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Introduction

This research study assesses marketing the techniques and methods within organizations and enterprises dedicated towards the management of the firm's resources and activities. The sucess of any business enterprise depends on the type of activities it undertakes to promote the process of buying or selling of its goods, services or products. Some of the main activities that occur in marketing include advertisement, product design and consumer research among others (Sheth and Kellstadt, 2021).

This study also examines the business macro environment, positioning strategy, case study branding  and integrated marketing communications in organizations. Macro environment is a term that refers  to the condition of the current economy as a whole, from GDP, fical policy, levels of employment and spending, monetary and fiscal policy. Positioning strategy is brand perception in the minds of a potential buyer relative to related brands in competition (Sheth and Kellstadt, 2021).
Importance of Understanding Macro Environment as a Manager

Macro environment refers to the conditions and forces within an economy where a firm has no control over. These conditions and are dynamic, drastically keep changing and opening up oppotunities  for competition and complexity. Business managers and leaders should have a deeper understanding on macro environment for efficient financial management and better decision making (Manika et al., 2021). The sucesss of any firm, product or project depends on how best it perform in interrelationships, networks and interdependancies which relies on the actions, behaviors and decisions of business managers and leaders (Manika et al., 2021).  


Understanding and interpreting information on macro environment involves examining several categories of activities which a business has to contend with regardless of the prevailing business conditions (Manika et al., 2021).  PESTEL is one of the tools managers use to analyze the external environment represented as political, economic, social, technological, environmental and legal factors. 


The political dimension of the external environment refers to political trends and events, sanctions and embargos, legislation, trade agreements and wars among others. The economic factors of the macro environment include tax regimes, currency, price of raw materials anf interest rates. Social forces refer to the impact of the social changes on a business like values, culture, social structure and language among others (Katou et al., 2021). 


Technological dimension is in the areas of innovation, computer manipulation, smart systems, artificial intelligence, and big data analytics among many others. On environment, a business manager needs knowledge sustainability, climate change, environment protection and governance, and energy production among others (Katou et al., 2021). Lastly, the legal dimension allows a business manager to understand legal requirements, policies regulations and barriers in the external environment.


The current thinking in business macro envronment revolves around the ability of a business manager, leader or analyst to match what a firm is able to do within the external environment in formulating behaviors, actions and decisions to determine the best match in the markets, products, goods and services (Aguilar-Hernandez et al., 2021). Influencing the extenal envornment requires a business manager to shape appriopriate responses for the activities and elements or trends existing in the external environment and likely to have a significant impact on the performance of an organization in its specific industry (Aguilar-Hernandez et al., 2021)

Knowledge on corporate political activity would empower a manager to understand how to campaign in order to influence government regulations to favor of the firm's business interests. Managers play a very central role in shaping decisions using lobbyists, and industry groups to assert pressure on the government adopt a regulation favourable to an organization (Aguilar-Hernandez et al., 2021).Macro enviroment data and statistics exist from several sources including government departments, newspapers, magazines, journals, scholarly materials, university libraries, and industry associations among many others. 


The ever changing and dynamic business environment, strategy implementation by business management teams requires greater capabilities to analyze and interpret  the best action, decision or behavior for the success of a business. Macro environment encompasses aggregate production, price levels and spending in an economy which are the factors that determine business dependancy on overal economy (Rao et al., 2021).

Analyzing the three factors of macro envronment mentioned is an important element of the strategic management. Business owners expect the managers to keep a keen eye on their interests and ensure that they guarantee better returns on investments while the customers are dedicated to satisfaction that exceeds their expectations with the products, brands, goods and services they purchase (Rao et al., 2021). 


The competitors in the macro environment pose a major challenge for business managers and leaders by vying for potential customers in the markets have with similar products, brands, goods and services. In any business organization, there exist several conditions that influence the decision making processs, the most common ones being uncertainity, risk and certainity (Rao et al., 2021).

In an internal environment, a business manager or leader has perfect understanding of all the information needed to make a decision, however, the challenge occurs when there are options to  chose from and come up with the best solution, this contasts with the external business enviroment where unfarniliar problems exist which requires non programmed decisions (Grijalvo et al., 2021).  Decisions under situations of uncertainity become difficult to execute because they require unique, and innovative alternatives to the existing processes.


Another area that business leaders require insights in macro environment is on demography which provides data, statistics and information on human populations in terms of age, gender, religion, occupation, ethnicity and race among other defined charcteristics (Grijalvo et al., 2021). These features of demography would enable the manager accurately determine and measure market segments and targeted markets.
Positioning as a strategy when developing marketing campaigns

Companies adopt position when developing marketing campaigns for a wide range of reasons. Positioning is a concept in the field of marketing that provides a framework the steps to undertake to effectively market a product, brand, goods or services to the target audience, the potential customers (Shams et al., 2021). The positioning framework involves creating images of a product, brand, good or service consistent with of the target audience. 


