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Introduction
Companies always focus on the changes in the market scenario and the changes in the customers' need to provide effective market offerings to the customers. Successful companies analyze the market environment situation to achieve a competitive advantage by serving the market effectively and efficiently. Several types of business stakeholders impact the marketing operations of the business in different aspects. This individual essay will select Diageo Plc as the UK based company and discuss the process and stages of marketing considering the market environmental analysis, marketing research, and marketing mix strategies. Also, it will identify the relevant stakeholders associated with the business and marketing activities and assess the importance of the stakeholders on the marketing activities of Diageo Plc to achieve long-term business sustainability through obtaining a competitive advantage in the market.


[bookmark: _Toc60863313]Definition of marketing
People in the market generally think that the promotional activities of selling are marketing. Some of them believe that not only promotional activities of selling but also the activities associate with the product designing and packaging includes in the marketing. But marketing is not the activities of packaging, advertising, or selling activities of a product in the market (Kumar, 2016). According to the American marketing association, marketing is a social and managerial process that identify the need of the customer and create profitable exchanges between the customers and other stakeholders to achieve the goals and objectives of a company. When people in the market felt deprivation of something and generates need and wants, marketer finds out that opportunity and identify the demand to serve with the appropriate value in the market. This need wants and demands may come from an individual, a group, or a company that has an entity in the practical sense (Bither, 2020). The father of marketing Philip Kotler says that the managerial process and activities to plan and execute the exchanges between the customers and marketers profitably is called marketing. So marketing is a whole process that associate with the customer service operation in the market.
[bookmark: _Toc60863314]The stages and processes of marketing
The company serves the market with five different concepts. Among them, the marketing concept is one of the concepts that says customer satisfaction at first to sustain in the market. The marketing concept suggests the companies know the market demand at first (Eilert, 2018). Also, it suggests implementing a strategy and defines the marketing mix in the market. Then it suggests implementing the strategy and control them in the market to obtain the market advantage effectively. This individual essay will consider Diageo Plc as the UK based company and discuss the marketing process here.
[image: ]
Figure-1: stages and processes of marketing
Source: (Sanderson, 2016)
[bookmark: _Toc60863315]Market environmental analysis
Successful companies always analyze the market environment by conducting an effective situational analysis at first. Diageo Plc has a unique department to know the updated and changing market scenario that helps them to take the necessary decision in time (Etzel, 2018). Also, the company gets the market gap opportunity from the market environmental analysis by analyzing the threats and opportunities of the market environment. Companies in the market practice 5C analysis, SWOT analysis, and porter’s five forces analysis to analyze the market environment. This essay will be adopting porter’s five forces model to conduct the market situational analysis for Diageo Plc here.
[bookmark: _Toc60863316]

Porter’s five forces model
[image: Porter's Five Forces | Market Info Group]
Figure 2: Porter’s five forces model
Source: (Fassin, 2012)
New entrants’ threats: the positive growth of the beverages market make the industry so attractive that most of the giant multinational always try to enter into the market. Most of the beverages brand is profitable in the market that helps to maintain profitable customer relationships for the companies (Fassin, 2012). Diageo Plc mostly sells the beer product line in the beverages industry. But it needs to provide outstanding services to the customer to create a strong customer base that helps them to defend the other brands' entry in the market. So, the new entrants’ threats in this market are low.
Threats of substitute products: there has a large number of different brands of beverages existing in the market. If Diageo Plc increases the price of a brand comparatively with the competitors in the market, the chance of selling the product will decrease. Also, consumer behaviour in the beverage industry is unpredictable (Warrink, 2018). The customer of Diageo Plc may purchase and consume the other brand without any hesitation and any bad feelings for Diageo Plc. Their eagerness to taste the several brands is high in the beverages industry. Besides, the costs for switching brands is nearly zero for the UK beverages industry. So, the threats of substitute products are very high in the market for Diageo Plc. 
Buyers' bargaining powers: in the beverages industry of the UK, there have more than fifty-five million customers who regularly purchase different branded beverages. Among them, about 25 million of the customers are active customers of beer that sells the Diageo Plc in the UK market. Also, more than twenty-one brand exists in the market who sells beer in the UK market (Isike, 2017). Besides the quality of the beverages are alike in the market that customers don’t hesitate to switch from one brand to another in the market. If Diageo tries to charge higher prices for its products in the market, the customer will switch to other brands immediately. So, the buyers' bargaining power is high in the market.
Suppliers' bargaining power: there have a lot of suppliers in the UK beverages industry who provide raw materials, technology, and so on to impact the company. But the quality and reliable suppliers are few in the market that helps a company to retain a competitive advantage in the market (Piercy, 2019). Diageo Plc provides a lot of importance to choose reliable suppliers because a supplier determines the success of the product's quality ultimately. The suppliers' bargaining power is not as high as the other factors in the market.

