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Abstract
The fundamentals of commercial and marketing management are all vital to an organization's growth, profitability, customer satisfaction and sustainability. In highly competitive market, there is need to have a successful commercial and marketing plan to establish a strong grip on customers, improve sales and create a brand name and generate more revenue. Hence, strategic commercial and marketing management practices are gaining importance in the context of keeping the competitive edge.
This report examines the importance of commercial strategy and their marketing performance in the evaluation of the organization's success. The paper explains the correlation between the commercial management and marketing management with Business growth. It also discusses key concepts and issues in commerce and marketing like Segmentation, Targeting, Positioning, Pricing, Branding, Creating Customer Value, Sales Planning, Revenue Generation and Digital Marketing.
It also examines how marketing decisions impact on customer acquisition, sales performance, profit and customer loyalty. Case studies of true retail, hospitality, manufacturing and service enterprises are also included, to illustrate the practical application of commercial and marketing strategies.
The findings suggest that companies that are effective practice customer-centric marketing strategies, strategic pricing, branding and digital marketing strategies for a business growth. By providing good commercial management, the decision making process, customer relationship, market positioning and financial performance of the organisation are improved.
Commercial and marketing management are found to be important aspects of achieving sustainability and competitive advantage in the current business environment, the report concludes. For any organisation to be profitable, meet customer's expectations and be market leaders in the long run, the commercial strategy and customer marketing must function as a team.
Introduction
With the competition in the present day business world, the changing demands of the customers, technological advances, the role of commercial and marketing management is gaining importance. They need to be able to know the needs of the customers, market trends, competitors' actions and the reactions of consumers, in order to survive and grow well in today's companies.
Commercial management is concerned with bringing in revenue, pricing, sales planning, profitability, market expansion and relating with customers. Marketing management is the process of analyzing the market and promoting products and services, communicating the value to the customers, developing the brand and planning the customer strategy.
Marketing management and commercial management are related because the functions of the marketing directly influence the acquisition of customers, sales, and profitability of the organization. The successful companies do this by linking their business goals with effective marketing and creating a sustainable growth in their business.
In today's business world, the competition is based on more than just the products' quality and price. Customers' demands today are high and involve bringing personal experiences, having good brand values, operating in an ethical manner, interacting with them via digital means and providing them with quality customer service. Therefore, organisations must have a more holistic view of commercial and market strategies designed to meet customer satisfaction and to build sustainable customer relationships.
Some of the most crucial activities involved in marketing management include market segmentation, market targeting, market positioning, market branding, market pricing, market advertising, market promotion, and digital marketing and customer relationship management. These activities help an organization become more familiar with its customers, to define a value message and to improve its competitive advantage.
Commercial management supports marketing in revenue generation, business performance, business negotiation, profit analysis and strategic decision making.
The commercial & marketing management has completely transformed with digital technologies. Today, social media, online advertising, e-commerce, artificial intelligence, and data analytics dominate communication with customers and growth of businesses.
Commercial and marketing strategies are key to customer loyalty and worldwide success as shown by various companies like Amazon, Apple, Coca-Cola, McDonald's, Starbucks and Nike.
This report is based on the commercial strategy and marketing effectiveness in modern organization. It outlines the integration of commercial management and marketing management, examines pricing and customer strategies, explores how to generate revenues and assesses the effect of marketing on organizational performance.
This report aims to:
To explain the relationship between commercial management, marketing management and business growth.
To learn about market segmentation, targeting and positioning and pricing strategies.
To examine the link between marketing and sales effectiveness and profitability.
To evaluate and analyse acquisition and revenue generation strategies.
To talk about Digital Marketing and Branding practices.
To give case studies of business and marketing approaches.
· To recommend actions to improve the marketing effectiveness of the organisation.
The study is important for several reasons because organisations are increasingly using strategic marketing and commercial planning to compete in the global markets.
Literature Review
Business and Marketing Management 3.1
Commercial Management is the management of an organisation and involves planning and controlling the activities of an organisation to ensure that it generates revenue, makes a profit, grows in the market, maintains good customer relationships and performs to their best ability. It is concerned with maximising the value of the business as regards strategic business decisions.
Marketing management is a set of marketing activities including analysis of customer needs, product and service development, promotion of product value, development of customer relationships and market demand.
