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1. Abstract
Commercial and marketing management are important parts of modern business. Commercial management focuses on activities that help an organisation generate revenue, control costs, manage pricing and achieve profitable growth. Marketing management focuses more directly on understanding customers, creating value, communicating with target audiences and building relationships with them. However, these two areas are closely connected.
This report examines how commercial and marketing strategies contribute to organisational performance. It focuses on important areas including pricing, market segmentation, targeting, positioning, customer acquisition, revenue generation and profitability. The report uses Apple, Tesco and Marriott International as real-world examples because they operate in different industries and provide useful examples of different commercial strategies.
The report uses secondary research from academic books, peer-reviewed research, official company annual reports, regulatory information and financial reports. The findings show that companies are more likely to perform successfully when marketing decisions and commercial decisions support each other.
Apple demonstrates how premium positioning, innovation and services can support revenue and profitability. Tesco shows how competitive pricing, customer data, loyalty programmes and digital retail can support customer retention and market performance. Marriott demonstrates how brand segmentation, loyalty programmes, digital channels and revenue management can increase customer loyalty and generate income.
The report concludes that modern organisations should not view marketing only as advertising. Marketing should be connected with pricing, customer data, sales, distribution and long-term commercial objectives.

2. Introduction
Modern organisations operate in competitive markets where customers have many choices. Businesses therefore need more than a good product or service. They must understand customer needs, offer suitable prices, build a clear brand, communicate effectively and make sure their activities generate enough revenue and profit.
Commercial management and marketing management play an important role in this process.
Commercial management is concerned with how a business creates financial value through activities such as pricing, sales, contracts, distribution, revenue management and commercial planning. Marketing management is concerned with understanding the market and customers and creating, communicating and delivering value to them.
Kotler, Keller and Chernev (2022) explain that marketing involves identifying and meeting customer needs in a way that also supports organisational objectives. This means marketing is not simply advertising. Decisions about products, prices, distribution and customer relationships are also marketing decisions. Pearson describes Marketing Management as covering the theories and practices needed to make marketing decisions in changing markets.
Commercial and marketing management are closely connected. For example, a marketing team may identify a customer group that wants a premium product. However, commercial managers must decide whether the organisation can profitably produce and sell that product at a suitable price. Similarly, the commercial team may want higher revenue, but marketing needs to understand which customers to target and what value should be offered.
Research has also found a relationship between market orientation and business performance. Narver and Slater (1990) studied 140 business units and found a positive relationship between market orientation and profitability. A market-oriented organisation pays attention to customers, competitors and internal coordination when making decisions.
This report examines the relationship between commercial management, marketing management and business growth. It also analyses pricing, segmentation, targeting, positioning and revenue generation.
Three organisations are used as examples: Apple, Tesco and Marriott International.
Apple provides an example of a global technology business with strong premium positioning and multiple revenue sources. Tesco provides an example from the retail industry where pricing, customer loyalty and customer data are important. Marriott International provides an example from hospitality where customer loyalty, brand segmentation, room pricing and digital booking channels influence commercial performance.
The aim is not simply to describe these organisations. The report will compare their approaches and explain both the benefits and limitations of their strategies.

3. Literature Review
3.1 Commercial Management
Commercial management involves managing activities that contribute to the financial performance of a company.
Its responsibilities can include pricing, sales planning, supplier relationships, distribution, negotiation, contracts, costs and revenue generation.
A commercial manager therefore considers questions such as:
Can the organisation sell the product profitably?
What price should be charged?
Which sales channels should be used?
How can revenue be increased?
How can costs be controlled?
These decisions can directly influence profit.
A business can increase revenue by increasing prices, attracting more customers, encouraging existing customers to buy more, entering new markets or creating new products and services. However, each approach also creates risks.
For example, increasing a price may improve the profit generated from each sale but could reduce total demand. Entering a new market may increase the number of potential customers but also requires investment.
Commercial management therefore involves balancing opportunities with costs and risks.
3.2 Marketing Management
Marketing management focuses on understanding customers and markets and then developing strategies that create customer value.
Kotler et al. (2022) explain important marketing activities including market analysis, segmentation, targeting, positioning, product decisions, pricing, distribution and promotion.