Rivalry among existing competitors: besides Diageo Plc, Bacardi, Carlsberg, Heineken, and Pernod Ricard serves the existing market in the UK. Every one of them is a strong competitor to each other. Besides, there has some other genuine beverages seller like the Coca-Cola and Pepsi who controls the beverages market selling substitute products for the market (Wiersema, 2013). They try to differentiate their product according to the quality, design, and pricing in the market to sustain in the market competing with the others. So, the rivalry among the competitors that exist in the market is high. 
[bookmark: _Toc60863317]Objectives
The objectives of a company are the predetermined aims and goals that need to achieve within the available and budgeted resources in a company. Every company sets the objectives to obtain within an estimated schedule framework. The objectives of Diageo Plc are to attain sustainable market competitiveness over the competitors through implementing an effective marketing strategy in the market that increase the profitable long-term relationship with the customer (Hoyer, 2015). It tries to achieve economies in scale while implementing the marketing activities in the business market. However, a specific objective helps the business to conduct the market operations targeting for future outcomes within the right movement.
[bookmark: _Toc60863318]Strategic marketing planning
A strategy is a definite and unique plan to accomplish the targeted goal. In other words, it can be said that the plan to achieve market goals with an estimated and predetermined strategy regarding market information is strategic marketing planning. Diageo Plc determines strategic planning according to the outcome of market environmental analysis (Fung, 2014). It segments the market, target the specific people, and position its brands in the customers' mind with the help of determining strategic planning. This essay will discuss the strategic marketing planning of Diageo Plc including Ansoff’s growth matrix, the segmentation, targeting and positioning, and marketing mix activities following here.
[bookmark: _Toc60863319]Ansoff’s growth matrix strategies
Diageo Plc considers Ansoff’s growth matrix strategies to identify and determine the brand performance and marketing strategy in the market. It indicates the strategy in different levels of a brand and market to make a further investment or withdraw the market offer according to the market performance effectiveness.
[image: ]
Figure-3: Ansoff’s growth matrix strategies
Source: (Dervitsiotis, 2015)
Diageo Plc always hungry for the new market opportunity to serve the new customers profitably. According to Ansoff’s growth matrix strategies, Diageo Plc developed the product effectively while launching a new product in the existing market. Customers get a new way of diminishing their needs in the market (Sanderson, 2016). When it decides to market the existing products in the existing markets, it adopts the market penetration strategy that means the boundary line of the market will increase more. Customers don’t get anything new, but the marketers increase the sales volume by increasing market size. It adopts with market development strategy while the existing products need to launch in the new market. Companies always focus on market development in case the customers won’t be aware of the product. Also, it adopts the diversification strategy while the new products need to launch in the new market (Wiersema, 2013). Customers are unaware of the product and companies enter into new markets to serve the customers. The risks will be increase according to the new option to serve in the market. The riskiest strategy is the diversification strategy according to Ansoff’s growth matrix strategies for Diageo Plc.


[bookmark: _Toc60863320]Segmentation, targeting, and positioning
Segmentation
 Segmentation is the process to identify, dividing, and creating the market according to the similar needs of the customers. Companies segment the market to implement marketing planning effectively. It reduces the wastage of the company resources to serve the market and maximize the value of the company resources (Bither, 2020). Diageo Plc segments the market according to the information regarding customers’ demography, behaviour patterns, and psychographic behavior, and lifestyle patterns. The income, education, religion, family status is the demographic information that helps the company to identify the customers' group within the same class. The behavioral and psychographic information assists to determine the people who have the same patterns to consume the products in the market that helps the company to segment the market within similar needs and demands. It segments the market for long term business sustainability achievement.
Targeting
When the company completes the segmentation process and decide to serve the segmented market, they also want to know the customers in the market precisely. Companies always try to invest in potential customers and existing customers, not in others. Some of the companies consider all of the people in the segmented market as potential customers and invest in them that called undifferentiated strategy (Kumar, 2016).  While others invest in the selected people in the segmented market that called the differentiated strategy of targeting. Diageo Plc follows the strategy considering the market potentiality. Where most of the people come under the potential customers, it invests in them to convert into real customers. 
Positioning
Companies identify potential customers through market segmentation and convert potential customers into real customers. Companies implement the positioning strategy in post-purchase service activity to convert customers into lifetime customers. Diageo Plc always focuses on real customers and provide premium quality post-purchase services (Isike, 2017). It helps the company to gain a large strong based customer and besides, these satisfied customers publish the positive word of mouth communications and create huge potential customers into the real customers. It is one of the great reasons to implement a positioning strategy in the market.
