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[bookmark: _Toc69914469]Introduction
Marketing is a process that helps to promote the products and the services among the targeted customers so that the competitive position of firms can be improved. At the time of promoting the products and services among the customers, their taste and preference need to be analysed effectively so that in future no issues can occur. The products and the services can be promoted through social media platforms such as Facebook, Instagram and Twitter so that they can reach the right customers at the right time. 
In the present study, the marketing activities of Sony will be discussed.  Sony is one of the most popular companies. The main motive of the organisation is to provide better service to the customers so that the customers’ retention rate can be improved. In the year 1960, the organisation has been launched. The venture has recruited 33,234 employees within the organisation so that the marketing activities can be completed effectively. The companies operating profit has also witnessed a rise by 20%.


[bookmark: _Toc69914470]Concept of marketing and application on the company 
As per the literary underpinnings of Tadajewski (2018), marketing activities play an important role in business organisations because it helps to promote the products and the services among the customers. On the contrary, it has been stated that marketing activities may get affected if the quality of products and services get affected. A marketing concept can be termed as a philosophy that encourages the company to produce its products as per the taste and preference of the customers. The products or the services can be considered as successful if the satisfaction level of the customers can be enhanced
Sony is considered as an organisation that believes that product can be best sold to the customers through proper interaction. At the time of communicating with the customers, the product information needs to be presented effectively. Further, the marketing team of Sony has stated that at the time of communication with the customers the quality of the products needs to be enhanced. Further, after producing a product the feedback of the customers also need to be considered based on the feedback of the customers the improvement of products and services take place.
The management of Sony has stated that marketing products can be done effectively if the advertisement activities can be conducted smoothly. The advertisement is also done based on print media and digital media. The personal selling propositions are also done within the organisation so that the products can be sold from the companies.
The management of Sony has decided that they will reinvent the marketing activities of the organisations so that the products can be promoted among the targeted customers so that the profitability of the firm can be improved.
The management of the organisation has planned that the resources need to be used effectively so that the products can be promoted effectively. Further, the management of the organisation has decided that they will increase the price of the advertisement so that they can gain an edge over the competitions.


[bookmark: _Toc69914471]The advantages of marketing to the customers
Marketing is a process through which the product s can be reached to the customers so that their profit can be enhanced effectively. Further, it has been noted that while promoting the product among the targeted customers, the management of the organisation need to use resources effectively so that the competitive position of the firm can be enhanced. In addition to that, the members of the advertisement department need to communicate with the stakeholders in an effective ineffective manner so that the competitive position can be enhanced. The advantages of marketing to the customers have been discussed below: 
The Company comes to know the presence of the customers
It has been noted that the management of the organisation can come to know labour the taste and preference of the customers while they promote products and services among them. For instance, the management of Sony conducts market analysis so that they can come to know the taste and preference of the customers (Camilleri, 2018)
Enhances the communication between the customers’ and the management
Marketing activities are beneficial for the customers because they have established effective communication between the employees and the customers’ so that the kri9ght b product can be produced at the right time. It has also been noted that the management of Sony prefers to communicate with the customers regularly so that they can know the taste and preference of the customers and produce the services as per their choice Alvarez-Milán et al., 2018).
It also helps to build an effective relation
It has been noted that the management of organisations have realised that marketing has helped the management of the organisation to maintain an effective relationship with the customers. Thus, the products and services are also been produced as per their taste and preference. Thus, the overall output produced by the organisation can also be improved effectively. Further, effective marketing activities is termed as p beneficial for the organisation because it enhances the customer's loyalty towards the produced products (Nguyen-Phuoc et al., 2020)
[bookmark: _Toc69914472]Definition of branding, advantages of branding and the ways it creates customers’ value 
Branding is beneficial to customers’ because it helps to enhance the loyalty of the customers towards the venture. In addition to that, through effective branding different kinds of symbols are being created so that targeted customers can easily recognise the product or the service. The branding of a product can be enhanced if the marketing communication level can be enhanced effectively.  As asserted by Demakova et al. (2020), territory branding is a tool that helps to promote the products among the targeted customers so that the competitive position of the firm can be enhanced. Further, the scholar has also stated that branding increases the usage of modern technology towards the firm. Thus, its competitive position can also be enhanced. Branding can be termed as the symbolic strategic tool which helps the management to promote the products among the targeted customers.
For instance, it has been noted that Sonny has decided to promote one single branding message to their customers so that the products can be effectively promoted among them. Its creative innovation also differentiates its producers from the competitors thus; faith is also being created in the mind of customers. Sony says the 'believe' is the power of inspiration, 'make' is about crafting inspiration into products and experiences for consumers and the 'dot' is where the two sides meet. The current branding slogan of Sony is being moved. It identifies that the customers are attracted towards the organisation because of the innovation that is being included within the organisation. 
The advantages of the branding process have been discussed below:
Branding helps to enhance the profit of the organisation
Branding of products and services help to enhance the value of the product towards the customers so that customers’ retention rate can be enhanced effectively. Further, branding also motivates the management to change their pricing strategy so that they can secure their opposition in the market effectively. 	To supports, a premium branding image in the market the products are relatively high priced as compared to the competitors. Due to the premium pricing strategy, the differentiation strategy of the firm also changes
Branding also helps to limit the existence of new brands in the market thus; the level of brand loyalty will also be enhanced effectively (linkedin.com, 2021)
Branding and enhancement of customers' value branding also help to enhance the value of customer’s value because they have a secured position in the market. In addition to that, branding also helps to enhance the competitive position in the market because it helps to increase the targeted customers. Thus, the productivity of the organisation will also be enhanced. Branding also helps to enhance the customers’ value because it helps to enhance the competitive position of the organisation in the market.
In the above section, it has been stated that the management of the organisation pay attention to the innovation of the products and the services so that the taste and preference of the customers can be enhanced. Thus, it can be stated that the management of the organisation can follow product diversification so that they can sustain the competition level.