This means that marketing starts before an advertisement is created.
A business first needs to understand questions such as:
Who are its customers?
What problems are customers trying to solve?
What are customers willing to pay?
Which competitors are available?
How should the business be different from competitors?
Which channels should be used to reach customers?
Only after answering these questions can the organisation create suitable marketing activities.
This is important because strong promotion cannot normally solve a weak value proposition.
For example, an organisation may spend millions on advertising. However, if the product is poor, incorrectly priced or unsuitable for the target audience, the advertising may create awareness without creating long-term sales.
Marketing management therefore involves both strategic and operational decisions.
3.3 Customer Value and Business Growth
Customer value is one of the most important concepts in marketing.
Zeithaml (1988) studied how consumers think about price, quality and value. The research explains that perceived value relates to what a customer receives compared with what the customer gives up.
What a customer gives up is not always only money.
Customers may also consider:
time;
effort;
risk;
convenience;
quality;
customer service;
brand reputation.
For example, one hotel may charge more than another hotel but still provide better perceived value if it has a better location, stronger service, a loyalty programme and more useful facilities.
Similarly, an iPhone may be more expensive than some competing smartphones, but customers may still believe it provides value because of design, software, brand reputation, ecosystem integration or after-sales support.
This explains why the lowest-price business does not always win.
Organisations can compete by reducing price, but they can also compete by increasing the benefits customers receive.
Customer value is closely connected to business growth. If customers believe a company provides strong value, they may be more likely to purchase, return and recommend the business.
This can reduce the constant need to find completely new customers.
3.4 Pricing Strategy
Pricing is both a marketing decision and a commercial decision.
Price communicates information to customers but also determines how much revenue a business receives from each sale.
Several pricing strategies are available.
Cost-based pricing begins with the cost of creating a product or service and adds a profit margin.
Competition-based pricing considers the prices charged by competitors.
Value-based pricing focuses on the value that customers believe they receive.
Premium pricing involves charging a high price to support a high-quality or exclusive brand position.
Promotional pricing temporarily lowers a price to encourage purchases.
Dynamic pricing allows prices to change according to factors such as demand, capacity or timing.
Different industries require different approaches.
Retailers such as Tesco need to consider thousands of individual product prices and strong competition.
Technology companies such as Apple can use premium pricing if customers believe the brand and products provide additional value.
Hotels frequently use dynamic pricing because one hotel room that remains empty tonight cannot be stored and sold tomorrow.
However, pricing also has an ethical and legal dimension.
The UK Competition and Markets Authority states that prices must be clear, complete and accurate and that unavoidable charges should be included in the total price shown to consumers. Hidden mandatory charges, sometimes called drip pricing, can break consumer law and damage customer trust.
Therefore, successful pricing must be profitable but also transparent.
3.5 Segmentation, Targeting and Positioning
Markets normally include customers with different needs. It may therefore be inefficient to market exactly the same product in exactly the same way to everybody.
Segmentation involves dividing a market into groups.
These groups can be based on:
geography;
age;
income;
lifestyle;
customer behaviour;
purchase frequency;
needs;
interests.
Targeting occurs when the organisation selects the segments it wants to serve.
Positioning refers to how the organisation wants customers to think about its brand compared with competitors.
For example, Apple generally positions its products around areas such as design, technology, integrated experiences and quality rather than competing mainly on being the cheapest.
Tesco operates differently because it serves a wide mass market. It therefore needs products and price levels for customers with different budgets and needs.
Marriott has many hotel brands because one hotel position cannot satisfy every traveller. Luxury travellers and budget-conscious travellers have different expectations.
Modern digital advertising has made targeting more detailed. Ahmadi et al. (2024) explain that online advertisers can choose from many different audience segments. Their research also demonstrates why organisations need to consider whether targeted advertising produces enough financial benefit to justify its use.
Segmentation can therefore improve marketing efficiency, but excessive targeting can also create complexity and cost.
3.6 Marketing, Sales and Profitability
Marketing decisions can affect sales in several ways.
First, effective marketing can create awareness.
A consumer normally cannot purchase from a company if they do not know that the company or product exists.
Second, marketing can create interest and preference.
Brand communication may explain why one company's offer is different from competitors.
