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Introduction
The marketing fundamentals are very significant for business operations. The present study is about the marketing fundamentals of Arla foods. The process and stages of the marketing process is described in this study. The importance of the marketing process to increase the company’s value for the customers is explained in it. Moreover, role of the stakeholders in the marketing activities is also described. 
It is one of the reputed companies in Denmark and it is dealing in the segment from the year 2000. It is one of the leading names in the Dairy industry. The company has it’s headquarter in Viby, Denmark (Arla.com, 2019). The following segment is going to have a proper product description and business development process development is going to be given as well.


Discussion
Task 1A
“Processes and stages of marketing including the role of the marketing mix.” 
The main objective of the marketing process is to increase the value of the brand for customers. In this way, the customers can be satisfied properly (Oblak et al., 2017). In marketing process of the business organizations such as Arla foods, various situations are examined properly by the marketing team to identify the opportunity. In the segment the marketing team’s work is going to be evaluated and in this segment Arla foods’ products are going to be taken into consideration. 
When Arla foods launches any new product, it follows four stages in the marketing processes of that new product. Those stages are discussed below: 
Introduction
In introduction stage, the company introduces the product with the customers by the promotion techniques of the marketing processes (Burford and Chan, 2017). Being a major dairy company in the Denmark region, the organisation uses all the available advertisement sources in order to incorporate the product related information properly.
Growth 
When the customers accept the products, the sale margin of that product will increase; the company monitors the growth of the product. The profitability of Arla foods is increased in this process and the offered brands are sold in the market vehemently. It is a very important stage for the business operation of this company.
Maturity
In the maturity stage, the product sale margin reaches at the peak point and the competitors start to launch alternative products (Sengupta and Choudhuri, 2017). The function of the marketing team of the organisation comes into act and the department of Arla foods make a suitable change in the business development process in accordance with the requirement (Walsh et al., 2014).
Decline
In this stage, the company tries to apply the marketing strategies and plans by which some new features are included in the product. Lastly, the company stops the production of the product and try to launch another new product in the market. In this phase the market analysis is made and the reason behind getting a decline in the product demand is analysed for proper understanding of the issues. The derived data is analysed in this process by the marketing team of Arla foods and it is used in future purposes.

Marketing mix
Product
 It is very important for the business organizations to launch appropriate products in the market. The team of Arla food consider the market demand and offer the requested product to the market and try to gain an upper hand in the segment. For an example if the product Natura cheese is considered then it can be said that it is the best outcome of healthy cheese oriented demand in the market (Arla.com, 2019). In this way, they can identify the actual need of the customers (Boshnakova and Goldblatt, 2016). After that, they advise the manufacturing team to launch new products or to add new features in the existing products by which the customers can easily accept the products of the company.
Price
Price is very significant for the sale margin and profitability of the company. In this step of marketing mix, the business organizations try to study the economic status of the country (Ponomarenko, 2016). The marketing team of Arla makes sure that the economy is supporting the offered rate of the company and in accordance with that they make changes in the price rate of the product. After these researches, the marketing team obtain enough information about the purchasing ability of the customers. As per the purchasing ability of the customers, they fix the price of their products.
Promotion
In this, the business organizations introduce their products and services to the customers (McDavis et al., 2018). For promotion purposes the company Arla foods makes sure that they are using the mostly used medium. It is seen that they use most of the revenue in product development and market for getting a major return on investment every year. The marketing team of this company also use online survey as a promotional activity.
Place
This element of the marketing mix decides the place of selling the products and services. The business organizations mainly use two types of places to sell their products (Baines et al., 2017). The company use any medium they can afford to make the business productive and proficient. They have considered making offline approach by themselves and by the third parties as well. The products are retailed and some of the cases they are detailed in the online portal as well with instructions related to how to buy them (Howe and Teufel, 2014). The company has to pay more money to the third parties but on the other hand, the company also gains more profit by selling their products in two types of places.
Packaging
It is the visual element of the marketing mix. The external appearance of the products and services can improve the sale of the products (Elshiewy et al., 2017). Therefore, the business organizations pay attention to the packaging of their products and services in present era. They think that the packaging can influence the purchasing decision of the customers. Being a major food producing organisation they use the tetra packing system which is one of the best and mostly recommended option for the people.
Positioning
This element helps the company to determine their market value and their impression in the market in front of the customers (Li et al., 2016). The main aspect is getting acceptance. In this case the company Arla foods makes sure that they are considering the best kind of approach strategies. In case of market positioning the service providers need to  make some changes as well whenever they think it is necessary (Deegan et al., 2014). In this way, they try to maintain the position of the brand in the market. This element also helps to create a good image and impression of the product and the brand (Kotler et al., 2015).
People
It is the final element of the marketing mix. The internal people are the employees and the external people are the customers of the business organizations (Wilson et al., 2018). The employees of the organisation take the opinion of the market and they make necessary amendments in accordance with the requirement. The issues associated with proper kind of situational demand are checked by them to make changes in the system.
“The role of marketing in creating value for customers” 
The marketing team of the business organizations help to create the value of the products and brands for the customers by creating the need of product, providing proper knowledge and information regarding the products and services and reaching to the expected customers and market (Cortez and Jin, 2016). Marketing uses five steps to create value for the customers, which are described below:
First step: Identify the drives value for the customers
The marketing experts of the business organizations use this step to increase the brand and product value for the customers. The process of making a market analysis is unique in case of Arla. They take the targeted groups as their marketing subjects and monitor their activities in the social media plat form (Rémuzat et al., 2017). This helps in making an analysis of the situation and they make changes in accordance with the demand related information. It helps them to understand products’ value to the customers and it also focuses on the opportunities by which the company can help them. It also increases the brand value. 
Second step: Define the value proposition
 In this step, the marketers evaluate the value of the products for the customers. Feedback analysis is the most important thing to be taken into consideration and the marketing department of the organisation Arla foods make a logical deduction of the situation.
Third step: Study the customers and the segments where they can create more value than competitors
In this step, the marketers identify their target customers and try to improve their position in comparison to the competitors. Giving quality product in a reason price is the sole idea of the organisation. This marketing strategy helps the company to improve the brand value as compared to the competitors. 
Fourth step: Fix a proper price for the products
The marketing team of the business organizations have to fix the price of the products and the services by which the customers can receive the value and the company gain maximize profit from that particular products or services. The marketing experts of Arla foods makes sure that they are considering the same technique as well which a successful company should consider and make a valuable contribution.
Fifth step: Focus on the valuable customers
The marketing experts of the business organizations divide the total customers in some aspects. 
Arla foods applies stakeholders’ theory in the stakeholder engagement process. This theory is actually a particular approach by which the business organizations deal with and recognizes the stakeholders. According to this theory, there are different types of stakeholders in the business organizations who are influenced by the work process of organization such as employees, suppliers, manufacturer, government bodies, environmentalists, housing activist and neighbours.
Employees
The marketing and other departments’ employees try to make sure that they are providing the best kind of supplement to the market in order to have a proper kind of grip on it. The employees are well trained in order tom find the nutritional requirements of the market to give them the required supplement (Gianni et al., 2017).
Suppliers
The suppliers provide resources to the organizations and the productivity of Arla foods depends on the amount of resources. The company provides the best kind of support to the people who are looking for the best quality foods in a cost effective rate.
Manufacturers
The manufacturing department tries to make a better kind of impact on the market by proper kind of alteration in the business development process. The manufacturing department tries to make a proficient impact on the revenue generation process by providing organic foods to the people (Arslankaya and Atay, 2015).
Environmentalists
The environmentalists have provided the best kind of support to the people and it is found that the management process have fulfilled their demands as well. It is seen that the company has produced organic foods which are effective with the market demand.
Housing activists
The housing activists are the stakeholders who handle the development process of the organization. The company tries to be in line with their product development in accordance with the demand and for that they are looking forward to the business development related activities.
Government bodies
The business organizations need the government approvals and licenses to perform the business operations. Therefore, the company spends a percentage of the annual revenue to maintain the approvals and licenses.
Neighbours 
The other brands and business organizations are named as the neighbours of the company. They are the competitors of the company. The companies should maintain the business ethics in the competitive market.
Impacts of stakeholders in marketing processes 
Financial impact
The main objective of the marketing processes is to increase the profitability of the organizations (Armstrong et al., 2015). Then, the respective company spend more money in the marketing activities. The demand of organic foods in high and that is why the revenue generation of Arla is high as well.
Social Impact
The marketing team of the business organizations tries to make a better brand image in the market. Then the company can gain goodwill in the market. Being a trust worthy brand it is important for the management to keep a track of their societal demands (Buys et al., 2014). This is why Arla is looking forward to make a proficient impact and they are succeeding in this agenda as well.
Operational impact
Marketing can influence all the aspects of business organizations. The employees are the main pillar of the organization. The company Arla foods is willing to make changes in the line up and in the end it is going to be the most beneficial aspect for the organisation.


