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Marketing is the process of delivering, communicating, creating and exchanging the service or product offerings to the target clients, partners, consumers or society. In the super-competitive modern-day business environment, marketing has become the main attribute of attracting consumers and thus encounter more sales analytics (Contreras and Ramos, 2016). This considered study thus will evaluate the marketing fundamental evaluation on Sony Company. Sony is one Japanese conglomerate multinational corporation that offers electronic products, video game business and music entertainment. The various stages and processes implemented by Sony like Market Segmentation, Targeting and Positioning along with using Marketing Mix will be the subject of evaluation here. 
[bookmark: _Toc48560557]Definition of Marketing and Marketing Process
Marketing is the set of activities performed by any company for promoting the selling or buying of the services or products. Marketing is thus one management process that includes the attributes like product identification, demand determination, deciding the price analytics, distribution channel selection, and then implementing the promotional strategy (Liu, 2017). Marketing is the management art of delivering and exploring the desired value for satisfying the target market's needs at profitable metrics. Marketing thus not only identifies the target consumers but also ensured the right strategies for attracting them.
There are quite a number of processes in marketing. The first step is to understand the objectives, mission and goals of the company. Then the marketers identify the present situational position of the considered company in the dominant industry by its external and internal evaluation. The next process is to identify the target consumers for the manufactured services or products and understanding their demands through Segmentation and Targeting (Najev Čačija, 2016). The marketing team then identifies the Positioning and distribution channels as per the company’s required resources. Lastly, the actionable measures like promotions, advertising and marketing mix planning are enabled. It is one standardized process of any strategic marketing planning. One diagram of marketing processes is also attached below for a visual demonstration:
[image: ]
Figure 1: Marketing Processes’ diagram
(Source: https://www.slideshare.net/osmawati/marketing-process-overview)
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The internal and external situational analysis of Sony is presented below by certain model-based analysis:
PESTLE
Political: Sony being one multinational corporation has been operating in so many global nations. Hence, Sony is subjected to varied political scenarios. The political stability in Australia and the UK has supported Sony's business there although Sony has been struggling in Syria due to bad government policies and regulations there on global firms. 
Economic: Sony is subjected to get affected by the various economic factors as tax policies, Exchange rates and economic growth and all these factors differ from one nation to another. For example, Sony is doing well in the USA and Japan due to its' favourable interest and exchange rates there (Priporas et al., 2019). 
Socio-Cultural: The changes within the socio-cultural trends have also impacted Sony for years. The UK consumers more inclination to electronic appliances has supported the growth of Sony. 
Technological: Sony is hugely dependent upon the technological advancement, innovative ability and know-how of all its engineers (Alhashash et al., 2019). 
Legal: Sony needs to adhere to many employment and payment-based norms in its operating nations. 
Environmental: Climatic and Weather conditions can also impact Sony’s business. For example, Sony cameras remain in high demands in Syria during winter due to huge tourists’ footfall there. 
Porter’s 5 Forces Model
Competitive rivalry: Sony has a strong force of competitive rivalry and the consumers have low switching cost to switch from Sony to other electronic goods’ companies like LG, Samsung and so on (Alhashash et al., 2019). 
Buyers’ bargaining power: The consumers’ do have strong bargaining power on Sony. It is because the consumers have so many options to choose from. Hence Sony needs to ensure proper quality and pricing metrics for its products. 
Suppliers’ bargaining power: There are huge suppliers available in the electronic industry and firms like Sony always try to switch its manufacturing hubs in China for cheaper labour and export costing. The Suppliers thus have moderate to low bargaining power on Sony (Arshad and Yazdanifard, 2019).
New entrants’ threat: New entrants’ threat is relatively low for Sony. It is because new firms need to deal with the big electronic giants as Sony, LG along with adhering to the complex business policies in the operating nations. 
Substitutes’ threat: There is a moderate threat of substitutes for Sony as Sony’s innovative features are hard to copy. 
SWOT analysis
Strengths: The brand reputation of Sony in the music and electronic goods’ industry is its biggest strength. The technological experts of Sony are also its strength for running the innovation flow in electronic and music gadgets. 
Weaknesses: The high industry costing has impacted the selling price of Sony’s products. The company hence is struggling to mark competitive price for its consumers. Another prime weakness of Sony at present is its venture in so many products (Arshad and Yazdanifard, 2019). It had confused the consumers to choose from a huge range of products. 