[bookmark: _Toc60863321]Marketing mix strategies
Marketers follow McCarthy’s 4P’s of marketing to determine marketing mix strategies in the market. To achieve higher performance on the market, marketers use another 3P’s for service marketing in the marketplace. Here this essay will discuss the marketing mix strategies of Diageo Plc.
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Figure-4: 7P’s of marketing
Source: (Kotler & Armstrong, 2015)
Product
The idea, people, concept, service, goods, or any kind of offerings that have monetary value in the market and able to satisfy the customers' need is called the product (Hoyer, 2015). Diageo Plc offers its beverages products under five categories in the market while each category has multiple product lines in the market. The most recommended product category of Diageo Plc is beer.in other words, the unique style of beer production and its popularity helps the company to dominate the market in the UK.
Price
A huge number of competitors exist in the market and everyone tries to achieve a market competitive advantage through implementing unique pricing. Diageo Plc follows the competitive pricing strategy in the market to sustain market competition (Fung, 2014). While it sells its beer products with additional quality and features, it imposes higher pricing for the products in the market. Also, it currently using the product bundle price method in the market. Besides, it introduces occasional price discounts and cashback pricing promotions in the market.
Place
Companies always try to build up a strong distribution channel to reach the product effectively in the customers’ hands. Currently, Diageo Plc uses two ways for the distribution of its products in the market (Warrink, 2018). Firstly, it sells its products through the online platform where it uses its website. Secondly, it sells through retailers in the market and about 5000 of the retailers in the UK currently sell their products successfully in the market. Also, it integrated its online and offline retail stores to make effective and fast sales of the products.
Promotion
Companies try to send information about the product to the customers to recognize the product in the market. Diageo Plc uses several media to promote its brands, products, and services in the market. It makes advertisements on newspapers, radio, and television as well as a social media platform to boost product promotion in the market. It continuously adopted with the percentage of sales method to determine the promotional budget.
Additional 3P’s for service marketing
Additional 3P’s of service marketing are the people, process, and physical evidence. These people, process, and physical evidence indicate the necessary human resources, market operation activities, and identifiable tangible evidence that use to provide the services for the customers (Kotler & Armstrong, 2015). The effective implementation of these increases the testability and reliability of the product in the market. Diageo Plc uses highly skilled employees in front line work, uses distinct designed furniture and instruments, and discloses the operational information to the customers.
[bookmark: _Toc60863322]Implementation and control
Diageo Plc analyzes the market environmental situation, set the business objectives, and determined the strategic marketing planning till now. Now it’s time to implement the strategy into the real market practice. Marketers effectively implement the determined marketing strategy in the market with the help of necessary personnel and resources (Dervitsiotis, 2015). When the strategy implementation completes in the market, the outcomes will come as the market performance of the company’s products and businesses. The higher management of the company is responsible to implement the marketing strategy and mixes accurately in the market. Several departments of the company integrate to implement the strategy for the subject outcome.
After implementing the marketing strategy, it’s time to know about the market performance of the company. Diageo Plc set the optimal point of performance according to the set objectives of the business in the market. If the outcome of the business can touch the set benchmark, it will consider as the successful implementation of the marketing strategy (Sanderson, 2016). Also, Diageo Plc needs to collect customers’ feedback from the market as well as the employees’ feedback within the company to assess the real scenario of the market performance of a brand. Finally, the management needs to effectively control the process of the business to retain the quality of the product and high performance in the market to achieve long term business sustainability.


[bookmark: _Toc60863323]Stakeholders impact on marketing activities
The person who associates with the business activities or not but has a direct or indirect influence on the business activities of the company in the market is called the stakeholders. Freeman says in his stakeholder management theory that stakeholders of a business are an integral part of a company to achieve the company’s goals and objectives in the market. Successful companies effectively care about the impact of the stakeholders in the business to maximize the value of the company’s resources in the market to achieve market sustainable advantage (Slawinski, 2015). The stakeholders of a business can be categorized into two parts. The first category is the internal stakeholders that means the stakeholders who have the power to directly influence the company’s marketing activities. The second one is the external stakeholders who don’t have the direct association and influence with the business but influence the marketing activities in several ways. The stakeholders of Diageo Plc are stated here and their impact on marketing activities are identified and discussed here.
[image: ]
Figure-5: Business stakeholders of Diageo Plc
Source: (Fassin, 2012)
[bookmark: _Toc60863324]Internal stakeholders
Internal stakeholders are the stakeholders who have the power to directly influence the company’s business and marketing activities in the market. Most of the time the decision of a business's success or failure in the market depends on the influence of the internal stakeholders. The internal stakeholders of Diageo Plc are stated here and their impact on marketing activities are identified and discussed here.
