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Executive summary
The key to a successful managing marketplace is to understand pivotal customer needs and demands, diagnose the trends,( causes and effect) dilemma, environmental factor(brexit&covid-19) that would create a barrier to the goals of establishing or launching a product and distinguish among factor to assist the scenario, by using various effective marketing management efficient models, strategies and analysis that has been tested by experts and long-standing giant industry leaders who’s been around for ages and  continue to soar high in market world. In a world of Marketing, marketer should understand the essence of keeping the customer exciting and up to date by using a various technique every now and then. Helping us determined let's explore this marketing mix strategies, Ansoff matrix, pestle analysis, five forces model, swot analysis and each proving point what benefits and threat to the business industry it can impact in order to have consciousness and provide a systematic approach as a team leader. As the business industry continue to prosper, leaders must embark on business planning and strategy with a modish mindset. According to Dess, McNamara, Eisner, and Lee (2019). Hence, with the rising of expert from across the globe the rapid emerging of social trends, technological due to environmental influence young entrepreneur is growing with exceptional ideas offer, surely competition is a serious matter for existing marketer.   	      

 

Introduction 
The purpose of this report is to critically scan the pivotal factor influencing the operation of Business industry particular in GlaxoSmithKline, that play essential role within the organization in achieving its company general goals implementing a sustainable correlation with current and future stakeholders. Marketing strategies has a wide form in terms of attracting potential customers, Over the decade researchers develop various type of business models, strategies enable them to identify market penetration in a systematic order. Thru marketing research, Management & teams can evaluate the advantages and disadvantage's using the marketing mix strategies, analyzing its competitive advantage, competitor, and customer satisfaction. In this report, the author would use GlaxoSmithKline as the base of the report to briefly discuss the key marketing activities which can evaluate the ranges of factor that might weaken the progress of product development as well as its sustainability on the market.     




    

Marketing in 21st century is fiercely demanding, hence the dawn of digital technology and the increase of various competitor, marketing strategy available on the market as well as various range of products to choose from, the customers satisfaction intensify overtime, seek perfection both products and services in exchange of their money.  
Alan Doyle (2008) quoted that the function of a marketing in contemporary world is somewhat ambiguity, he added that the goal of marketing is to contribute to stakeholder's value, and marketing strategies must be evaluated in terms of how much value they create for investors (Doyle,2008). Researchers like Websters (1997) argued that marketing is culture, strategy and tactics at the same time, reason why it is difficult to find an exact definition (1997). However, Kotler (2009) argued that marketing is a complete set of tasks as well as a philosophy of business and it has been the Archille's heel of many prosperous companies (Kotler,2009). Marketing is the consciousness of having to know-how customer needs and wants from time to time. As we are emerging into the so-called modern civilization. The society needs swift rapidly that brought impact by the digital technologies from product development to service quality customer satisfaction increasingly competitive in the world of labour market.
 Understanding market, needs is to identify its co- creation such as product, services and products, events, experiences, people, places and ideas in which essential in marketing process. The marketing design comes in a different form and marketing strategy as well as business models developed by various researchers thousand years ago in evaluating market demand to advance from rivals. Turner et,al (2016) The implementation of new customer systems can be a major challenge for small businesses (Turner et,al. 2016).













The Ansoff Matrix 
The Ansoff matrix is one of the useful schemes for organization who want to priority on increasing sales revenue or profitability (Meldrum & McDonald, 1995). This framework aims to deliver two-by-two figure to represent the four strategic options for companies. Such as the market penetration, market development, product development, and diversification. Both axes symbolize on how to determine market and identify how to penetrate whether it is new market, Ingenius as well as modern market.
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The Market Penetration the purpose of this stages is to increase growth with the product on hand without leaving original market strategy. By shifting and looking for new clients. In the case of GSK, in maximizing growth it usually to do with partnership, sales agents demographic, gender, social status 
Product development Marketing your existing product range in a new market is a technique used for growth by the owners (Ansoff, 1957). By searching new products to increase sales enhancing current sales is another strategy.
Market development this stage refers to the macro and micro economic factor influence marketing management’s proficiency (Nichter and Goldmark, 2009).
Diversification is quite opposite of the three, this is the brand extension where specific product for Niche market or group of people focusses. Such as age group, specific clients







Pros:
Focused approach
Growth potential  
  Cons
Isolationist approach 
Simplistic and overly optimistic.
   					       