Commercial and marketing management are interrelated since the marketing function is instrumental to commercial goals such as increased sales and profitability.
Commercial management includes:
•	Pricing strategies.
•	Sales management.
•	Revenue generation.
•	Contract negotiation.
•	Market expansion.
•	Customer relationship development.
Marketing management includes:
•	Market research.
•	Branding.
•	Advertising.
•	Promotion.
•	Customer communication.
•	Market segmentation.
There is a good integration of commercial and marketing management, thus enhancing the performance of the market and customers satisfaction in an organization.
Business growth and the commercial strategy are correlated. There is a connection between commercial strategy and business growth.
Commercial Strategy – These are plans and decisions that are taken by the organisation to improve market performance, customer acquisition, profitability and competitive advantage.
Commercial strategies are extremely important in the growth of a business because businesses have to make money, get the customers and compete in the market.
Commercial strategies include ways to expand businesses by:
•	Increasing sales revenue.
•	Improving customer retention.
•	Expansion of market share in new markets.
•	Strengthening brand recognition.
•	Improving profitability.
•	Supporting innovation.
Businesses that fail to develop a viable business plan will experience a decline in sales and customer base.
Organizational goals and market conditions are closely linked to commercial strategies.
A firm interested in exporting its products into foreign markets will have to acquire the expertise in pricing, branding and promotion as per the preferences of local customers.
3.3 Geographic Segmentation
Geographic segmentation is a way of segmenting customers according to the country, city, climate or region they are in.
For example, there are clothing manufacturers whose products are sold in both cold and warm climate countries.
Behavioral Segmentation
Behavioral segmentation is done on the basis of customers buying behavior, usage of the product, customer loyalty, and desired benefit from the product.
If you are a business traveller, then the airline offers a loyalty program for you.
Market Segmentation helps businesses market efficiently because it allows them to focus on a specific segment of the market.
3.4 Targeting Strategies
Targeting involves identifying certain groups of customers that an organization wishes to target.
When companies target the appropriate customers, they can allocate their marketing funds more efficiently and can improve their customers' satisfaction.
There are various targeting strategies that organisations can employ, such as:
Mass Marketing
Mass marketing is the one that focuses on marketing of a product or a marketing message to all consumers.
For example, the Coca Cola is a beverage product company that has many consumers all over the world.
Differentiated Marketing
The differentiated marketing approach is to provide multiple products to multiple customers or a single product in multiple ways to multiple customers.
For example, auto makers provide several models of automobiles to different income levels.
Niche Marketing
In niche marketing, you target your market at small, specific groups of customers who have specific needs.
Luxury brands such as watch brands are the ones that use niche marketing.
Concentrated Marketing
Arrange resources to focus on one mass market segment – concentrated marketing
3.5 Positioning Strategies
The placement is how a product or brand will be remembered by consumers.
An effective positioning can make organizations distinguish themselves from their competitors.
There are a number of ways in which organisations place products:
•	Quality.
•	Price.
•	Innovation.
•	Convenience.
•	Customer service.
•	Brand image.
Apple is one such brand that is regarded as an innovative premium tech brand.
McDonald's puts itself on the level of a "convenient and affordable" fast food chain.
Strategies for positioning enhance brand recognition and customer loyalty.
Strong positioning is also related to competitive advantage, as the customers recognise specific values that are linked to the brand.
3.6 Pricing Strategies
Pricing is one of the most important factors affecting the commercial decision making process as it directly affects the sales revenues, profitability, perception of customers and competitiveness in the market.
Practices vary depending on the goal of an organization and market conditions and thus use different pricing strategies.
Penetration Pricing
Penetration pricing is one of the pricing tactics in which prices are reduced to gain market share.
It is a marketing strategy frequently employed by start-up companies to compete with already established companies.
Premium Pricing
Premium pricing is the setting of a high price to instill quality and exclusivity.
Competitive pricing is pricing that is based on competitor pricing.
In markets where there is competition, retail businesses will typically employ competitive pricing.
Psychological Pricing
One of the approaches that is psychological pricing is using customer psychology to influence their buying.
Dynamic Pricing
Dynamic pricing means that prices change as a result of the demand, competition and market conditions.
The airline and hotel industry are examples of industries where dynamic pricing is often employed.
Well-priced strategies improve revenues and customer satisfaction.
3.7 Revenue Generation Strategies
Business models are being applied to assist organisations to increase their profits.