Third, marketing can support customer acquisition by encouraging potential customers to make their first purchase.
Finally, marketing can support customer retention through loyalty programmes, personalised communication and improved customer experiences.
However, sales growth does not always equal profitable growth.
For example, a business could generate very high sales by offering extremely large discounts. Revenue may increase while profit becomes weaker.
Companies therefore need to measure both marketing activity and commercial outcomes.
Relevant measures include:
sales revenue;
gross margin;
customer acquisition cost;
customer retention;
repeat purchase rate;
average order value;
conversion rate;
market share;
customer lifetime value;
return on marketing investment.
The strongest marketing strategy should therefore create customer value while also supporting financially sustainable growth.

4. Methodology
This report uses a secondary research method.
Secondary research means that information already produced by reliable sources is analysed rather than collecting new information directly from customers.
The report uses several types of sources.
First, established academic literature is used to explain marketing concepts. This includes Marketing Management by Kotler, Keller and Chernev and peer-reviewed articles from the Journal of Marketing.
Second, official company reports are used for company examples.
Apple's Form 10-K filed with the United States Securities and Exchange Commission is used to examine revenue and commercial performance.
Tesco's official annual reports are used to examine pricing, Clubcard, customer value and its digital strategy.
Marriott International's SEC filings are used to examine its loyalty programme, revenue management and business model.
Government and regulatory material from the UK Competition and Markets Authority is also used when discussing pricing transparency.
These sources were selected because they are more reliable than blogs, anonymous websites and general internet articles.
Three companies were selected for comparison because they operate in different industries.
Apple represents technology and consumer products.
Tesco represents retail.
Marriott represents hospitality and services.
Using different sectors helps demonstrate that commercial and marketing principles can be applied in different ways.
There are limitations to this method.
Company annual reports are useful and audited financial information can be reliable, but organisations naturally present their own strategies in a favourable way.
Financial results also cannot prove that one marketing decision caused a particular increase in revenue. Many other factors can influence business performance.
The three businesses are also very different in size and industry, which means direct financial comparisons should be made carefully.
Despite these limitations, the combination of academic research, official reports and regulatory information provides an appropriate evidence base for this report.

5. Findings
5.1 Relationship Between Commercial Management, Marketing and Growth
The research shows that commercial management and marketing management should work together.
Marketing identifies opportunities by understanding customers and markets.
Commercial management determines whether these opportunities can generate sustainable financial returns.
Apple provides a clear example.
According to Apple's 2025 Form 10-K, the company generated approximately $416.2 billion in total net sales in 2025, compared with approximately $391.0 billion in 2024. Apple also reported approximately $112.0 billion in net income.
These results come from more than simply advertising smartphones.
Apple earns revenue from iPhone, Mac, iPad, wearables and services.
Its Services business generated approximately $109.2 billion in net sales in 2025, increasing from around $96.2 billion in 2024.
This shows an important relationship between marketing and commercial strategy.
Customers may first enter Apple's ecosystem through a physical product. The company can then generate additional revenue through services.
Therefore, customer relationships can continue after the first sale.
This creates a more diversified commercial model.
However, Apple's results also demonstrate risk. The iPhone remained its largest single product category, producing approximately $209.6 billion of sales in 2025.
This means Apple still depends heavily on maintaining customer interest in its main product.
5.2 Pricing Strategies
The three organisations use pricing differently.
Apple mainly demonstrates premium pricing.
Its products are often positioned as high-quality technology rather than the cheapest products available in the market.
Premium pricing can support profit margins and brand image, but it only works if customers believe the product offers enough additional value.
Apple therefore needs to support its prices through product design, functionality, ecosystem integration, retail experience and brand reputation.
There is also a risk.
If customers no longer see enough difference between Apple and lower-priced competitors, premium pricing could reduce demand.
Tesco has a different challenge.
A supermarket serves customers who make frequent purchases and can compare prices easily.
Tesco therefore places strong emphasis on value.
Its 2025 annual report described a combination of Aldi Price Match, Everyday Low Prices and thousands of weekly Clubcard Prices offers. It reported over 23 million Clubcard households in the UK and used customer information to support personalised shopping and commercial activity.
