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Marketing Management
Part A: The “Form versus Function” Debate
Marketing is an essential aspect of the business since, after the production of both products and services, marketing is needed to ensure that the target market is well-conversant and willing to purchase them (Deepak & Jeyakumar, 2019). More so, efficient marketing management in an organization significantly aids in its growth through the achievement of the set goals. Consequently, in marketing management, scholars often argue on what should be focused more on marketing products. Therefore, they argue between the form of the product or the function of the product on what should be the marketing point. 
Moreover, scholars have conducted various studies to establish which one between form and function is more efficient in the marketing of products. According to Kotler and Keller (2016), both aspects play a role in marketing since form involves the product design and creates the initial image to customers before they get to try the product. On the other side, the function of the product is also vital since the aspect that maintains the customers, and an organization gets loyal customers (Chernev, 2018). Therefore, since marketing aims to increase the sales of a product and, at the same time, maintain loyal customers, the function of a product overpowers the design.
The main goal of any marketing strategy is ensuring that the set goals regarding the sales of products are met. More so, the approach also focuses on positioning and differentiation from all other products in the market as well as unique branding (Chernev, 2018). Furthermore, to ensure that the business survives in the market, its goals are expected to be met repeatedly more so the sales goals. Therefore, the focus shifts from having customers buy the products to maintaining these customers as loyal customers. As a result, the functionality of the product comes in, since once the target market is convinced by marketers to purchase the products, then their satisfaction determines the loyalty they have to the product (Deepak & Jeyakumar, 2019). Hence, since the product's quality is based on meeting the consumers' needs, the functionality of the products confirms the brand's success. Consequently, loyal customers may also partake in the product's marketing once they are satisfied by the function. 
Additionally, marketing generally involves the creation and delivery of value to the target market as identified by the business to meet their needs, and above all, retain them. Most importantly, marketing is a corporate event whereby the marketers get involved, and at the same time, the customers play a role too (Deepak & Jeyakumar, 2019). In this case, the functionality of a product delivers value to the customers more so for their money once their needs are met. As a result of the satisfaction of needs, customers are retained, for they always go back to the products that actively meet their needs. Since human beings are social beings, it is in their nature to advocate for those products that they agree with and satisfy their functionality, especially during this era where there are a variety of platforms to do so, that is, social media. In the process, the customers continue marketing the product based on the function of the product and not the form (Deepak & Jeyakumar, 2019). Therefore, positively impacting brand success.
Lastly, good public relations actively contribute to brand success in business (Kotler & Keller, 2016). Moreover, public relations is one of the most effective marketing strategies since it involves the creation and maintenance of a good relationship with society as a whole; therefore, having a good reputation. Besides, good public relations is mostly associated with trust by the consumers on the business, which results from the business meeting the needs of the target market (Chernev, 2018). Meeting the customer's needs is associated with the functionality of the product; therefore, once the product meets these needs, it creates good public relations. As a result, everyone in the market advocates for the product contributing to marketing management.
Part B: Is the Right Price a Fair Price?
A business idea initially starts with the identification of a business niche in the market. Following the identification of a business niche comes the definition of the target market, which is a crucial stage in developing a business (McMahon-Beattie et al., 2016). Understanding the target market also includes understanding the income levels of the target customers. Therefore, when it comes to setting the right price, the target market plays a significant role since the final product prices are usually based on what the customers are willing to pay for the function of the product. Other factors play a role in the setting of a product price, including the overall market price and the profit the business owner intends to make. Thus, the final cost of the product reflects on the value; the customers are willing to pay.
According to McMahon-Beattie et al. (2016), a variety of products exist in the market whose pricing is usually very high; however, customers continue purchasing these products at high prices. This is due to the value that the customers place on the product. For instance, when a customer buys a bottle of water, the value placed on this product depends on its availability; therefore, the sellers of this product price it at a low cost. This is since for $2; the customers are willing to purchase the product since one can get the same water from a water outlet such as a tap in the house. However, in the case of buying concert tickets worth $500, the value the customer is willing to pay for changes and becomes higher. For $500, a customer gets to attend a specific concert; therefore, for that particular experience, a customer equals the value to $500. 
Additionally, pricing is one of the significant differentiating tactics of a specific brand’s products in marketing (Huang & Ke, 2017). Therefore, similar products exist for same functions but have different prices in the market. Moreover, specific products are considered of higher value than others by customers; however, these products meet the same needs. For instance, in the communication industry, iPhones are of higher value than Android phones. However, both products are usually used in communication, and they both meet technological needs. Despite the similarities in makeup and functionality, consumers still consider iPhones to be of higher value. Therefore, most are willing to pay very high prices for the specific value that comes with iPhones. Moreover, there is a considerable difference between iPhones and Android phones, especially when it comes to pricing. 
Lastly, prices should reflect the value that consumers are willing to pay in that, depending on the utility of a product, the customer may be willing to pay high or low prices (Kort et al., 2020). The utility of a product is associated with its functionality. Therefore, most consumers relate the functionality of products and the different brands in the market due to the reviews given and the experience of using similar products. Hence, for a specific brand, customers are usually willing to pay a lot of money for the products, while for others, customers decrease the value. For instance, women are willing to pay for high prices for specific makeup brands as compared to other makeup brands. More so, due to the functionality of their products, the producers take advantage of pricing their products based on the value customers are willing to pay.
In conclusion, various aspects surround the marketing management of a company, including the perceptions of the form and function of the products and the pricing of the products. More so, this also determines the success of the brand. Therefore, it is essential to understand that the product functionality is key to brand success since the whole purpose of marketing is to meet the needs of the customers and also retain these customers for business growth and the functionality of the product achieves that. Besides, the pricing of products should reflect on the value that customers are willing to pay for, among others.
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