Pestle analysis is a management framework used by business managerial to identify various factor both internal and external organizational factors which might affect the development of the business operation. In fact, Pestle analysis is great tool for business planning added Christodoulou & Calianne (2019) it can elaborate and determined the complex factor of organizational concern. Hence the influence of environmental issue link to organizational creativity. Leaders able to assist and provide concise managerial strategic movement in combating the incoming economic haze.   

	Political 
New government legislations, both local & abroad especially within European market business operation 
	Economical
Cause of covid-19 and Brexit, that imbalance the business operation.
 
	Social 
 Currents trends such as the increase of online platform/ developing online shopping world  

	Legal 
The changes of government restrictions came into force after Brexit was finalized. Second, the implementation of lockdown and government proposal of furloughed scheme.  

	Technological
The boost of online shopping and increase of delivery method and job proposal to maximize customer satisfaction.   
	Environmental 
Supply chain industry and new government. Restrictions of travel due to new covid-19 variant cases arising and transportation complicate the distribution of product development. 
Travel 









Advantages
·  It's a very straightforward structure easy to use and manage.
· It provides a clear and accurate labour market condition.
· Encourage organization to advance external course of action. 
· It can anticipate organization and allow to minimize threat by being able to recognize and provide solution to the concern. As well as able to locate the business opportunity. 
Disadvantages
· It's easy to lose focus in the amount of data, weighing up such amount of data analytics may lead to temporarily inactivity. 
· The risk of assumptions while pestle analysis prone to guessing based on their prediction's while gathering data may prove at some point.   


Five forces model 
The five forces framework is an influential and straightforward tool for the identification of certain powers in line with a particular business situation by using the outside-in perspective (Johnson, Scholes, & Whittington, 2008), With the rapid movement pace of business market on globe today (Ball, 1999). Business leaders should have the consciousness of what costumer changing buyer behaviors wants and needs aware of. In illustration below indicates the cycle on how market scenario revolves based on the five forces model strategy.
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Threat of new entrants Porter (2008) describes the threat of new entrants as directly related to the barrier to entry for that industry.
The power of Suppliers According to Porter (2008), powerful suppliers capture more value for themselves by charging higher prices, limiting quality or services, or shifting costs to industry participants.
 The power of buyer  Duczmal (2006) argues that this imbalance is because of an asymmetry of information, but that such asymmetry is countered by students when they are organized, as in a student union, and are represented on decision-making bodies 
 The threat of substitute Martinez and Wolverton (2009) the threat of substitutes is defined by three attributes: convenience, time, and application. 
Rivalry Among Existing Competitors According to Porter (2008), rivalry among existing competitors takes many forms, including price discounting, new product introduction, advertising campaigns, and service improvements. In the higher education industry.



Advantages it helps the organization determine the fellow competitor in which line the business operating such as the pricing power which lead to gain profit against rivals.
Useful in designing industry like GSK which requires huge amount of money to put up, porters five forces strategy enable to classify the threat of new entrant which they can assist to sustain the financial growth by putting up another substitute of a product or promotional offer depends on the season.  
 Disadvantages
It has been said no industry has a perfect fit, you cannot expect all things turn out well.as shortcomings are part of the journey it all depends how determined an individual to carry on with the evaluation and focus on the best results. 
This model cannot use to certain industries. So, it may depend what category of operation in the market the company is functioning.    

Swot analysis
Dyson (2004) swot analysis aims to distinguish strength and weakness of a company opportunities and threats. Enables to anticipate the clear supervision and set as a basis for the progress of business structure. It fulfills this by scrutinizing the strengths, were the potential of the business to prosper and weaknesses such as the negative upbringing to the company, in addition to opportunities (potential favorable conditions for an operation) and threats (potential unfavorable conditions for an operation). Swot analysis is quite conventional in determining business goals because it can distinguish the market condition and product development. 
 