Tesco's 2026 annual report states that customers achieved average annual savings of approximately £404 through Clubcard Prices. The report also describes targeted price investment as part of its approach to growing volumes and UK market share.
This demonstrates that Tesco does not simply reduce every price.
Instead, it combines different pricing methods.
Low prices can attract price-sensitive shoppers, while Clubcard offers can encourage customers to join the loyalty programme.
This provides Tesco with a commercial benefit because loyalty participation can create more information about purchasing behaviour.
Marriott uses another approach.
Hotel demand changes according to season, day, location, events and availability.
Marriott therefore uses revenue management systems to support pricing decisions and optimise hotel revenue. Its 2025 Form 10-K explains that most hotels in its portfolio use web-based programmes that help manage rates and improve pricing flexibility.
This is suitable for hospitality because hotel capacity is perishable.
If a hotel room is empty for one night, the lost opportunity cannot normally be recovered later.
However, dynamic pricing must still be managed carefully. Very large or unexpected price differences could create negative customer perceptions.
5.3 Market Segmentation, Targeting and Positioning
The three organisations also demonstrate different approaches to segmentation.
Apple targets different customer groups using different products while maintaining one overall brand.
For example, customers can choose different iPhone models depending on features, preferences and willingness to pay.
Mac, iPad and Apple Watch also target different usage situations.
However, the products still appear as part of a connected Apple ecosystem.
The advantage is that Apple can serve several customer groups without completely changing its overall brand identity.
Tesco uses broad market coverage.
Customers can purchase lower-priced products as well as premium Tesco Finest products.
Tesco therefore recognises that one supermarket customer may want value in one category and premium quality in another.
Clubcard also supports behavioural segmentation.
Instead of only grouping people according to age or income, purchase data can help Tesco understand what customers actually buy.
This can make marketing more relevant.
However, organisations using customer data need to protect privacy and use information responsibly.
Marriott provides perhaps the clearest example of brand segmentation.
Its hotel portfolio contains brands designed for different travel needs, price levels and experiences.
Luxury travellers may want premium service and exclusivity.
Business travellers may value location, consistency and convenience.
Other travellers may focus more strongly on price.
Marriott can therefore target multiple market segments without expecting one hotel concept to satisfy everybody.
The benefit of this strategy is broader market coverage.
The disadvantage is complexity.
Managing many brands requires clear positioning so that customers understand the difference between them.
If brands become too similar, customers may become confused and the company could weaken its own brand differentiation.
5.4 Revenue Generation Strategies
Modern organisations increasingly use more than one revenue source.
Apple is a strong example.
Hardware sales remain important, but Services have become a large revenue category.
This diversification can improve commercial resilience because the organisation is not completely dependent on one type of transaction.
Services can also create recurring customer relationships.
Tesco generates most of its activity through retail, but its commercial model goes beyond standard grocery sales.
It has developed areas including online grocery, Tesco Mobile, retail media and partnerships.
Its digital customer platform also provides value to suppliers that want to reach relevant shoppers.
This means customer data can support both customer experience and commercial opportunities.
Marriott's model is different again.
The company does not need to own every hotel carrying one of its brands.
At the end of 2025 Marriott reported 7,644 franchised, licensed and other properties, alongside 2,017 company-operated properties. Franchise arrangements can provide Marriott with ongoing fees based on hotel revenues.
In 2025 Marriott reported approximately $5.44 billion in gross fee revenue, including franchise and management fees.
This demonstrates how intellectual property, brand reputation and management systems can become revenue-generating assets.
Marriott Bonvoy also supports revenue through loyalty and partnerships, including co-branded credit cards.
Therefore, revenue generation is connected to both marketing assets and commercial structures.
5.5 Marketing Decisions and Sales Performance
Marketing can influence sales by making customers aware of products and helping them understand value.
However, organisations should avoid assuming that high advertising exposure automatically means good business performance.
Marketing needs to connect with purchasing behaviour.
Apple's product launches create large amounts of international attention, but the commercial objective is ultimately to produce sales and strengthen the ecosystem.
Tesco may use promotional communication to encourage store visits or Clubcard use.
Marriott may promote member rates or travel experiences to encourage direct bookings.
Each organisation should therefore measure behaviour after communication.
Useful questions include:
Did sales increase?
