining reliant on a single market or product line is mitigated by this diversification. 
Weaknesses
 Some of Sony’s product lines, like smartphones and televisions, have seen lower sales. This is a significant shortcoming that may adversely influence the organization’s income and productivity. Sony’s products frequently come with high production costs, which may reduce its profit margins. In some areas, particularly in margin markets, Sony has a small share of the market. The potential for the business to expand as a result of this may be limited. 
Opportunities
Sony’s PlayStation gaming consoles are well-positioned to benefit from the rapidly expanding global gaming industry (Madsen and Stenhim, 2022). Sony can increase the number of streaming services that offer movies and television shows to customers by leveraging its entertainment business.  
Threats: In all of its product lines, Sony faces fierce competition. The profitability and market share of the business may be affected. Consumers may reduce their spending on nonessential items as a result of economic uncertainty and market volatility, which might have an effect on Sony’s business. Sony’s business might be affected by a technological disruption because new competitors might emerge with novel products that are more competitive in the market. 
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Figure 3: SWOT analysis
(Source: tallyfy, 2023)
[bookmark: _Toc132904027]Advantages and demerits of Swot analysis
Advantages
This is considered of the excellent frameworks which helps in the evaluation of the strengths as well as the weakness of the organisation. It assists in understanding the shortcomings as well as the advantages an organisation has that are extremely useful for creating a favourable possibility. 
Disadvantages
It sometimes guides in oversimplifying the facts which are used to make decisions and this can lead to the creation of an unfavourable impact (Kudriavtceva, 2019). 

[bookmark: _Toc132904028]Segmentation, Targeting, and Positioning of the company
Segmentation: Sony uses a combination of demographic segmentation, geographic segmentation, and psychographic segmentation to target different consumer groups. Targeting customers based on factors such as age, gender, income level, and education level is known as demographic segmentation. Sony’s gaming division targets younger consumers preferably between the ages of 15 to 30 who are video game enthusiasts (Kaimann and Cox, 2021). Geographic segmentation involves targeting customers based on their location, such as country, region, or city (Thomas et al. 2021). Sony’s electronic devices although targeting customers globally, put special efforts in specific regions or countries where there is an increasing demand for high-quality electronics. Psychographic segmentation involves targeting customers based on their lifestyle, personality, values, and interest. For example, Sony’s electronic division targets consumers who are interested in modern-day cutting-edge technology, innovative ideas, and design (Lantano et al. 2022). 
Targeting: Sony’s primary target market is tech-savvy consumers who appreciate high-quality electronic gadgets and gaming devices. The company targets consumers who are willing to pay a premium price for exotic products, it also targets gamers who are looking for an immersive gaming experience. Sony’s target customers are typically well-educated, tech-savvy, and have a desire for the latest and greatest products. The organisation has the tendency to follow the norms of differentiated targeting which is for targeting mulitiple audiences that can make the company better off.
Positioning: Sony positions itself as a premium brand that delivers high-quality products and exceptional customer experience, it is known for its innovative design, advanced features, and cutting-edge technology. Sony also positions itself as a brand that cares about its buyers and provides excellent after-sale support. 
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Figure 4: STP Model
(source: i.ytimg, 2023)

[bookmark: _Toc132904029]Marketing mix strategies of the company using 4Ps 
According to De, (2023) marketing mix strategy for Sony’s cooperation with a multinational conglomerate is centered on its products, pricing, distribution channels, and promotional activities. In the entertainment and electronics industries, Sony is a well-known brand (Puyt et al. 2022). To satisfy the requirements of the company’s target consumers, the marketing mix strategy incorporates a combination of product, price, promotion, and location. The 4Ps of Sony’s marketing mix strategy are as follows: 
Product: Sony sells a wide range of consumer electronics, gaming consoles, music, and movie are among them. The company’s primary focus is on creating cutting-edge, high-quality goods that meet the preference and requirements of its target market. Sony thrives with the aim of manufacturing products that fit the brand name. The “branding strategy” of the company enables it to increase its sales. The products are majorly classified as “world’s best”, “world’s biggest”, “world’s first” and so on. To attract potential customers, Sony considers “targeted advertising campaigns” on “social media platforms” like Instagram, Twitter, and Facebook to promote its brand name (Hadi and Hafnidar, 2019).
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Figure 4: Product Variety at Sony
(Source: Sonystyle, 2023)
Price: Sony positions itself as a premium brand that offers innovation and high-quality products, so it prices its products at a premium. In addition, the business offer deals and discount to attract customer and boost sales. Sony utilises a “pricing skimming” strategy. To attract customers for its new customers, the initial price range of products is kept high as customers are willing to pay. After gaining considerable profits, the price is dropped allowing other customers to get their hands on the products (Ali and Anwar, 2021). 
Place: Sony sells its products through a variety of channels, including distributors, retail stores, and online stores (Sabourin and Jabo, 2022). The organization has major areas of strength for a presence and sells its item through its internet business stage and other web-based commercial centers. Additionally, Sony has retail locations in major global cities.