	Strength 
Health beneficiary 
Brand loyalty 
Product efficiency 
Brand ambassador  
	Weakness 
Competitor/ rival industry
 Product availability 
 People Allergies to product contain 
Market reputation  


	Opportunity
Research and development 
Look out for partnership in leu with covid-19 that can link to the organizational over all goals. Helping public to be aware of how to be vigilance in terms of health factor and Mental wellbeing.  

	Threat

Rival more efficient approach, quick responds to the needs of public. Advance discoveries in terms of providing vaccine to the recent global pandemic. Which increase the risk competition. 









Advantages 
-Cost effectiveness, deeper understanding alertness development & exploit opportunities. 
Disadvantages 
The most outstanding disadvantage of the model is that PESTLE analysis is only based on an estimation  of the external environment. 
The techniques of data collection, accumulating information and analyzation of the findings in case of PESTLE analysis costly as well as takes a lot of time.
 

Marketing mix strategies
Hence the dawn of marketing, expert and researchers are curious finding facts to advance in searching for the pivotal competitive market response enable to sustain advertising and promotion of products or services as the digital technology continue to conquer in this day of age, marketing strategies should vigorously need to response to these changes accompanying with uncertainty that can disrupt the growth of financial stability. According to Chong (2003) the word marketing was formulated from single P(Price) of microeconomic theory (Chong,2003). Palmer (2004) on the other hand stated that marketing mix can be used to progress for both short term & long terms strategies (Palmer,2004). Reason why marketing mix is efficient techniques is that because its manageable to used. The marketing Mix often called as 4ps which stands for Price, products, places and promotion. 

The STP Marketing process:
Segmentation to help us identify and position the product or service understanding target customer it must. Determining geographic location, lifestyles, economical factor, age, gender, interests and population.
Targeting which is the focus of marketing, such as undifferentiated (for the whole market), differentiated separate group) and concentrated marketing (focusing on small group of people or niche market) 
Positioning developing the likeness of consumers need in link to the rivals on the market. For instance, GlaxoSmithKline brand paracetamol, which is Panadol & ibuprofen for Advil 
[image: ]
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Conclusion 
Marketing is such an exciting and interesting topic to discuss, and it will never go out of style for every now and then, it brought up new opportunity and growth to explore with each passing customer feedback addition to the rising of digital technology on the market teaming up with uncertainty this can add up as real analytical challenge for every leader to raise to a new potential market strategic approach. However, with the guidance of marketing course plan in support to the development of organizational goals in an analytical process using the Ansoff matrix to identify market penetration, while Pestle analysis weighing up both internal and external factor that can prevent the product development to five forces model that aims to evaluate entrants of competitor  product entrants, customer and customer buying patterns to re-shaping the product development, making sure of the safety position in the market. On the other hand, swot analysis analyzing the opportunities and threat, weakness and strength of positioning of market development. It's all come down to how determining the organizational management in pursuing the competitive market demand.


Recommendation A
Ansoff matrix diversification of product development / product development
Diversification is among of the four options for growth strategies in the Ansoff Matrix. A diversification strategy gain widening by generating new products for whole newly markets. Although it innately riskier than product development because to think that organization has not enough background of the brand-new market. A much-needed time and adjustment compulsory to sustain its functions. To embrace this gameplan, organization should have an accurate proposal in accordance with their goals and direction, for it has a complication in financial management.


Porters' generic strategy model
[image: ]
According to Michael Porter, there are three fundamental ways in which organization might achieve a sustainable competitive advantage. These are the following.  
·  cost leadership strategy, multiplying profit by cutting cost while maintaining suggested industry retail pricing. 
· differentiation strategy - which company needs quality research and development, to attain the high level of product and services. 
·  focus strategy providing the sustainable and satisfactory niche market demand.




Recommendation B

Reason why conducting marketing research is essential before launching of a new product. It assists various implications that can affect the product development. Distinguishing right customers is mandatory, to identify the accurate target. Exploring thoughts and ideas of actual and potential clients by launching reviews and surveys. 
A pragmatic approach is useful to assist the business operation, establishing an efficient course of plan, always look out for new opportunity while already have one to maximize profit as well as considering the expansion to a new location or marketplace. Determining the impact on environmental factor is important to have a deeper sense of knowledge on how to evaluate the case scenario in terms of determining the right consumer target.    
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