Did new customers purchase?
Did existing customers return?
Did customers spend more?
Was the additional revenue greater than the marketing cost?
Without these questions, organisations risk focusing on marketing activity rather than commercial performance.
5.6 Customer Acquisition and Retention
Customer acquisition means attracting a new customer.
Customer retention means encouraging an existing customer to continue using the organisation.
Both are important.
However, loyalty programmes demonstrate how marketing can create long-term commercial value.
Tesco Clubcard rewards customers while also allowing Tesco to understand purchasing patterns.
This information can support personalised promotions.
If the promotions are relevant, customers may have more reasons to continue shopping with Tesco.
Marriott Bonvoy is an even stronger example of customer retention.
Marriott's 2025 Form 10-K states that its loyalty programme is central to its business strategy. Marriott said approximately 75% of US hotel room nights and 68% of global hotel room nights in 2025 were booked by loyalty programme members.
Marriott also reported adding around 43 million Bonvoy members during 2025, taking total membership to nearly 271 million by the end of the year.
These numbers show why loyalty is commercially valuable.
A large customer base provides opportunities for repeated communication and repeat bookings.
However, membership numbers alone do not prove loyalty.
A customer can join several programmes at the same time.
Companies therefore need to measure active members, purchase frequency and retention rather than only total registrations.
5.7 Digital Marketing and Commercial Performance
Digital technology connects marketing and commercial management more closely than before.
Customers can see an advertisement, click a link, compare a product and purchase it through the same digital journey.
This makes performance easier to measure.
Tesco can connect Clubcard activity with digital shopping.
Marriott can encourage customers to book directly through Marriott.com or its mobile application.
Apple can use its digital ecosystem to provide products, services and subscriptions.
Marriott's annual filing states that its website, Bonvoy app and other direct channels provide booking functions and member benefits. The company views these channels as important to the customer experience and revenue opportunities.
Direct channels can have commercial advantages.
When a customer purchases directly, the organisation may reduce dependence on outside intermediaries.
It also has greater control over customer communication.
However, digital marketing creates responsibilities.
Companies collect customer information and therefore need strong data protection and transparent communication.
Short-term commercial benefits should not be achieved by damaging customer trust.

6. Discussion
6.1 Apple
Apple demonstrates how marketing strategy can support strong commercial performance through differentiation.
The company does not mainly compete by offering the lowest price.
Instead, its positioning depends on the total customer experience.
Products work together through a wider ecosystem, while services create additional reasons for customers to remain within the brand.
This approach can create several commercial advantages.
Premium pricing can support stronger margins.
Existing customers may purchase additional Apple products.
Services can create additional revenue after the original product purchase.
Strong customer relationships can also reduce the need to compete only through discounts.
Apple's 2025 financial performance provides evidence that the model continues to generate significant revenue. Total net sales increased to approximately $416.2 billion and Services revenue increased by 14% to around $109.2 billion.
However, the strategy also contains risks.
Premium positioning requires continuous innovation.
Customers need reasons to pay high prices.
Competition is also strong, and technological change can be fast.
Greater China sales were lower in 2025 than in 2024, demonstrating that strong global brands can still face weaker performance in individual markets.
Therefore, Apple's brand strength should not lead to the assumption that growth is guaranteed.
6.2 Tesco
Tesco demonstrates a different connection between marketing and commercial strategy.
Retail customers frequently compare value, especially when household budgets are under pressure.
Tesco therefore combines price competitiveness with loyalty.
Aldi Price Match can reduce the customer's reason to move to a discount competitor.
Clubcard Prices provide another reason to shop with Tesco.
At the same time, Clubcard creates customer data that can improve personalisation and marketing.
This creates a cycle.
Customer purchases create data.
Data improves understanding.
Understanding allows more relevant offers.
Relevant offers may encourage further purchases.
The strategy provides both customer and commercial benefits when it is managed correctly.
Tesco has also developed digital channels and rapid delivery.
In July 2026 Tesco stated that its Whoosh rapid delivery service was available from around 1,800 stores, reached more than 70% of the UK population and had around 1.5 million customers. Tesco also announced partnerships with Uber Eats and Deliveroo to extend rapid delivery.
This shows that distribution itself can become part of marketing value.
