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[bookmark: _Toc113199602]Introduction 
Marketing is an important area of a business. It should be properly done for the growth of the business. It includes various activities of the business. A proper marketing strategy can be built by analyzing the issues or challenges faced by the business and finding solutions. In this report, one of the supermarkets in the UK named Iceland supermarket is evaluated. This report contains the analysis of challenges faced by Iceland, Various marketing strategies that can be adopted by the supermarket, and the impact of these strategies on stakeholders. Communication is essential for the organisation. Communication is defined as a “ process by which information is changed between individuals through a common system of symbols, signs, or behaviour”.
[bookmark: _Toc113199603]Iceland supermarket 
Iceland Foods Ltd, headquartered in Deeside, North Wales, is a British grocery business. It focuses on the sale of frozen foods, such as prepared dinners and veggies. They also sell non-frozen food items such as fruit, meat, dairy, and dry goods, as well as through a chain of stores known as The Food Warehouse. The corporation controls around 2.2% of the UK food market. Malcolm Walker and his business partner Peter Hinchcliffe launched the first Iceland Foods location on Leg Street, Oswestry, Shropshire, England, in 1970, launching the company. They each contributed £60 to pay the store's rent for a month. When Woolworths learned of their other roles, they were still working there but their employment was terminated. Initially, loose frozen food was Iceland Foods' primary focus. They started selling their own-label packaged foods out of a store in Manchester in 1977, and by 1978 the business had 28 locations (Harvey, 2000).
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Above diagram shows the communication model of Iceland Group. Communication model is the way of communication of people within an organisation. In Iceland company, director of the company give instructions to general manager and vice director. Other managers of the company are instructed and monitored by the general manager. 
Major challenges faced by Iceland
Iceland supermarkets facing many challenges now. One of the important challenges is high competition. The major competitors of the supermarket are Tesco, Sainsbury, Morrison supermarket, etc. There are many supermarkets in the UK. Iceland facing high competition in the market. Down in the profit is another thing (Shaw, Nisbet and Dawson, 1989). The covid pandemic in the past 3 years made a huge negative impact on the profit and return level of Iceland supermarkets. The profit of the company is comparatively less. Another problem is the brand value of the company. The brand value of the company is low when compared to the other supermarkets in the UK. The dividend value of Iceland supermarket is very low. Shareholders do not get enough return on their investment. 
[bookmark: _Toc113199605]Marketing strategy Proposal
Marketing strategies are mainly used for the growth and improvement of businesses to gain efficient marketing for the business. This includes various aims such as understanding customers, analysing the market, analysing competition, marketing research, defining the marketing mix, financial analysis, reviews, and revising (van Waterschoot and van den Bulte, 2021). By focusing on this aim and preparing appropriate strategies, a business can earn more marketing results. While considering the challenges faced by Iceland supermarket in the UK, an effective marketing strategy can enhance its growth and thereby they can improve its performance in the market. It is important to consider the marketing mix of the business properly (Alexis, 2020). So, the marketing strategy of Iceland supermarkets should be the Marketing Mix strategy. Marketing mix strategies are about concentrating on the four areas of marketing including product, price, place, and promotion. It includes Product strategy, pricing strategy, placing strategy, and promotion strategy. 
[bookmark: _Toc113199606]Product strategy
From the standpoint of retail marketing, the product component of the mix is critical. Retailers stock their stores with a wide range of merchandise to meet the demands of every customer. Some merchants have a wide variety of products on their shelves, but others have a more limited selection. The array of products sold by a store defines the character of the business and its position in the marketplace. By comparing the two images below, you can get a sense of the differences in the kind of retail businesses that may be selling these products. Conservation is currently a big topic, with millions of businesses committing to eliminating the use of single-use plastics. Several customers are abandoning plastic bags in favor of more environmentally friendly options. While this is good for the environment, it also helps you market your brand by printing your logo on canvas shopping bags that clients can use to get around town (Parasuraman, 1983). Furthermore, the more reusable bags are promoted and utilized, the less money you will spend on plastic bags. Make sure you keep your grocery bags in an easily accessible location where people may see and pay for them. We also urge that individuals be rewarded for using these bags, as many retailers already do. Instant delivery of the products is also an effective strategy that can be adopted by Iceland supermarkets. With this strategy, customers can order the products very fast and get the order more easily. This will lead them to order again. Choosing what products or services to sell to a specific clientele is known in marketing parlance as the product decision. New product development is a significant component of this component mix. Products become outdated and inferior to those of the competitors as technology and consumer preferences evolve, therefore businesses must either completely replace the product or update it with features that customers appreciate. As new products are created that offer greater benefits than existing ones, high market share may change. As an example, the Sony Walkman dominated the market for portable audio players. With the ability to download music and store thousands of tracks, the Apple iPod quickly outsold the Walkman after its release (Petty, 2017). The main important factor is the quality of the product. The business should make sure of the quality of the products. Selection of suppliers and brands is an important area for this. The business should select the most trending products for the sale. 