Product Diversification
New products or services are introduced in an organization to bring in new groups of customers.
For example, the Starbucks store was transformed into a food and retail outlet.
Market Expansion
A company expands to new geographic regions in order to expand its customer base.
International expansion strategies are used by global companies like McDonald's and Amazon.
Upselling and Cross-Selling
Upselling – the concept of offering a higher-priced product, Cross Selling – the concept of providing a similar product.
They are often used by retail or ecommerce companies.
Subscription Models
Subscription businesses make regular income from their customers, usually monthly or yearly payments.
Subscription revenue models are successful for Netflix and Spotify.
Digital Sales Channels
Organisations have additional revenue streams through the online platforms and e-commerce.
The online sales channels enable companies to access the world market.
3.8 Customer Value Creation
Customer value is the goodness that product/service is given to the customers minus the value that customer paid for the product/service.
Customer value is created by organisations which improve customer satisfaction and loyalty.
The value added to the customer is achieved by:
•	Product quality.
•	Customer service.
•	Convenience.
•	Innovation.
•	Brand reputation.
•	Pricing fairness.
Amazon is one such company that gives utmost importance to convenience and the quality of their service.
Customer value creation can positively impact on:
•	Customer retention.
•	Positive brand reputation.
•	Competitive advantage.
•	Increased profitability.
The company's marketing and sales performance is adequate.
Marketing directly affects the performance of sales and profitability of the company.
Good marketing generates a level of customer awareness, increases the demand for the product and can shape customers' buying habits.
The way a salesperson performs is affected by:
•	Product quality.
•	Marketing communication.
•	Customer service.
•	Pricing.
•	Brand reputation.
•	Market demand.
Students will create a digital marketing strategy and understand the range of marketing strategies for commercial success.
There are a lot of changes in the world of commercial and marketing management with the advent of digital marketing.
Digital platforms are used by organizations to communicate with their customers, to promote their products and to boost sales.
Digital marketing includes:
•	Social media marketing.
•	Content marketing.
•	Email marketing.
•	Influencer marketing.
•	Online advertising.
Digital marketing can provide you many advantages:
•	Global customer reach.
•	Lower promotional costs.
•	Real-time customer engagement.
•	Data analytics.
•	Personalized communication.
For example, Amazon uses personalised suggestions and digital advertising to facilitate the better purchase for customers.
Complete this before the project begins: As part of the project before it starts, do this:
Retention and acquisition are all about acquiring new customers and keeping customers as part of the business.
Effective companies have a mix of strategies for acquiring and keeping customers.
The following approaches can be used to gain customers:
•	Advertising campaigns.
•	Promotional discounts.
•	Referral programs.
•	Social media marketing.
•	Influencer partnerships.
These are some ways that you can keep customers:
•	Loyalty programs.
•	Customer support.
•	Personalized experiences.
•	Product quality.
•	Relationship marketing..
Those companies that have strong customer relations make more profits and customer satisfaction.
Branding and the development of a competitive advantage will be explained.
The development of the identity and image of a brand is known as branding.
Good brands build increased brand awareness, trust and competitive advantage for their customers.
Brand identity includes:
•	Brand name.
•	Logo.
•	Design.
•	Messaging.
•	Brand values.
Brands have emotional and functional attributes that they communicate to consumers.
For example, Nike's brand is all about motivating people to be motivated, to live up to their potential as athletes.
Some of the advantages of good branding are to:
•	Customer loyalty.
•	Higher market share.
•	Premium pricing opportunities.
•	Long-term business growth.
Consistency is important, because if the message is inconsistent then this can negatively affect customer trust.
3.9 Ethical Marketing Practices
Ethical marketing is a marketing that is done in an honest, responsible and transparent way.
To prevent unethical practices, organisations should refrain from doing things like:
•	Misleading advertising.
•	Hidden charges.
•	False product claims.
•	Inappropriate handling and sharing of customer information.
•	Unfair pricing.
Ethical marketing leads to greater trust and goodwill among customers, as well as among the organization.
Today's customers are very interested in companies that demonstrate social responsibility and ethical behavior.
Ethical commercial practices involve:
•	Transparent communication.
•	Fair pricing.
•	Customer privacy protection.
•	Sustainable business practices.
•	Honest advertising.
