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TASK 1A

Introduction

For business operations, the fundamental basis of marketing is very important. Marketing is based on four fundamentals: sales concept, product concept, social concept, marketing concept. Marketing has one of the most important roles for an organization, it can also be a sparking instrument that links and creates a close understanding between customers and the company. This study describes the steps of marketing Arla products. Arla Food is one of the largest dairy companies, but also in terms of business figures.

1.     MAIN BODY

The Marketing Process Steps
The first step is an analysis is to perform an activity in marketing to determinate the chances of a product to have a big success on the market and have potential customers for it. This activity is performed by the manager in marketing of Arla Foods to determine if the product have a success in the business and to have the requirements of the customers and for the potential customers. Some of the customers demand may not been full field by the rivalry team so this is a opportunity to develop ideas to attract more customers to the specific products. Arla starts to process the risk and to see if it may affect the company growth such as some issues in their development to explore the chances which they have on engaging in this market competition.

Marketing mix
              Product
· Because Arla Food is experiencing a large number of competitors in the industry. the current price strategy is based on the prices of competitors on the market.
· Arla takes into account all costs, for some of the products the information is not available to market competitors or is cheaper to achieve
· Arla products are higher than those on the market because quality makes the price difference.
· Arla also sells packages where products are sold more, and they are cheaper than buying them individually.
· It also uses an optional product pricing strategy for certain products, where it offers a price for the base product and separate prices for the accessories that come along with it.
· For products that are sold online, prices are higher because their shipping is included in the price.
· Being a distribution centre, Arla sends the final products with a standard price. However, the products are not sold with that price, which is low and really affordable for everyone. The ones that add to the product’s price are the channel members, wholesalers and retailers. 
      
          Price

· When it comes to customers and attracting them Arla should think about some strategies that will help them get more customers and more sales. One of them would be introducing allowances end discounts or, for a short period of time, lower the prices. That way more customers will come looking for discounts, for products with a lower price and they will buy more because of it. Even if it is just a little bit if the price of product drops, then more customers will buy the product even if they do not need it because are thinking that next time the price will go up, so they buy it now being reduced. 
· The new products that are entering on the market need to have a good start. That means that they should have a lower price at the beginning because the customers do not trust a new product. If the price is low then they will buy it at first just to try it . If they will not like it, they will not buy it a second time, but they won’t regret buying it because the price was low but, if they will like it, then they will buy it even if the price goes up. This is a good strategy because it will increase the trust of the customers in Arla, thinking that they are taking into consideration the customers and what they are expecting. 

PLACE/ Distribution

· To sell their products, Arla uses two main channels: online websites where they sell their products directly to customers and the second one, wholesalers that sell the products to different retailers and the retailers sell them to customers. It is a long process and every one of them adds to the price of the product. The advantage of these two channels is that the products are available all over the country. Having over 500 retailers in the whole country, it is easy to sell their products. 
· A place that Arla did not think yet to sell their products is social media. More and more people use social media and more and more competitors open their social media sites to sell their products. It will be a good strategy that will cover another place where they can sell their healthy products. People look after healthy products and buy them even if they are more expensive, but the customers are willing to give more money on a product that is healthy and natural. Even more if the product has good reviews. Social media will also help save costs because they will be selling the products without the help of the wholesalers.

Promotion

· To achieve the marketing objectives, promotion is one of the important parts because this way the products are sold. A good promotion to a product can make it sell very well and quick. A bad one can make the product disappear from the market because the customers do not buy it. 
· Also, another important thing is the targeted customers. Arla has a wide range of products suitable for everyone, but they have products for every category of customers. In that way they keep the customers happy and, most important, they keep their trust in their products. 
· When it comes to promotions, multiple media channels are used. That channels are radio, advertisement on television and also Internet. The promotion of healthy products on internet is very important because the Internet is used more and more. 
· Social media platforms like Facebook, Twitter or YouTube are also used for product advertising. They increase the sales on the healthy products because the customers can leave reviews about the quality of the products or about the delivery and almost about everything if they were happy with the product that they bought. 
· Arla should make more use of the Internet and its large and wide opportunities it can offer. As a promotion strategy, Arla can use bloggers, TV or movie stars to promote their products. It is a good strategy because people trust that celebrities do not eat bad food, but healthy and good. They will buy those products without a second thought because they will se on TV, or advertisers that celebrities buy them. 