[bookmark: _Toc113199607]Pricing strategies
Price is an important component of the marketing mix since it shows what the company obtains per unit for the offered product or service. It is the only component of the marketing mix that generates money, while the others are expenses. Product design (product), advertising and salespeople (promotion), and transport and distribution (location) are all examples of costs. As a result, marketers must be very explicit about their pricing objectives, techniques, and the elements that drive price setting. They must also consider the necessity of discounting and making concessions in certain transactions. These considerations may have an impact on the level of list price decided, sometimes with a bargaining buffer built in. Promotional pricing can be used for marketing (Sandelands, 1997). Thousands of stores around the world use this overtly obvious marketing strategy. Pricing that is on sale is a terrific method to draw clients and increase sales. People are more likely to purchase in large quantities if you give discounts for brief periods. Additionally, you have the choice to make coupons and loyalty cards with attractive prices, luring clients back to your supermarket. Technologically advanced supermarkets will digitize their coupons and loyalty cards so that customers can use them while shopping on their cell phones. Developing a loyalty programme is one method supermarkets may gather important customer information. Customers must choose to participate in a data-collection programme that tracks their purchases to order to do this (Davies, 2009). These programmes provide several numbers of price strategy improvements. First, customers that sign up for the programme are eligible for discounted costs. Second, the data can be used by the supermarket to develop pricing profiles, anticipate consumer behaviour, and otherwise improve its pricing tactics. Finally, supermarkets may tailor their coupons and promotional discounts by using information about what customers frequently purchase, which lowers the cost of marketing while boosting their efficiency. To order to encourage customers to buy higher-margin products, grocery retailers that provide incentives like fuel points may link such purchases to extra fuel credit (Ejye Omar, 1997). The shopping behaviours of consumers are extensively studied by large grocery companies. Some people use this to create zone pricing, which is pricing profiles with varying prices for various stores. The supermarket can tailor its rates for each region by setting up various pricing profiles, or zones, for its grocery stores. For instance, clients in high-income areas could be more inclined to pay more for bathroom tissue than those in other areas. The grocery business can adjust prices at various locations to boost earnings regionally.
[bookmark: _Toc113199608]Placing strategies
Placing is an important area of the business. Placing the product should be an effective way. At the front of any store, you'll see two lines. One is typically fresh fruits and vegetables, while the other includes quick things such as sandwiches and flowers. The fast goods are there because supermarkets understand that some individuals will only zip in and out and will respond better to having what they need readily available. The fruit and vegetables seem great in natural daylight, and the expanse of green puts shoppers at ease. This is because of fact that green is a soothing colour. It is crucial in influencing the consumer's decision to buy one product more than another (Menon and Menon, 2017). The first need is for the items we want to stand out to be placed at eye level. On the other hand, products that might be an option will need to be placed in a less obvious location. Second, the essential things should be located in the back of the store, pushing customers to walk all the way through and add unanticipated items to their cart. Last but not least, it is recommended to place consumable items in the place of sales, such as candy, prepared meals, or processed baked goods. Due to a stronger visual appeal, customers may make spontaneous purchases of them while waiting in line. Comparing premium and ordinary products reveals subtle differences in the environments. When you enter the alcohol department of some stores, the flooring changes from linoleum to wood. The colour displays for expensive and exotic products are frequently different from those for regular ingredients. Shoppers are encouraged to feel as though they are making a unique purchase by the surroundings (Abdullah Saif, 2017). According to the weather, supermarkets are aware of what products customers will consider most enticing. When it's raining, you'll see umbrellas next to the registers; when it's sunny and brilliant, it'll be shaded. Additionally, there are typically a variety of treats, magazines, and easy-to-handle marketing materials available as you wait in line. Products are purposefully positioned near one another. Because buying one increases sales for the other, you can frequently find snacks and soft drinks together. The science behind product placement in grocery stores is becoming increasingly sophisticated. Now, video surveillance can send computerized behaviour data. The software, which was once employed to study antisocial behaviour, is quickly catching grocers' attention. To boost sales, product placement can be modified and customer behaviour tracked. Businesses like retailers or wholesalers make up the supply channels that items travel through before reaching consumers. Since they may be the only sources of affordable access to the market, producers must carefully manage their interactions with these groups (Varadarajan, 2015). They also need to be knowledgeable about fresh distribution strategies that can provide them with a competitive edge. For instance, Dell transformed computer distribution by selling directly to people rather than through conventional computer stores. Adoption of innovative technology ideas in the store can also attract customers. 