3.10 Real-World Organizational Examples
Amazon
Amazon has excellent commercial and marketing management skills, their customer-oriented strategies, digital marketing, pricing policy and distribution systems.
The personalized suggestions and quick delivery of Amazon boost client fulfillment and income.
Coca-Cola
Branding and emotional advertising are the Coca-Cola's competitive advantage, as well as its position in the market.
Happiness, social connection and customer engagement are the cornerstones of the company's marketing messages.
McDonald’s
McDonald's uses consistent branding for adapted marketing strategies.
The company provides special offers and food according to various cultures and tastes.
Starbucks
The value that Starbucks products add to customers is with quality, customers' experience and Starbucks' brand image.
It is a company that is very relationship-oriented and is oriented towards premium positioning.
Methodology
The method of carrying out this report is qualitative methods which are secondary research methods.
Secondary research involves obtaining information from other academic journals, books, organizational reports, business publications and marketing studies.
The qualitative method was selected because of the research aspect of gaining insight into commercial strategies, consumer behaviour, marketing performance and organisational practice.
The methodology includes a process of reviewing:
•	Marketing management theories.
•	Commercial management concepts.
•	Academic research articles.
•	Business case studies.
•	Industry reports.
•	Organizational examples.
The process of research was followed by identification of major themes which included the following:
•	Pricing strategies.
•	Market segmentation.
•	Branding.
•	Customer value creation.
•	Revenue generation.
•	Digital marketing.
•	Customer acquisition.
•	Sales performance.
The following will be helpful to the Methodology:
Provides information on commercial and marketing practices.
Allows examples of business in the real world to be analysed.
•	Is able to make comparisons of different marketing strategies.
Draws on academic and business sources for information and ideas that are suitable for the task.
There are limitations of the Methodology, as detailed below.
This study is based on the secondary data and not on primary surveys.
Media interpretations may have occurred with some case studies.
Because of technology and consumer behavior, marketing environments are dynamic and are changing rapidly.
The methodology can be improved, but is helpful to gain insights into the management of the business and the marketing.
Findings
The findings made in this report reveal that the commercial and marketing management greatly influences the performance of the organisations and the development of the business.
Commercial and marketing strategies are put into place to improve the development of businesses.
Market performances are better when B2B companies have a commercial management framework which is part of its marketing approach.
Good commercial and marketing management is useful in assisting to:
•	Increased sales revenue.
•	Higher profitability.
•	Stronger customer relationships.
•	Improved brand recognition.
•	Greater market competitiveness.
The findings show the ability to gain insight into the preferences of customers through market segmentation.
Segmented marketing improves:
•	Customer targeting.
•	Product development.
•	Marketing communication.
•	Customer satisfaction.
Organizations are finding that their marketing strategies have been effective and that their customers are engaged because of these strategies.Organizations have found that their marketing strategies have paid off, and that their customers are engaged because of these marketing strategies.
Pricing Strategies have an impact on Customers' Behavior.
The price is a key determinant in buying decisions and brand image.
The results reveal that the adoption of flexible pricing approaches enhances the competitiveness and profitability of the organizations.
Premium pricing will enhance the brand image and penetration pricing will attract new buyers.
Branding is a tool that can assist brands to gain a competitive advantage.
Great branding will help customer gain more confidence and recognition towards brand.
Even if there's a lower cost option, customers may go for the known and trusted brand.
Digital marketing certainly enhances customer communication and sales.
Social Media marketing, online advertising and personalized marketing increases customer engagement and visibility.
Digital platforms also provide information and marketing data on customers.
The more value the customer can create from the product, the more likely he is to be loyal to it.
The results confirm that organizations that have a customer value focus have higher customer loyalty and retention levels.
There are several ways to enhance customer satisfaction that an organization can do, including:
•	High-quality products.
•	Personalized experiences.
•	Responsive customer service.
•	Fair pricing.
Positive word of mouth means that customers will talk about brands.
You will realize that marketing decisions will contribute towards profitability.
The study findings suggest that marketing strategies are directly related to profitability of the organization.
Sales performance and market competitiveness is enhanced by effective advertising, pricing, branding and customer relationship management.
Organizations that strategically invest in marketing make long-term return on investment.
Discussion
In the discussion part, the significance of commercial/marketing performance in the contemporary organisations are discussed critically.