            Employees/ People

· A very important role in marketing efforts play the people that work for Arla, that will be the sales team. These people are well trained to please the customers and they take into consideration what the customer prefer. Also, Arla has a team named customer service department that deal with the customers that call them when it is a problem with the products and help and guide the customers to resolve the issue. They have a great respect for the customers because they know that they play the most important part in the success of the company. Maintaining the customers happy is very important so the respect they are showing is real. 
· Also, Arla has people that work with suppliers. They need raw materials, so this team has a vital role so that the quality of the final product is improving. Another team is the one that work on retail stores and have direct contact with the customers, answering their questions and resolving every problem that may appear.  
· To increase efficiency computers should be used because that way a complicated process would be simplified, and the problems will be resolved more easily and faster. 
· To make their sales go up, Arla made a research on its customers. The needs, expectations and attitude of the customers are analysed and, based on that analysis, the strategies will be more effective. 

Impacts of stakeholders in marketing processes
Social Impact
At Arla they try to have a better brand image in the business develop by their own marketing team, and like this they gain a trustfully position in the market. By developing ideas on the marketing, they can keep a track on their social demands.
Operational impact
First of all , the employees are the main helpers of the organisation , and at Arla Foods they are willing to make changes upholds and downfolds to determine the most of it by receiving the most of beneficial aspects for the organisation.
Financial impact  
An objective in marketing processes is to have a higher profit for the organisation. The company spends a lot of money for their marketing activities , because the demand of organic food is increasing day by day and noticed that Arla has the revenues high as well every time.
 


Conclusion

In conclusion, we can see from the content of this paper that Arla Food company has the fundamental foundations of the marketing very close. The marketing of this company is made up of 7 elements and focused on the development process, product quality and customer satisfaction. Arla offers consumers a different experience with some tangible benefits of the product, the company has seen rapid growth being supported by a branding and promotion process. The company has shown that it can transform a product into a range of specialized and healthy products. At the end we can say that Arla Food has a solid foundation, keeps pace with the competition on the market and satisfies its customers, from the beginning they were the key to success.




[bookmark: _Toc7615187]Task 1B
Blogging is an effective marketing communication tool, which can be used for promoting a brand in recent times. In early times, companies performed used print media as the medium of marketing, which has now become led effective in digital ages. In this section, reflective essay will be prepared for providing guidance. DIEP model will be used for portraying the understanding of marketing strategies and processes. DIEP model is an effective model for preparing reflective writings and portraying personal or group reflection. 
Arla food is launching new health drink for the customers, which is named as Natura. It is stated that Natura includes all essential minerals, good bacteria and antioxidants (arla.com., 2019). This brand has used printing advertisement methods that have not been fruitful so that the company will have to look for a new marketing method. We have found that blogging is an effective communication tool for attracting audiences of all age. This will also be less expensive, as the company will be attract customers that are more international. We have observed that most of the companies in present times are using this process for promoting its products in the market. We have analysed several different marketing strategies and found that the STP, brand extension strategy will be helpful for attracting more customers. Brand extension strategy is beneficial for creating product awareness for a specific product (Neema and Nema, 2017). We have observed that Arla food has already gained brand recognition in the markets of UK by providing customers with high quality products and services. 
We feel that the company will be able to attract more customers by using brand extension strategy. It may change the name of product to Arla Natura so that more traffic can be attracted. STP strategy is another effective strategy for achieving better results. According to the basic marketing theory, product positioning has a significant part in generating more revenues (Heding et al., 2015). Segmentation and targeting will help to target a customer segments based on some factors and position products for them. In this way, the company will be able to attract more customers. We have also observed that the social media marketing is becoming more popular, as more customers are using social media in modern times. A large amount of traffic can be driven internet video marketing and blogging fitness information in the social media platforms. We have found that customers are becoming fitness conscious so that fitness blogging will help to connect with more audiences. We have also observed that the online website of the company is also developed, which will help to generate online customers and manage customer relationship. 
[bookmark: _GoBack]Search engine optimisation and page rank can be used for promoting its products. Search engine will help to feature the product on top whenever anyone is searching about related topic. Adwords is another important tool, which is beneficial for promoting the advertisements of an organisation (Can’t and Van Rooyen, 2017). We have realised that Arla foods can be able to drive traffic for its new product by using these marketing and communication tools. 
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