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How have Google and Amazon disrupted not only bricks and mortar marketplace but internet marketing?
Through their day-to-day evolution and innovation, Google and Amazon have been able to disrupt not only bricks and mortar marketplace, but the internet marketing. Through innovation, the two companies have always been in the forefront, developing new strategies to beat their competitors. Like any other company seeking to be successful, Amazon and Google have been able to satisfy their partners, employees, stakeholders and suppliers to ensure that no arm of their business is affected. With every stake holder in the business satisfied, the company can highly frustrate its competitors because there would be no chance left for failure. Another common thing with Amazon and Google is that they are always keen to monitor what their competitors are doing hence continue improving their strategies to ensure they remain on the top (Kotler, Kartajaya & Setiawan, 2016). 
How does marketing intelligence (knowledge of your customers wants and needs) help drive marketing strategy? 

Although it has proved to be a challenge for many business people to drive their marketing strategies, marketing intelligence has come in handy to help business people understand the needs and wants of their customers and effectively drive their marketing strategies. Marketing intelligence helps in carrying out this noble course in various ways. To start with, it aligns different data sources within the business to ensure a central source of data. In addition, marketing intelligence creates a rich profile of audience in the business and improves the relevancy of marketing and advertising at all stages of the entire consumer journey. Marking intelligence solutions helps a business person understand the needs and wants of customers and optimizes their experience with personal needs (Ginsberg & Bloom, 2004). 
 In regards to collecting information and forecasting demand, what has Wal-Mart done well (and differently) than other companies like Target, K-Mart, Sears? 

For over a decade now, Wal-Mart has been on the lead in the retail distribution in America. It has been able to shine over other companies such as Sears, K-Mart and Target. However, there are reasons as to why Wal-Mart has been on the lead. To start with, Wal-Mart has been able to place its stores strategically. Due to sufficient collection of information and forecasting, the company targets on the well populated areas to place their stores (Kotter, 2008). Generally, it is obvious that Wal-Mart has been able to utilize on marketing intelligence to understand and develop what their customers need and locate their stores near the customers. In addition, unlike others, Wal-Mart has focused on pricing and affordability of their products. Having the advantage of being in the market for quite long, Wal-Mart has studied the various changes that occur in the market and are able to adapt to the changes once they take place. Forecasting has enabled them venture into businesses they never took part in. For example, after noticing the need for food products, they introduced food products in their stores making Wal-Mart a one stop shop (Kotter, 2008). 
What are the different components of an effective marketing plan that are relevant? Describe any four of these component and illustrate with a real life example to demonstrate your understanding. 
For success in any business, there is need for a definitive marketing plan. A marketing plan basically gives direction and organization to the life of a business. It is essential to have a marketing plan in ones business and for an effective marketing plan the following components are essential. Commonly known components of marking plan include target market, price strategy, budget, differentiation strategy, positioning, marketing goals and metrics. Target market is one of the essential components of a marketing plan. For effective marketing, the target market should be identified because if a certain product can be useful to certain group of people, that should be the target market for the product (Madhavaram, Badrinarayanan & McDonald, 2005). For example, marketing luxury products are marketed to those with high income while the basic needs are marketed to those with low income. Hence, the target market for luxury products is the high income earners. The second component is differentiation strategy. This is where the marketing plan is expected to set a clear distinction between what differentiates your product and those of others. Basically, it focuses on what makes the product unique. Budget is the third component and like in any other activity within a business, marketing should operate on a clear budget. Pricing strategy is also a component of an effective marketing plan and it dictates that the market plan is responsible for setting out the pricing strategy for services, products, and business. Pricing can either attract or drive away customers. For example, high end customers prefer buying products with high prices. It is therefore acceptable in marketing that pricing be done strategically based on the target market (Madhavaram, Badrinarayanan & McDonald, 2005). 
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