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Introduction
The purpose of this report is to examine the fundamentals of marketing including processes, marketing mix, customer value, communication and other relevant concepts. The business used for this report is Lindt & Sprüngli based in the United Kingdom. This company is based in the confectionary sector and in addition the target customers are individuals from the mass market who are able to and willing to consume chocolate based products (Lindt-spruengli.com, 2018). Lindt & Sprüngli is established as a worldwide venture which has distribution channels for over 120 countries. As a final touchpoint, Lindt & Sprüngli is one of the oldest and most successful confectionary businesses, existing for 160 years and generating the substantial net income of 487.1 million CHF (Statista, 2018). 



Task A
Question 1
Marketing is the area of study which concerns understanding customer spending patterns, behaviour and what they will find appealing in promotions from a business organisation (Marketing - The marketing process | Britannica, 2019). Apart from considered an area of study, marketing is also known as a departmental set in a standard organisation. This functional area is vastly responsible for every aspect that concerns the target customers – service, demand, feedback, sales, advertisement, market research, customer segmentation and many more (Miles and Darroch, 2006).
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(Eser, 2016).
Marketing embodies a wide range of concepts within its scope, one of which is processes divided into four stages or elements. The purpose of the marketing process is to develop the strategic approach of businesses further and ensure that they maximise the potential of attracting as many customers as possible. This is done majorly as the goals and objectives of the company are clearly defined as well as the shared values. The four elements are referred to as:
· Strategic analysis of the market.
· Planning based on the marketing mix.
· Marketing implementation.
· Control of the marketing.
The situational analysis of the marketing environment enables businesses to look through any faults or particularly exceeding areas of management and external driving forces of change (Smartsheet, 2019). The primary benefit of the situational analysis is the fact that the company will be able to create a substantial plan which will work in favour of growth and prosperity through budgeting and goal setting. 
In order to demonstrate the impact of the internal and external environment and the consequent essence of the need for situational analysis, PESTLE and SWOT will be conducted for Lindt. 
Firstly, PESTLE analysis is a tool which examines six different factors which are only external. This means that the disadvantage is the lack of internal environment insight which an organisation like Lindt will definitely be in need of. However, unlike other frameworks like SWOT which contain only four areas of research, PESTLE has comparatively more information to provide in return. Nonetheless, it remains applicable only when the organisation will aim to observe changes in the external environment and is not applicable for every instance.
	Political

E.g. Government policies,
government term,
trading policies.

	· There is a stable government with democratic tendencies despite some of the predicaments inside parliament in the UK – Positive factor.
· There are existing and growing concerns about the increased rate of obesity, especially in children – Negative factor.
· Food Safety is taken very seriously by the government and regular inspections are made to Lindt and its food goods.


	Economical

E.g. Economy trends,
overseas economies,
general taxation.


	· Northern Ireland may increase the corporate tax for companies by almost 13% which means that there may be increased costs for Lindt in the UK – Negative Factor.
· There is a reported inflation of cocoa prices in parts of the United Kingdom (Lindt B2B Marketing Strategy, 2020)– can be either positive or negative depending on the necessity of supply for Lindt.
· There is an uncertain economic climate with the fluctuation of the pound due to the issues related to Brexit. It will be difficult for Lindt to predict with accuracy what their annual revenue will be worth – Negative factor.

	Social

E.g. Lifestyle trends,
Demographics.

	· Customers are becoming a lot more conscious about their health and the bad effect of chocolate products on it. This can result in decrease of sales – Negative factor.
· There is a growing interest in goods which are ethically produced. This is an area where Lindt specialises as a company that takes great care in the preparation of those goods – Positive factor.
· The population is growing in the United Kingdom which indicates the increased potential of higher sales by a larger number of people (Lindt B2B Marketing Strategy, 2020) – Positive factor.
· The development of gift culture benefits the sales of the Lindt company throughout holiday seasons, especially Christmas time – Positive factor.

	Technological

E.g. Technology legislation,
innovation potential,
research funding.


	· Technology has advanced significantly in the past decade which enables Lindt to look at innovative approaches quicker and more effectively than before – Positive factor.
· There is a definite development in warehousing which stores a larger supply of goods, necessary for the production processes of the company – Positive factor.

	Legal

E.g. Consumer laws, safety standards, labor laws.