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Social media are the best way to promote the business. Social media are the most widely used platform in the world. Because your clients are likely to spend several hours online each week, you should consider using social media marketing. Social media updates may appear insignificant, but modest, daily reminders of your products and offerings are an excellent way to stay in the thoughts of your clients. Social media is an inexpensive and straightforward tool for a supermarket to publicize special bargains, tastings, holiday hours, and forthcoming events. In-store tastings can be a successful technique once we have reached a fully post-covid world, even though it is not now possible due to the pandemic. You may create exclusive events that draw consumers and increase sales at your grocery store by providing in-store sampling (Bognanno and Melero, 2015). To make it easier for customers to incorporate your sampling into their shopping excursion, try holding tastings at the same time every week or day. Instead of just providing one cheese cube and a cracker, come up with exciting themes and offer a variety of foods. Use your social media marketing initiatives to spread the word about these events on the appropriate platforms. People adore free food, and when they come to sample, they'll likely also pick up the coffee and sugar they just ran out of. Small, everyday reminders of your products and offerings are a terrific method to stay at the center of your customer's minds, even when social networking messages may appear to be pointless. A supermarket can promote special offers, samples, special hours, and forthcoming events easily and affordably via social media. Being able to interact and communicate with your consumers outside of the grocery store is beneficial for your company. Social media can be used for this, but email lists offer a more personal touch. Make a weekly or monthly newsletter that details and advertises special deals for clients willing to provide their email addresses. Additionally, think about giving out vouchers, weekly promotions, cooking advice, and recipes. For companies looking to reach customers for services, they might have forgotten they needed, regulated postcard and letter campaigns do work. However, the success of direct marketing via postcards, letters, telephone, or email will vary from business to business. Nowadays, telemarketing is essentially unproductive in most situations. Effective advertising efforts typically include tactics from a variety of media to make sure the message reaches your target audience (Kong, 2016). And keep in mind that not all channels are equal in terms of how useful a relationship is to your company. People who join your email list, for instance, are more valuable than those who like your Facebook page or follow you on Twitter. PPC is another strategy than can be used in online promotion. According to what you're selling, PPC can promote conversions. The best use for small enterprises is lead generation. The majority of people who click on an ad in the search results are doing research and wanting to buy. If you decide to run PPC advertisements on Google Ads, Facebook, or other social media platforms, make sure you work with a professional. A badly conceived campaign might waste your money and produce little to no returns. The promotion of the business should contain innovative ideas. The advertisements should educate the customers about the product brand and the service provided by the business. They can adopt an integrated marketing communication technique. It can be defined as “the process used to unify marketing elements such as public relation, social, media, audience analytics, business development principles and advertising into a brand identity that remains consistent across distinct media channels”. Branding is an important factor for the company. 
Branding 
Branding is defined as “a process of creating a strong, positive perception of a company, its products or services in the customers mind”. Brand equity is a term that used to explain and describes the brand value of a company. Company can select Keller’s brand equity model. Kevin Lane Keller, a marketing professor, initially created the Keller's Brand Equity Model, sometimes referred to as the Customer-Based Brand Equity (CBBE) Model, in his widely used textbook, Strategic Brand Management. In order to ensure that your brand stands out and that consumers are aware of it, your first objective should be to build "brand salience," or awareness. Determine what your brand means to your customers and what it stands for, then explain it to them. To do this, think about your brand's "performance" and "imagery." Customers react to your brand based on how it makes them feel as well. Customers will respond emotionally to how a brand makes them feel about themselves in addition to how your brand might immediately provoke sensations in them. The peak of the brand equity pyramid is occupied by brand "resonance," which is the hardest and most desired level to achieve. When your target audience has developed a strong psychological connection with your brand, you have achieved brand resonance.