As per the distribution channel of Sony, the organization designs its marketing plans because the firm desires to become available to the customers easily. The distribution network of Sony includes 7000 channel partners and functions in 21 countries around the world. The significant distribution channel of the firm comprises the manufacturer, retailer, and customers. The major wholesale distributors of Sony comprise “Dongsheng International Trade Co. Ltd”, “Best wholesale co. Ltd”, “Front-Page Trade Co. Ltd” and “Denzuke Network Sdn. Bhd” (Antony et al. 2023). However, the distributors are not only restricted to this. The firm also consists of several other distributors. As the brand functions in several countries, there are some countries that prefer products that are durable and last long. In this regard, the distribution channel plays a major role. 
Moreover, Sony being a renowned all around the world. The firm follows some distribution strategies in its stores for Sony products, dealership stores, and shopping sites online. The only items produced by Sony are displayed in Sony stores. These shops have employees that are entirely responsible for answering inquiries regarding all Sony goods (Bahador, 2019). Additionally, behind Sony's business operations, a competent workforce of 100,000 people is present for the smooth conduction of the business processes. The executives of the entity maintain a close relationship with Sony's manufacturing division and with their quick response to orders, this business is capable of satisfying the customer with its products. Dealership stores, on the contrary, also offer different brands along with Sony products. A dealer acquires merchandise from Sony to promote in his store to anticipate more revenue (Ha et al. 2023). Sales are taken into account when the dealer accepts ownership risk of those products. Additionally, as ordering and distribution being simple, online sellers also holds a great deal of potential.

Promotions: Sony promotes its brand in various ways to attract customers and raise brand awareness. Products are promoted by the company through personal selling, public relations, advertising, and sell promotion. In addition, Sony raises brand awareness and promotes its products by sponsoring major sporting events and teams. 
In general, Sony’s marketing mix strategy focuses on making high-quality products through a variety of promotional techniques to raise brand awareness and attract customers. To effectively promote its products, Sony provides “free samples”, “scratch cards”, “discounts”, and many other tactics (Alhashash et al. 2019). Social media is extensively utilised by the company to ensure proper marketing of the company’s products. Along with that, “celebrity promotion” is also considered by the brand.
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Figure 5: 4Ps of Marketing Strategy
[Source: Images.squarespace-cdn, 2023]
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Market Penetrations: 
Sony has the ability to increase production which has guided it in capturing the huge portion of the market that has made the brand better off. It has guided the brand in enhancing the marketing investment along with enhanced distribution (Gao  et al. 2022). The company has been successful in increasing competitive pricing followed by the reduction of operational costs.
Market development
The organisation has been successful in investing in the department of research as well as development which has assisted the organisation in creating the native design that has assisted it to make the market more developed that has accelerated the rate of growth. This is the approach which has assisted the organisation in increasing the business to the global platform. It has helped in enhancing the base of customers.
Product development
The organisation has been active in modifying the existing products. It has been successful in launching new services which have helped the brand in capturing the consolidated position in the market which has made it competitively stronger (Saunders and Bajjaly, 2022). This approach has guided it in enhancing the strategic partnership. It has assisted in improving the quality of the product.
Diversification
The organisation has been successful in introducing both vertical as well as horizontal diversification which has guided it to attract a huge amount of customers and has accelerated the amount of success.
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Figure 6: Ansoff Matrix
[Source: saltstrategy, 2023]
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[bookmark: _Toc132904032]Include recommendations for future marketing strategies for your chosen organization. 
Sony must focus on building a strong social media presence to reach their target audience, which consists largely of tech-savvy millennials and gen z. It must create engaging content, run social media campaigns, and partner with influencers to help spread the word about its products. It also needs to invest heavily in research and development to ensure that its products are innovative and cutting-edge. This strategy would allow the company to achieve “market penetration” providing greater market reach the company. It might also highlight the features and benefits of its products in its marketing campaigns to differentiate itself from its competitors. Sony also needs to focus on providing personalized experiences to their customers, for example, it might use data and analytics to create targeted marketing campaigns that appeal to specific segments of its audiences. Sony might also initiate collaborations with game developers to enhance its gaming content and experiences of gaming devices. This on the other hand might help to build brand loyalty among gamers and encourage them to continue purchasing Sony products. 
Sony also needs to be vocal regarding its commitment to sustainability and social responsibility in their marketing materials. This particular strategy would simply the “diversifucation” of the company allowing reverberation with shoppers who are increasingly worried about the environmental impact of the commodities they buy. It also might use gamification techniques in its marketing campaigns to make them more engaging and interactive, for example, it might create contests, quizzes, or challenges that encourage customers to interact with the brand. This is the market penetration strategy. Sony also needs to create a sense of community around their brand by creating social media groups, and forums, where customers might interact and share experiences with each other. 
[bookmark: _Toc132904033][bookmark: _GoBack]Conclusion 
The most important component for every firm to properly execute and function is marketing management. Companies hire competent marketing managers that provide creative marketing strategies for the business to successfully draw clients and generate income. There are numerous facets underlying marketing management, a few of which were covered above with reference to Sony, a worldwide giant corporation well-known for its work in the electronics, high-tech device, and entertainment sectors. Sony has successfully acquired one of the largest loyal customer bases in terms of its gadgets and entertainment. Sony's macro environmental study has been presented as a PESTLE assessment, where its political, economic, social, technical, logical, and environmental evaluation has been presented together with Porter's five forces. Further, to comprehend the firm's shortcomings and strengths, a SWOT analysis has been provided. The STP framework, which assisted the organization in examining the segmentation, targeting, and promotion, and finally the marketing mix, or 4Ps, which is essential for any organization, have all been accomplished to understand Sony’s marketing management. 
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