The outcomes have confirmed that the commercial and marketing management is essential in determining the sustainability and development of the organization. The business environment is highly competitive with the customers' expectations changing with time.
Organisations therefore, need to plan in a customer driven way with effective commercial planning.
Value creation for the customer is one of the topics to be discussed. 
Customer expectations can be understood only by the organizations which are more successful in keeping the customers loyal and provide competitive edge.
The second one is a major talking point that relates to the relationship between price and customer perceptions.
The price also has an impact on the brand image and customer trust.
Premium pricing can be used to establish a sense of quality and exclusivity, whereas low pricing can lead to making the market more accessible.
The significance of digital marketing in the business management of the present scenario is also highlighted.
The way customers communicate, advertise and buy things has been changed by technology.
Through social media and digital, organisations can interact directly with customers and make real-time analysis of customer behavior.
Digital marketing also improves the reach to the global market and promotion efficacy.
As with any marketing strategy, however, digital marketing has its own set of challenges such as data protection, information overload, and privacy.
Branding and customer loyalty is another important topic to be discussed.
A company can be sustainable in the long term due to their emotional connection with customers through their strong brand.
Brands such as Apple and Nike have established customer loyalty and have been able to place themselves in the high-end market through their brands.
Also it shows that retaining customers is an important factor for long-term success, since this will bring about profits.
It takes a lot of marketing dollars to acquire new customers, but keeping existing customer relationships boosts the revenue's stability.
Therefore, its importance in terms of customer relationship management (CRM) is vital to commercial success.
Ethical marketing also has become important in the modern organizations.
Customers demand transparency, honesty and responsibility of the organizations from the society.
Unethical marketing practices may be false advertising or the improper use of customers' information and could tarnish the reputation of the organization and customer trust.
There is also a discussion of the problems facing organisations around commercial and marketing management.
These challenges include:
•	Intense market competition.
•	Rapid technological changes.
•	Changing customer preferences.
•	Global economic uncertainty.
Moral and legal obligations.
Recommendations
Based on the findings and analysis, the following recommendations are made.
Develop successful branding campaigns.
Values of organizations should be clearly communicated and consistency in organisation's branding should be maintained.
We can say that good brands make more recognition and trust among customers.
Use of Data Analytics for decision making
Customer support and customer loyalty initiatives ought to be enhanced by businesses.
If there is good customer relations, then it will result in retention and profitability.
Follow ethical marketing techniques.
Organisations should be open, honest and fair in their advertising and in making commercial decisions.
Ethical marketing enables the customers to trust the business more and make the reputation of the business positive.
Promote innovation and the ability to respond to markets.
The attributes of a product, the price and its promotions must be continually changed in response to the market trend and the customers' expectations.
There is no way to be competitive over the long-term without innovation.
Conclusion
Commercial and marketing management is an important part of the organizational performance, customer satisfaction and business growth.
This report was intended to clarify the linkage between strategy in business and in marketing performance of the contemporary organizations.
The study provided the explanation of several key concepts such as market segmentation, targeting, positioning, pricing, brand, value creation to customers, digital marketing, customer acquisition and revenue generation.
The results showed that businesses that are effective in their commercial and marketing strategies have better relationships with their customers, improved profit and competitive advantage.
Marketing decisions have great impact on the performance of sales, customer loyalty and sustainability of the organization.
The importance of digital marketing and customer relationship management (CRM) in the current business environment was also highlighted.
Marketing is being increasingly made more effective and efficient using technology and customer analytics by businesses to communicate with customers.
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Appendices A
These are the big marketing strategies, which are detailed in Appendix A.
Strategy	Purpose
Market Segmentation is dividing of customers into segments.
Targeting Which segments to focus on.
One of the best ways of developing a brand identity is through positioning.
Pricing – Enhance profitability & competitiveness
Create brand attachment and brand recognition
Raise awareness of customers – promotion
Appendix B
Business Area	Benefits
Sales Performance	More money generated
Customer Satisfaction	Improved loyalty
Rewarding	Better credibility
Profitability: Better functioning of finances.
Business Competitive Edge	Enhanced Competitive Edge
 Appendix C.
•	Social media marketing
Search engine optimization (SEO)
•	Email marketing
•	Influencer marketing
•	Online advertising
•	Content marketing
•	Mobile marketing
•	E-commerce platforms
•	Video marketing
•	Customer analytics