Customers may select a supermarket not only because of price but because it is convenient.
However, Tesco faces a trade-off.
Heavy price competition can reduce margins.
Personalisation also depends on responsible use of customer data.
The organisation therefore needs to balance value, profitability and trust.
6.3 Marriott International
Marriott demonstrates commercial and marketing management in the service industry.
A hotel cannot physically store an unused night's capacity.
Revenue management is therefore extremely important.
Prices can be adjusted according to demand, while brand segmentation allows Marriott to serve different customer groups.
Bonvoy connects many of these brands through one loyalty system.
This provides an important commercial advantage because customers do not always need to leave the Marriott portfolio when their travel needs change.
A traveller may use one Marriott brand for a business trip and another for a luxury holiday while continuing to collect loyalty benefits.
The size of Bonvoy membership and the large percentage of room nights booked by members suggest that loyalty is important to Marriott's commercial model.
The franchise and management business model also allows Marriott to expand its brand network without owning every property.
However, this creates challenges.
Customer experience is delivered across thousands of properties, including many owned by third parties.
A poor service experience at one property may affect the reputation of the wider brand.
Marketing promises therefore need to be supported by operational quality.
This shows why marketing cannot operate separately from other business functions.
6.4 Comparison of the Three Organisations
Apple, Tesco and Marriott use very different strategies, but several common themes are visible.
The first is customer understanding.
Apple needs to understand what features customers value.
Tesco needs to understand shopping habits and price sensitivity.
Marriott needs to understand travel needs.
The second is clear positioning.
Apple generally competes through premium technology and customer experience.
Tesco places strong importance on value, convenience and loyalty.
Marriott uses multiple brands to create different positions within the hospitality market.
The third theme is revenue diversification.
Apple earns revenue from both products and services.
Tesco develops retail, digital, mobile and media opportunities.
Marriott earns revenue through management, franchises, loyalty-related activities and other services.
The fourth theme is customer retention.
The Apple ecosystem can encourage repeat purchasing.
Clubcard encourages Tesco loyalty.
Marriott Bonvoy encourages repeat bookings.
These examples support the idea that marketing performance should not only be measured by how many new customers are attracted.
Long-term relationships can also create significant commercial value.
However, there are also differences.
Apple can use premium pricing because differentiation is a major part of its strategy.
Tesco operates in a highly price-sensitive market and must demonstrate value continuously.
Marriott uses dynamic pricing because the characteristics of hotel capacity require it.
This shows why marketing strategies cannot simply be copied from one industry to another.
Managers need to understand the conditions of their own market.
6.5 Challenges and Ethical Considerations
Commercial pressure can create ethical problems.
Managers are often expected to increase sales and profit, but strategies that create short-term revenue may damage customer relationships.
Pricing is one example.
Businesses may be tempted to advertise a low headline price and add compulsory charges later.
However, UK guidance states that mandatory charges should normally be included in the total price from the beginning of the customer journey.
This is commercially important as well as legally important.
A customer who feels misled may not return.
Data represents another challenge.
Loyalty and digital programmes allow companies to personalise marketing, but businesses need to use customer information responsibly.
Customers should understand how information is being collected and used.
Sustainability claims also require care.
Companies may want to communicate environmental improvements because customers increasingly care about sustainability.
However, environmental claims should be accurate and supported by evidence.
Tesco, for example, reports sustainability information through an official reporting framework and stated in 2026 that operational emissions had fallen by 68% compared with its 2015/16 baseline.
Organisations should communicate genuine progress but should avoid presenting limited changes as if they solve all environmental problems.
Ethical marketing is therefore part of long-term commercial management.
Trust itself has commercial value.

7. Conclusion
This report examined how commercial and marketing strategies contribute to organisational performance.
The research demonstrates that commercial management and marketing management are closely connected.
Marketing helps businesses understand markets, identify customers, create value and communicate that value.
Commercial management ensures that these activities support revenue, pricing, sales and profitability.
The academic literature supports this connection. Narver and Slater's research found a positive relationship between market orientation and profitability, while Zeithaml's research demonstrates the importance of perceived customer value.
The three company examples show different ways these principles can be applied.
Apple demonstrates differentiation and premium positioning. Its strong product portfolio is supported by an expanding Services business. This creates revenue beyond the first product purchase.