	· Being socially responsible is becoming more required within the United Kingdom due to the rising awareness for global warming. Lindt is already a company taken the initiative to implement ethical practices only – Positive factor.

	Environmental

E.g. Climate, weather, geographical location.

	· Generally speaking, environmental policies are crucial to sustain in the management of Lindt – Positive factor.
· There are programmes aiming to reduce the excess consumption of water and energy in order to be more environmentally friendly – Positive factor.
· The packaging used for the confectionary is made from biodegradable material which is good for the environment – Positive factor.



	
	Helpful
to achieving the objective
	Harmful
to achieving the objective

	Internal origin
(attributes of the system)
	Strengths
· A lot of experience in the market given that it was established 160 years ago (Lindt B2B Marketing Strategy, 2020).
· A wide range of confectionary products to satisfy a large differentiation in customer prefences.
	Weaknesses
· There is a lack of certification in Fairtrade.
· The company is not managed by an external body.
· The company is not as available in international regions as some of the competitors it faces.

	External origin
(attributes of the environment)
	Opportunities
· There is a presence of seasonal campaigns.
· The rate of consumption for chocolate remains high.
	Threats
· There are rising concerns about obesity.
· There are increasing environmental concerns.



STP
Segment - People who try to have top-notch first-class chocolate
Target cluster - All middle-class and social-age teams
Positioning - Best chocolate maker with best used cocoa and ingredients



MARKETING MIX (According to Marketing91 (2017))
Product
Lindt may be a well-known company engaged in the production and commercialization of quality chocolate products, typical pastries and seasonal pastries. The goods are personified as the following categories claim.
Lindor - absolutely represented in 1949 as a bar, and in 1967 - as a ball. it's a hard shell and an elegant chocolate filling. there are many colors and scents like
· Lindor strawberries and cream five packs
· Lindor milk five packs
· Lindor fruit assortment gift box 147g
· Lindor Ocean Salt Caramel Five Packs
· Lindor various five packages
· Lindor Mango & Cream gift box 147g

EXCELLENCE - Offers spread of white, milk and dark chocolates made from fruits, spices and nuts.
· EXCELLENT roasted hazelnut
· EXCELLENT Milky ocean salted caramel
· EXCELLENT elegant mix of 70% cocoa
· EXCELLENCE of Cocoa Company
· EXCELLENT Milk mint

Hot Chocolates - Melt in creamy, delicious and glossy chocolate. it's used to decorating desserts and making iced chocolates together.
· Lindt Chocolate Flakes Dark
· Lindt Chocolate Milk Flakes

Pralines - These are various chocolate candies, finely packaged and tastefully arranged.
· Subsequent creation of Lindt
· Lyon Fioreto 100gr
· Lyonte Fioreto 170gr

Place
Lindt can be recognized as a graduate and works through four hundred and 10 chocolate retailers, businesses and restaurants are expanding anywhere on the planet, as well as in places like u. France, Germany, Brazil, the African country, Japan, China, Russia, India, Canada, Mexico and the United Kingdom. He began his journey by searching for pastry in the city center and later opened a factory in Horgen. The success of the LED to the precipice of the second search at Paradeplatz. Over time, the corporation has created a separate market for its delicious goods and is currently operating through its headquarters in Kilchberg, Schweiz.

Price
At the end of fiscal 2017, Lindt announces its revenues and revenues of CHF 4,088 billion and CHF 452.5 million. The corporation is a crucial and integral part of the volatile market. It offers premium quality goods and has therefore adopted a premium pricing strategy. Even though Lindt faces some competition, it is not interested in competing brands because the quality of the product is superior to the others. The complete product is secure in the loyalty of its customers and has maintained its valuation policy. Moreover, high costs are part of his business strategy because he sets the product apart. Children, adults love Lindt merchandise, so there is no change in the overall assessment policy.

Promotion
Lindt can be a globally recognized high brand recall kit. many promotional plans have been launched to market his goods within the client market. The company advertises through advertising campaigns that appear on print, electronic and visual media in magazines, billboards, TV channels and upholstery. Posters are displayed in trains, airports and in massive malls. Lindt is super active through her website, Facebook page, Instagram, YouTube and Twitter account. Lindt is aware of the impact of celebrity endorsements and has joined Roger Federer as his full ambassador. It has been forged in many advertising campaigns that promote full awareness among buyers.