The four pillars of positioning are promotion, price, product and place. The findings from research studies show that a good positioning strategy is  intense in order to enable a firm elevate its marketing to create synergy that makes customers make buying decisions using knowledge provided on the product, service or brand (Shams et al., 2021).
 Effective product positioning enables a business communicate its markerting messages to appeal to a larger percentage of the target consumers and persuade them to make buying decisions that favour certain products, brands, goods and services.Effective marketers should first begin by conducting research on the needs, tastes, preferences and choices of the consumers in specific selected niches and market segments (Shams et al., 2021).
 
The other important element to remember factoring in demographic and psychographic attributes of the target audience to understand the prevailing trends, lifestyles, and public spaces to target and the specific products and services to be made available.

Companies pay closer attention to position to enable them weigh on the prevailing competitive pressures and the areas where to establish a competitive advantage over the other  (Dierks et al., 2016). 
 
To compete effectively both internal and external environments, marketers should add value to their marketing products, services, brands, initiatives and programs to stand out in the eyes of the customers and be able to satsfy their needs, tastes, preferences, and choices.

Today's busines environment offers different and unique choice of communication channels to enable firms deliver product messages, and images in diverse unique ways (Dierks et al., 2016).


The choice of a communication channel by marketer has a significant impact on target audience reception. The commucation channel of choice should connect with the potential customers in unique way and draw attention of a larger percentage of the public in both internal and external environments (Tleuberdinova et al.,  2021). The most commonly used communication channels include social media platforms such as facebook, twitter, badoo, instagran, whatsup, Pinterest, and Google play among many others. Apart from the social media platforms, television commercials, public performances, interactive media, and print media such as newspapers, and magazines also provide alternative communication channels with potential of attaining greater reception (Tleuberdinova et al.,  2021)

Effective brand positioning creates a unique selling proposition for a product or service which diffentiates it from other availabe choices with similar benefits (Tleuberdinova et al.,  2021) The modern market place is clustered with diversity of choice demanding the marketers to create own unique memorable times for the public to understand, admire, and purchase one brand over the other.


Some companies adopt a positioning strategy based on the product characteristics that add greater value to the customers. Superior products  position higher in the market because of the trust, image, and performance in both internal and external markets. Companies like Apple, Cocacola, Pepsi, Microsoft, and Google rank up higher in the hierachy of positioning (Rosenbaum-Elliott et al., 2021).  The quality of the product or service from past experience is basic element most consumers consider before making a buying choice especially in the modern era where people really pay  close attention to living healthy lifestyles (Rosenbaum-Elliott et al., 2021) 


Price positioning is another domain explored by marketers to place their brands, products, goods and services in certain unique positions relative to the existing competition in the market. Some of the common pricing strategies in marketing include skimming, penetrating, matching, sorounding, and undercut. Price position determines on whether the product, service, or brand is considered cheap, moderately cheap, moderately expensive or expensive (Landa et al., 2021). The findings from research studies show that small businesses are less likely to use price positioning strategy because they stand a higher chance of struggling to achieve the volumes of sales required to break even.


Further studies show that some businesses design perceptual maps of the superior brands in the market to extract data and information on the possible prevaling gaps and oppotunities to exploit (Landa et al., 2021). A positioning map is an illustration of the dominant brands in the market and coming up with a framework of the past, present and possible trends in consumer perceptions, views and behaviors (Landa et al., 2021). The diagramatic two dimension map technique visually shows the diverse perceptions of the customers in relation existing competition in the marketplace. The maps identifies the ideal points, and competing products in the dimesions of their effectiveness and appeal to the customers. 


The common practice for marketers is positioning their products, brands, goods and services based on the prevailing market competition.Competition is the reference in the marketing element  which helps to differentiate products, and services from others. Marketers strive to design messages,text, and images with the potential of attracting large audiences who would then translate into a percentage of the market share in their internal and external markets (Landa et al., 2021).