Conclusion
It can be concluded that this present study has explained about the marketing fundamentals of Arla foods. The marketing processes of this company have different stages and processes that help the company to achieve the business success. The marketing mix of this company contains seven elements and the marketing team is concern about these elements. The company uses stakeholder theory to manage the needs of the stakeholders effectively.


Task 1B
The tactical communication system is a kind of communication which is used by the direct support of various tactical forces and it also helps to fulfil all the requirements in the changing situation (Changingminds, 2019). It can also verify the business environment and provide protected communication systems such as video, data and voice.
There are various tools of tactical communication system such as digital marketing, online promotion, social media sites marketing, email marketing, search engine optimization, search advertising and blog posts. In my opinion, in the present time, the tactical communication tools are very effective for the marketing activities.
One of the most significant aims of the marketing department of the business organization is to promote the newly launched products together with creating a strong brand value in the market in comparison to the competitors. I have deduced that the marketing department and the rest of the departments make a high impact on the business development process and in the end it gives a proper support to the people as well. This is why Arla has a major impact on the dairy market of Denmark and other regions where it has its operation units. When any organization launches any new product in the market, it promotes the products only through the television commercials. However, as per my present research this company is using different tactical tools ads the platform of promotion. In present days the business organizations promote their products via blog post, email, online survey and social networking sites. In my opinion, in the present era, the maximum number of people uses smartphones and computers. They also use various social sites, email and other tactical communication tools to connect with each other. Therefore, it becomes much easier to promote the newly launched products to the population by using the tactical tools. The business organizations also use these tools to promote products successfully.
The business organizations use ‘understanding other’ academic theory in their marketing processes. It helps the marketing team to analyse the needs, likes and dislikes of the customers and suppliers.
It helps the marketing team to study the general behavioural response and identify the market trend. The marketing experts of business organizations have to apply this in the market analysis process.
Blog post is another communication tool that helps the marketing processes to promote the products. The marketing team of the organisations post a commercial of the product in the blog of their websites and the social sites for the customers. The customers also share that post to the other friends and families’ blog. In this way the product is introduced to a large number of populations. The organizations use this technique while launching any new products. I find that this trend of blog post technique to promote the products is starts in 2012. After that, it becomes a popular marketing strategy in present years.
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