Tesco demonstrates the importance of competitive value, loyalty and customer data. Clubcard supports both customer savings and more personalised commercial activity.
Marriott demonstrates segmentation, dynamic pricing, loyalty and an asset-light revenue model. Marriott Bonvoy creates a relationship across a large portfolio of brands while franchise and management agreements provide important fee income.
The analysis also shows that strong sales figures alone are not enough.
Businesses need profitable and sustainable growth.
Large discounts may increase sales but reduce profitability.
Aggressive targeting may increase conversion but damage customer trust if data is misused.
Dynamic pricing may increase revenue but create negative reactions if customers believe prices are unfair.
Therefore, successful commercial and marketing management requires balance.
The organisation needs to create value for the customer while also creating value for the business.
Modern marketing should not be viewed as an isolated advertising department.
It should work closely with sales, finance, operations, digital teams and senior management.
When these areas work together, organisations are more capable of attracting customers, retaining them and achieving long-term commercial performance.

8. Recommendations
Based on the findings of this report, several recommendations can be made for modern organisations.
First, businesses should connect marketing objectives with commercial objectives. Marketing campaigns should not only aim for impressions, likes or followers. They should also measure customer acquisition, conversion, revenue, retention and profitability.
Second, businesses should invest in understanding customer value. Organisations should identify what customers value most instead of assuming that lower prices are always the best strategy.
Third, market segmentation should be used carefully. Different customer groups have different needs, but creating too many segments can make marketing expensive and complicated.
Fourth, organisations should build customer retention into their strategy. The examples of Tesco Clubcard and Marriott Bonvoy demonstrate how loyalty programmes can support repeated customer relationships.
Fifth, companies should develop several suitable sources of revenue when possible. Apple's Services business and Marriott's franchise and management model demonstrate how businesses can reduce dependence on one type of revenue.
Sixth, digital marketing should be connected with customer data and commercial measurement. Businesses should understand which digital channels produce actual sales rather than focusing only on online engagement.
Finally, companies should maintain ethical marketing practices. Pricing should be transparent, customer information should be protected and marketing claims should be accurate.
Strong commercial performance should therefore be achieved through customer value and trust rather than through strategies that only create short-term sales.
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10. Appendices
Appendix A – Comparison of the Three Organisations
Apple
Sector: Technology and consumer products
Main commercial approach: Premium pricing and ecosystem development.
Main marketing strength: Strong brand positioning and product differentiation.
Revenue approach: Hardware sales plus expanding services.
Customer retention method: Connected Apple ecosystem and services.
Main risk: High prices require continuous customer value and innovation.

Tesco
Sector: Retail
Main commercial approach: Competitive pricing, scale, digital retail and customer loyalty.
Main marketing strength: Clubcard, customer data and personalised promotions.
Revenue approach: Retail sales plus areas such as online grocery, Tesco Mobile and retail media.
Customer retention method: Clubcard Prices and rewards.
Main risk: Strong price competition may place pressure on margins.

Marriott International
Sector: Hospitality and services
Main commercial approach: Franchise, management, revenue management and brand portfolio.
Main marketing strength: Marriott Bonvoy and multiple hotel brands.
Revenue approach: Franchise fees, management fees, hotel activities and loyalty-related partnerships.
Customer retention method: Marriott Bonvoy.
Main risk: Maintaining consistent service quality across a large international portfolio.

Appendix B – Key Marketing and Commercial Measures
Sales Revenue:
The total income generated through sales before relevant costs are deducted.
Gross Margin:
The amount remaining after direct cost of sales is deducted from revenue.
Customer Acquisition:
The process of gaining a new customer.
Customer Acquisition Cost:
The average marketing and sales cost required to gain a customer.
Customer Retention:
The ability of a business to keep customers over time.
Conversion Rate:
The percentage of potential customers who complete a desired action such as purchasing.
Average Order Value:
The average amount spent during one transaction.
Market Share:
The percentage of total market sales controlled by a company.
Customer Lifetime Value:
An estimate of the financial value a customer may generate during their relationship with the organisation.
Return on Marketing Investment:
A measure comparing the financial result of marketing activity with its cost.
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