[bookmark: _Toc69914473]Define a stakeholder
A stakeholder is defined as that person or organisation that has an interest in the business. Such a person or organisation could influence the working of the business as well as be influenced in the long end (Hein et al., 2017). The interest so mentioned could be identified in terms of business gains, operations and even particular products sold by the organisation in the intended market. 
[bookmark: _Toc69914474]Provide definitions of internal and external stakeholders and provide some examples of your company’s internal and external stakeholders
For any organisation, stakeholders could be both internal and external. An internal stakeholder is defined as those individuals or organisations that have a direct link to the company. Hence, any decision taken by the management has a direct influence on them. On the contrary, external stakeholders could be attributed to those individuals and organisations that have no direct links to the company. However, the actions taken by the management affects such in a comparatively lesser manner (healthknowledge.org.uk, 2021). For an organisation like Sony, some of the examples of internal stakeholders could be attributed to the following:
· Employees 
· Shareholders
· Management
· Investors
The mentioned are considered as internal stakeholders because they have a direct link to the operations and decision making of Sony. For example, in business execution and situation, the employees and management do handling collaboratively. This results in the development of the organisation directly. Similarly, investors could be considered as the internal stakeholders as they are impacted by the performance of the organisation. This includes the growth and sales report coupled with brand awareness of the same in the long end (Baah, et al., 2021). Additionally, based on the performance report of the organisation, the degree of investment and increase in the association is dependent. Direct impact based on the performance of the organisation corresponds to the identification of the profit possibilities on the invested amount. On the contrary, shareholders are internal stakeholders due to two reasons. First, the performance of the company is directly linked to the returns on the investment of the shareholders in the organisation. Additionally, for a publicly trading company, shareholder support must be available for regular business development. 
Similarly, some of the external stakeholders for the organisation could be attributed to the following:
· Customers
· Suppliers
· Local Communities
· Business Partners 
· Government agencies 
The above-mentioned stakeholders are external as neither of them has a direct link to the company. For an organisation like Sony that has a diverse customer base in the global market, the influence of customers is moderate. This is because of the requirement of the gadgets produced by the organisation are being essential in the current market. Additionally, due to the brand name of the company coupled with the quality of the products, it could be mentioned that customers would have less influence on the organisation and vice versa. Similarly, suppliers are the external stakeholders due to the reduction in the bargaining power of the suppliers in the porter five forces matrix (Adelakun, 2020). This is because the common components used for the manufacture of the products could be sourced from multiple suppliers in the long end. Similarly, local communities and business partners are external as the influence on them by direct action is negligible. 
Support to the local communities like providing education to the children coupled with supporting of art and culture, embedding sustainable development through environment improvement and helping of disadvantaged youth. All these activities are based on the leadership of the organisation and the immediate business development functions and hence has no direct relationship among the same. Government agencies, however, could be considered as a stakeholder as based on the returns submitted by the corporation; the volume of tax coupled with adherence to multiple legislations could be identified. This includes the use of the financial report for tax calculation and submission, gender pay gap report for projecting the application of multiple employment-based regulations with the workplace (campaign.odw.sony-europe.com, 2021).
[bookmark: _Toc69914475]State how the company communicates with their stakeholders and how the stakeholders affect the marketing activities of your chosen company.
Due to the larger volume of the stakeholders, multiple modes of communication could be identified. These are irrespective of the type of stakeholders and could be used by anyone that is influenced by the organisation in some form or other. 
· Application of direct communication
Direct communication is mostly done with the internal stakeholders. This is through internal office memos and the updates for executive business functions in the long end. In some cases, direct communication could be attributed to the use of open letters from senior management to all stakeholders irrespective of the type. An example, in this case, corresponds to the letter penned by the CEO of Sony to the shareholders in 2019 (prnewswire.com, 2021).
· Application of report based communication
In this segment, communication to the stakeholders is through multiple types of report. This includes the annual report, sustainability report as well as corporate social responsibility report. The use of each of the mentioned report is however subjective and has specified interests. For example, the annual report is used to communicate the overall performance of the organisation coupled with a change in senior leadership and management (sony.com, 2021). On the contrary, a sustainability report is being used for the identification of the sustainable process implemented by the organisation including aspects of recycling and waste management. Similarly, the CSR report is used for communication with societies and local bodies about the possible aid that would be coming their way. This is because; CSR activities are executed through collaboration between an organisation and the local bodies (s). 
The marketing of an organisation is based on the identification of the demand of the stakeholders coupled with reaching out to the same for business development. For an organisation like Sony, it could be mentioned that stakeholders affect marketing activities in multiple mechanisms. Due to the high variation in the product portfolio, Sony has implemented varied marketing strategies and activities over the years. The demand of stakeholders influences the form of marketing. Evidence of the same could be attributed to the Sony Walkman marketing that advertised meeting the specific needs of the stakeholder (startups.co.uk, 2015). On the contrary, for price-sensitive markets, activities are more concerned with competitive pricing coupled with improving the value for the customer relative to the cost of the product. This is additionally applicable for those consumer attractions that focus on the quality and value of the product relative to the cost. For example, the Play Station Ad presented a high-quality experience for the gamer community through the 'Heart' advertisement (campaignlive.co.uk, 2021). The influence of stakeholders in this case corresponds to the demand for effective experience rather than just an upgrade based on the previous versions. 