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Customers are the important stakeholders of a business. Better customer service can also lead to high marketing results. Your customer service and retention tactics should prioritize surprise and delight. The finest kind of consumers have been repeated ones, and they value stores that remember them highly. Make it a point to express your gratitude for their purchases to your regular consumers. A personalised video greeting thanking the consumer for making their first purchase is something you don't often see in online shopping, even though sending welcome letters to new customers is a routine practice. Problems with shipping and delivery are inevitable when you sell products online. Numerous issues could develop, including missed delivery, goods that were damaged, and inconveniences. Customer satisfaction is still your responsibility even though these problems aren't your fault. Because of this, it's critical to regularly monitor client orders and make sure that their items arrive promptly and safely (Pallister, 2012). If something goes wrong, stay in front of it by contacting them right away rather than waiting for them to get in touch with you, and try to make things right. When a customer enters your company, great customer service begins. Create a strong greeting for your customers to make a great first impression. Questions like "Can I help you?" should be avoided. Instead, personalise you’re greeting or seize the chance to assist and learn more about them. While preventing out-of-stocks is the ideal course of action, with the appropriate customer service, you may turn a bad stockout situation into a favourable one. When a consumer inquires about a product that is not in stock, be sure you have a better response. Always be prepared to provide alternatives so you don't lose out on the sale. Offer to ship from your store or warehouse - Another service you might provide is to order a product from another place or source (like your online store) and then ship it to the consumer free of charge. Customer service demands product expertise, thus you and your personnel must constantly be up to date on your products and catalog information (Nurcahyo, 2016). This is helpful when discussing your top sellers, going over the advantages and disadvantages of various products, and showing customers how to use a product. Each touch points of the customers should be analysed.



Above diagram shows the customer journey and touch points regarding the Iceland supermarket. Each stage of the customer journey should be managed properly.
Impact on Stakeholders
Adopting marketing mix strategies will enhance the value addition of both internal and external stakeholders. The major stakeholder of the Iceland supermarket is its owner. Only efficient marketing can lead to profit. If market value and sales increase, it will also contribute to the profit of the business. With these strategies, they can earn more profit. The major issues faced by the business such as high competition can be solved using these strategies. The supermarket can survive in the competition time. The major impact of these strategies is profit. It is also cost-effective. Marketing of the business can be done in less economy. The marketing cost can be reduced using this method. another stakeholder is customers. Customers will get many benefits. Customers are also able to know about the products and services properly through marketing strategies (Miragaia, Brito, and Ferreira, 2016). They will get efficient customer service from the business by understanding their needs, by making a better placing of the products, they will get the product with suitable price and all the customer related activities will run properly. Another stakeholder is shareholders. If the business gets a high profit using marketing strategies, it will contribute to its dividend per share. So, the shareholders will get a high return on their investment. Another stakeholder is society. If the business got growth, it will create more employment opportunities for society. Every business has several responsibilities towards society. By selecting this method, the Iceland supermarket can fulfill these responsibilities. Stakeholders will get an acceptable response and growth from these strategies in present and also in the future too. 
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Marketing activities of the business should be managed strategically for the effective growth of the business. This report contains the evaluation of major challenges, the proposal of marketing strategies, and the impact of the strategies on stakeholders, of Iceland supermarket, one of the famous supermarkets in the UK. The major challenges faced by the Iceland supermarkets are high competition, low brand value, low profit, low dividend per share value, etc. For solving this issue the business should make an efficient marketing strategy for the business. The strategy should concern different marketing mixes of the business, such as product, price, place, and promotion. The first one is the product strategy of the business. A variety of products should be there in the market. The product should be packed in an environment-friendly manner. The quality of the product should check. The supply of the products should be properly maintained. And also business can produce new products, for the selling of another product. Another strategy is the pricing strategy. A suitable change in the pricing of a product can affect the selling of that product. Proper price considerations and vouchers should be given to the customers with repeated purchases and bulk amount purchases. The business can also change the price according to the zone of operation too. Another strategy is the placing strategy. Alignment of the product in the supermarkets is important. It should be attractive, eye-catching maintained. Placing of the product should be done considering the needs of the customers. Another important strategy is the promotion strategy. Advertising can make a huge impact on the marketing of a product. The advertising should be done through various communication channels including both online and offline and internal and external. Another thing that can contribute to better marketing is customer service. Customer service is an important area of the business. Creating better customer service for the business can also lead to an increase in sales of the business. These are the major type of strategies that can be adopted by the Iceland supermarket. Adoption of these strategies can also contribute to the value of various stakeholders of the Iceland supermarkets such as owners, customers, shareholders, society, etc. It helps in increasing the profit, creating brand value and awareness, and better customer experiences and leads to efficient marketing of the business.
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