Question 2 (400)
The marketing orientation embodied by Lindt is societal. The vital side of associating a product with the whole is for the customers to keep in mind the quality of the brand. For Lindt, finished as a product, in conjunction with any premium quality and high choice, customers will combine and combine flavors. In addition, there are packages that are sweet and colorful enough to make it easier for customers to distinguish Lindt from alternative brands so that they can distinguish fragrances from their variable choices. completed as a corporation, this angle focuses on the attributes of an organization rather than the goods or services it offers. Lindt has invested in pastry innovations to help achieve the first-class quality of its products. With eight manufacturing sites in Europe and therefore in the US, eighteen subsidiaries and multiple freelance distribution partners, the Lindt & Sprungli silver company is a leading international premium premium chocolate supplier
As for the concept of the Ansoff Matrix, Lindt is an already established company which has experience in introducing new chocolate products which are quickly liked by the public eye.
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(Corporate Finance Institute, 2000)

Question 3
Stakeholders are known as the parties which have an effect or are affected by a business organisation in some type of way. The marketing influence of the stakeholders can be immense, majorly due to the fact that the customers of the company are part of the stakeholder group. After all, the company aims to cater for the interest of the consumer rather than its own and in order to do so it alters and develops marketing strategies to reach out. The customers are the first example of an external stakeholder. Another example is the supplier for the Lindt company which will deliver all of the raw material necessities for the production of chocolate. The supplier will be required to bring only high quality raw products while in turn the external stakeholder expects prompts and regular payments for their services.
In contrast, internal stakeholders are fully controlled by the company. The first example are the employees. They can have an impact on marketing strategy based on ideas they have (assuming that they work in this department). Their performance determines also whether the company will be successful or not in the long term. The second example of an internal stakeholder is the business owner themselves who decided upon every course of action for the business and may do as they wish with the company. This is the authority with most power over every function including marketing. 



Task B
Communication is the way in which two or more parties share information with one another – this can be verbally and non-verbally (Lynch and de Chernatony, 2004). Marketing type communication (MarCom) can be an elemental and complex part of efforts to promote a company. A little outlined, MarCom will outline all the messages and media that unfold to speak to different people (MaRS Startup Toolkit, 2013).
Marketing communication includes advertising, marketing, branding, packaging, your online presence, writing materials, PR activities, trade shows, sponsorships, trade shows and more.
Marketing communication has 2 goals. One is to form and steadily seek and prefer goods. The opposite is to shorten the sales cycle.
Create preferences
Preference creation is the greater refinement that communication tools need to be able to deliver to positioning your product or company in the mind of the target customer.
Positioning and building a one-time take and need a precise sequence of attractions (not only in the use of satellite communication refinement, but additionally with references to the relevant parts of the product, pricing and distribution) and thus is a core document for the corporation.
Shortening the sales cycle
Shortening the sales cycle of this support your sales and channel partners in an effort to find, interact with and deliver a customer. An understanding of customer shopping by a method brings considerable representation to the merchandise, but one will shorten the sales cycle (Aydinli, Bertini and Lambrecht, 2014).
Promotional types
Launched in the 2012, the Bear Lindt campaign has been quite active on social media. • Lindt created every landing page called "Say it with the Lindt Bear" and a Facebook app called "Lindt Bear Dance". Despite its name, the landing page is a twin to the Facebook app, during which the bear Lindt performs arts with Gingerbear music and blames the audience for Lindt's electronic card program. • Under the #lindtbear hashtag, Twitter users are actively interacting within the language to load from @Lindt_Chocolate for tweet, either by retargeting or by posting an Associate in a Nursing Instagram image. • The "Lindt Bear" video is on Youtube, during which she emphasizes her care by verbally communicating "When she comes from the center, show that she cares for you with the new Lindt bear." • Although there are few gains on Pinterest, Lindt is still leading the campaign with associating Lindt Bear with the center to show her concern.



Recommendations and Conclusion
Lindt is active in social media and abuse platforms, including Twitter, Facebook, StumbleUpon, Blogger and Tumblr. Her social media campaigns range from apps and network accounts that are at the beginning of social conversations, check out promotional campaigns in addition to social issues when interested in sponsored online games. they need to show brand visibility and make it accessible on social media.
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