[bookmark: _Toc60863325]Shareholders
Shareholders arête the ultimate owners of Diageo Plc in the market. They invest their monetary resources by purchasing the share of the business in the market. Every shareholder has the voting power to influence the market operational decision of the company (Eilert, 2018). They are the front-line people of a company and decide the marketing strategy of the company considering the market condition and stage. Their impact on the business mostly decides the success or failure of the marketing activities in the market.
[bookmark: _Toc60863326]Managers
Diageo Plc recruited the manager of the company as the higher-level management who is responsible to implement the marketing strategy successfully in the market. Most of the time, the managers get the liberty to take the immediate decision of the marketing operations in the marketplace (Piercy, 2019). A manager uses his educational and cognitive skills to identify the market opportunity and convert the opportunity into business profit. Also, managers communicate within the company and with the external stakeholders that directly influence the market operations of the business.
[bookmark: _Toc60863327]Employees
Employees are the most associated stakeholders in marketing activities. Diageo Plc considers employees as the most valued resources to generate profit in the market. Ultimately, employees’ performance determines the business outcomes in the market (Hoyer, 2015). Employees impact the business activities from collecting raw materials to distributing final products in the market. They have a touchpoint relationship with the business's ultimate customers. Customers provide feedback about the product and promotional activities to the employees. Employees identify the market changes and changes demand patterns in the market and inform the higher management about the situation to modify the product according to the market demands. So, it’s true that employees impact the marketing activities of Diageo Plc to a great extent to attain the objectives of the business.
[bookmark: _Toc60863328]External stakeholders
External stakeholders are the individual, group of individuals or a company that has an indirect influence on the company’s business activities in the market to obtain the goals and objectives of the company for the long term. The external stakeholders of Diageo Plc are stated here and their impact on marketing activities are identified and discussed here.
[bookmark: _Toc60863329]Customers
Customers are the king and queen of the market according to the marketing principle. Customers are the final decision maker of a product whether is it profitably sustainable or not in the market. Diageo Plc carefully identifies the need of the customers in the market to design market offerings (Fung, 2014). It considers the previous customer's feedback to design the new product in the market. Besides the demands and needs of the customers’ change so dynamically in the market that companies need to up to date with the market information. Positive word mouth from satisfied customer creates a buzz in the market that boosts up the marketing performance for the company.
[bookmark: _Toc60863330]Suppliers 
Reliable and trusted suppliers of a company assist in effective decision making for the marketing operations. It is very important to maintain the quality of the raw materials to produce the product for customers (Wiersema, 2013). Reliable suppliers supply the quality raw materials timely and ensure the lower rate of the raw materials that lead to set a minimum price of the product in the market. On the contrary, irregular supplier damages the production process and increase the cost of production in the company. Though suppliers don’t have a direct influence, they impact the marketing activities in the market to a great extent.
[bookmark: _Toc60863331]Pressure group and society
Pressure groups and society indirectly influence the marketing activities of Diageo Plc. The pressure group is the group of individuals who raise voice against the discrimination or illegal activities of a company (Piercy, 2019). Society has some norms and values and the people of the society always try to maintain them. Pressure groups and society can make a very important impact on marketing activities. The negative impact of society creates a hazardous situation for a company to implement marketing activities. Diageo Plc invests a lot of money in the corporate social responsibility activity to control the negative impact of pressure groups and society.
[bookmark: _Toc60863332]Government 
Government is a legal entity of a market that has the supreme power to decide whether these marketing activities will continue or not. The government imposes various laws and regulations to control the market activities of the company (Etzel, 2018). Sometimes the government imposes huge taxes on the raw materials import and product export. Taxes on raw materials increase the cost of production and product price in the market. The company doesn’t get a competitive advantage because of the decision of the government. 
[bookmark: _Toc60863333]Creditors
A company like Diageo Plc receives a large amount of loan from the several creditors that exist in the market. The creditors will be the financial institution like a bank, Investment Company, or individual who provides loans for specific percentages of interest. They provide loans in the needed time of the company to successfully implement the marketing activities (Sanderson, 2016). Besides they impose a higher interest rate on the loan amount and reduce the profit of the company in the market. Though creditors have some negative impact on marketing activities, they have most of the positive impact on the marketing activities to achieve competitive advantage in the market.


[bookmark: _Toc60863334]Conclusion
Marketing is a social process that needs a high level of management skills to create exchanges between the stakeholders of the business to attain the goals and objectives of the business. Companies try to implement the marketing process in the market to create profitable relationships with the customers by providing market offerings. Also, companies consider the stakeholders' impact on marketing activities to obtain market advantages. This individual essay discussed the marketing process through environmental analysis, determine objectives, strategic planning, and consider marketing mix strategies in implementation and control of the marketing activities. Also, it identified the business stakeholders and assessed the stakeholders’ impact on the marketing activities to ensure the market competitive advantage over the competitors.
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