[bookmark: _Toc69914476]Recommendations
Based on the analysis conducted, it could be inferred that as an organisation, Sony should implement the following recommendations:
· Focus on e-commerce
· Development of integrated devices for the market
Due to the COVID-19 pandemic and the associated fall in the global economy, the possibility of sales in the premium category would be hit. Additionally, customers would look to avail an integrated system that would have multiple functions rather than focusing on individual instruments. Hence, the development of the integrated services would be beneficial for the organisation as well as the employees. This is because, in terms of beta testing of the product, no third party organisation would be required. The high number of Sony employees would be enough for the same. Additionally, such integrated devices could be marketed based on clusters that would increase the possibility of sales for the organisation in the long end. The process of implementation of the recommendation would include complete overall of the product system and introducing integrated electronics products in the operating market.
Additionally, focus on the e-commerce aspects would lead to cost reduction for the company. This is because direct selling would reduce additional nodes in the supply chain coupled with direct interaction with customers. Additionally, a quality management process could be applied like Just-In-Time that would ensure a higher degree of collaboration with the stakeholders. The customers because, products and the specifications could be implemented base this on the order. For example the use of JIT would increase customer reach in terms of providing quality products. The major benefit would be higher degree of stakeholder alignment. This would lead to development of effective stakeholder matrix for the organisation in the long end. Reason corresponds to accessing needs of customers on a more closed basis.


[bookmark: _Toc69914477]Conclusion
Based on the study conducted, it could be inferred that Sony has a dynamic stakeholder approach. This is because of the divergent product base of the organisation coupled with having multiple types of stakeholders. Additionally, it could be inferred that communication with the stakeholders through multiple modes and process. The common aspect, in this case, is through the use of the digital medium. This is done to access and communicate with a larger volume of stakeholders at a single time. Common examples of communication modes are through internal memos for the employees and the suppliers. For the broader audience, an annual report coupled with a sustainability report is essentially used. 
Thus, after completing the study, it has been noted that marketing plays an important role because it helps to promote the products among the customers so that the competitive position in the market can be enhanced. The quality of the products needs to be enhanced so that it cans rich to the targeted customers. In the present study, the concept of marketing has been discussed. Further, while discussing the advantages of marketing, it has been stated that marketing activities help to enhance the profit of the organisation in the market. The concept of branding has also been discussed so that the customers’ loyalty rate can be improved. The importance of branding has also been discussed. Lastly, the Ansoff matrix has also been discussed so that the venture can be enhanced. 
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