Competition based brand positioning looks at the strengths, and  weaknesses of the market rivals and drawing comparision to own to determine the posture of the prevailing ecosystem while identifying oppotunities and threats as well. There are three options available for a marketer to determine whether they will establish a competitive advantage in the marketplace (Hsu and Grodal, 2021).  An aggressive position applies for well established companies, ready and willing to defend their position in the markets by setting up potential entry barriers, engaging in mergers and aquistions, launching new brands, or strengthening their market share base in the stock markets.A competitive position is one whether each company strives to establish a competitive advantage over the other existing firms in unstable markets.A conservative position refers to assuming a competitive advantage in a stable industy with low levels of growth (Hsu and Grodal, 2021)

The findings from research studies show that some of the leading companies in the world including Apple, Amazon Inc., Microsoft, Spacex among others invest heavily in luxury branding which operates on the principle that the higher the price, the more certain a customer likely believes in the better quality products and services. The companies adopting this type of strategy show little interest in communicating the prices of their products and services, but capitalize on the level of prestigue that goes with the brand, product or service. 
The luxury branding strategy creates desires, curiousity and fight for social (Ang,  2021). recognition among the potential buyers. Luxury branding broadcasts more on the quality, prestigue and reputation of social classes to give them a better advantage in the public spaces. Tho other characteristics of luxury positioning include craftmanship, exclusivity, and elegance (Hackley and Hackley, 2021). The perception of person on percieved luxury of a product, service, and brand depends on socio-economic status, and geographical location. The concept behind luxury branding is to establish exclusivity of market share with greater emphasis on in-store purchases for customers who prefer to stay away from the limelight (Yucel-Aybat and Hsieh, 2021).
Case Study: JD Sports Branding 

JD Sports is a British retail company specializing in sports-fashion and with its headquaters Bury, Greater Manchester, England. The company  owns huge retail  outets in distributed across many of nations across the world. JD Sports was founded in 1981 by John Wardle and David Making as a single retailing shop in Arndale Manchester. As an official supplier and sponsor of several football clubs, JD Sports branding plays a key role in the continued expansion of the Company with now over 850 stores across 19 nations in Europe,Asia, Canada, USA, Singapore, and many others (Melton and MacCharles, 2021).

One the strategies JD Sports uses in its branding positioning is retaining and improving on the existing dynamic appeal.by establishing and maintaining  deeper connections with the existing customer base as it continues on its plans to widen the scope of investment in online and physical retail stores in the global markets. JD Retail stores have enhanced customer care service staff which ensures an elevated customer experience using authetic and uniquely designed product range (Melton and MacCharles, 2021).

JD Sports core business is in the power of fashion, style and oudoor retailing strategy which presents the customers with ambient environment of a wide range of sports brands with flexible selling prices while at the same time retaining and protecting profitability of the business in the industry. Over the years, the company has maintained its unique analytic approach to managing the diverse range of sportwear by ever improving on the rate of sale and maintaining the markdown at minimum levels (Melton and MacCharles, 2021).

The company's superior store portfolio places at a competitive advantage in the processes of branding and creating customer awareness. JD Sports marketing teams aggressively engage digital platforms and infrastructures to market its product range in an environment that is convinient, cheap and offering an exciting digital experience (Hidayat,  2021).

The sucess of JD Sports branding is a result of its continous international expansion in both online and physical stores, a multichannel capability that enables for multi currency transaction capability making it easier for customers in the domestic and international markets easily shop seamless across its network channel of retail stores (Hidayat, 2021). The company has  heavily invested in digital marketing through its official company website,social media, big data analytics and artificial intelligence to guarantee maximum consumer reach on these platforms to make buying decisions empowed by accurate and reliable information. (Hidayat, 2021).
JD Sports incorporation of Integrated Marketing Campaigns (IMC)

JD Sports values cross channel marketing by creating consistent campaigns across many different and diverse platforms culminating in a cohesive experience to its domestic and international markets (Rodrigue et al., 2021). 


The company's integrated marketing campaigns (IMC) exist through a multi channel system driven by continous expansion in the domestic and international markets. Through financial investment in enhancing multi channel capability, the company focuses its attention on enhancing multicurrency transactioning from its company's official website (Rodrigue et al., 2021).  


 JD Sports branding sucess is a result of its continous international expansion in both online and physical stores, a multichannel capability that enables for multi currency transaction capability making it easier for customers in the domestic and international markets easily shop seamless across its network channel of retail stores (Rodrigue et al., 2021). The company has  heavily invested in digital marketing through its official company website,social media, big data analytics and artificial intelligence to guarantee maximum consumer reach on these platforms to make buying decisions empowed by accurate and reliable information (Salimi and Khodaparast, 2021).

 Digital and social media channels of the company provides additonal capability for online purchasing and access to a wide range of products of the company's inventory available its its physical warehouse. JD Sports has over the years continued to invest in new business to enhance the company's profitability in medium term while at the same time striving to deliver long term sustainability to deliver on the promise of shareholder return (Salimi and Khodaparast, 2021). Many obervers in sports retail industry agree the integrated marketing campaigns of JD Sports underpine its continous growth and expansion while laying empasis on the importance of maintaining and enhancing excellent relationships with other labels in stock to enable the company stay ahead of the consumer behaviour trends.
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