Opportunities: The Company has a huge opportunity to expand more globally through its movie and music business. The joint venture with Ericson can also help Sony to enhance its tablet and Smartphones’ reach more internationally. 
Threats: The biggest threat that Sony is facing now is the huge competition from other electronic goods’ manufacturer like Philips, Samsung, Apple and Microsoft. The company is also struggling to stay in business regarding Smartphones (Arshad and Yazdanifard, 2019). The digital network hackers who have leakers Sony’s consumers’ information is another prime threat to it. 
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Segmentation: It is observed that Sony focuses on Demographic and Psychographic market segmentation variables. As per the Demographic segmentation, Sony tries to fulfill the needs of all gender, religion, social class and families’ needs of electronic goods. Sony believes that it can attain a huge amount of revenue by focusing on all demographic consumers’ segmentation. As per the Psychographic segmentation, Sony tries catering to the requirement of personal interests and lifestyle groups’ consumers by proper market understanding and strategies (Hong and WANG, 2017). It is another segmentation strategy imposed by Sony to attain a huge market consumers’ share. 
Targeting: Sony mainly targets all sort of consumers through its wide range of electronic products. They have created products for each income and lifestyle consumers. Sony thus targets teenager, young and middle-aged consumers the most as per their more inclination to electronic goods. The huge product ranges and its variable pricing have helped the consumers to choose their preferred products as per their interests and spending abilities (Trivedi et al., 2018). The prime target segment of Sony thus is middle-class, economy class and high-end consumers. 
Positioning: Sony uses the various positioning strategies to appeal its target consumers’. Sony uses product differentiation tactics to attract consumers by its highly innovative products. "Like No Other" is one such market positioning strategy applied by Sony to promote its differentiated products (Hong and WANG, 2017). The long-run brand image of Sony, Competitive pricing, advertisement strategies like celebrity endorsement and a wide range of promotions have also supported its' positioning stance.  
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Place: Sony ensures that its products reach to all global regions’ consumers. Hence it has enabled a strong distribution network including retailer, manufacturer and consumers. Today Sony uses selective distribution channel comprising of over 7000 partners. 
Price: Sony uses a 3-tiered pricing strategy for satisfying the high-end, middle-class and economy group buyers. Sony also uses Prime skimming strategy and thus charges high for its latest products although later the price decreases. This strategy both helps to enhance profit and sales volume (XUN, 2018). The low cost and differentiation pricing strategies have rather helped Sony to lead the electronic goods’ industry. 
Product: Sony is most popular for its wide product ranges that have high quality. Sony has offered products for each purpose of its consumers like Playstations for gaming purpose, LCD and CCD typed semiconductors, Portable audio gadgets both for home and cars, LED and LCD televisions as Sony Bravia, mobile phones, computers and printers (Banasik, 2016).
Promotion: Sony uses robust promotional campaigns in both offline and online platforms. Sony uses both the print and digital media for promoting its products. The company also uses brand endorsement by prominent celebrities, digital marketing and social media engagement for promotional purposes (Wiebe and Kozmenko, 2019). 
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This entire study premises thus had presented one in-depth evaluation of the marketing fundamentals in the context of Sony. The study had started with providing a general understanding of marketing and its associated processes. Then the situational analysis of Sony had been outlined by analysing its macro-environment through PESTLE and Porter’s 5 Forces. The internal situational analysis had although been demonstrated by SWOT tool. The results clearly showed that Sony Corporation enjoys one strong and potential external and internal scenario. The marketing strategies used by Sony like Segmenting, targeting and positioning the market had been evaluated with a special focus of Marketing mix analytics. 
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Some recommendations for Sony’s marketing are listed below:
· It is recommended that Sony’s marketing team should put extra focus on promoting its Smartphones and tablet typed products. It is only through more promotional activities that Sony Smartphones can regain its market reach and popularity.
· Sony is also recommended to rectify its cyber-security protocol to resist the cyber attacks. It should be included in its marketing drive that Sony team is fully dedicated to provide the consumers full safety.
· Lastly, it is recommended to Sony that it should implement more aggressive digital and social media interactions with its consumers on a regular basis (Banasik, 2016). 
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