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[bookmark: _Toc90739382]Currently, it is an age of globalisation. So the market is open for all. Anyone can do any type of business worldwide. For that, the market is highly competitive also. To sustain the business for a long time marketing plays a vital role. Marketing refers to some of the activities which a company often undertakes to promote a product or some services which they produce. Marketing is a huge area that includes selling, advertising, and delivering products to consumers or businesses. The marketing process refers to a bunch of steps that can help the organisations to know about customer problems, analyse new and old market opportunities, and create marketing steps to reach the targeted audience. There are generally five stages in the marketing process which are setting the mission and objective, situational analysis, marketing plan, developing a marketing mix, implementation and control. The activities of marketing cover a wide range of areas for the business. To present the significance of marketing, the assignment selects the beauty product company Boots, the UK as a model company. Its SWOT analysis, PESTEL analysis, STP analysis and marketing mix are going to be presented here in detail. Besides, the impact of the covid pandemic is also going to be presented here along with a few recommendations. 

Its SWOT analysis
The SWOT analysis of the company is an essential element of the marketing activities. It presents various internal factors of the company. It helps the company to analyse its marketing activities from many aspects. The SWOT analysis is presented below. 
	Strengths 
1. Its experience: One of the most valuable strengths for the company is its experience. As the company was established in 1849, so the company has been operating its business for a long time (Krylova et al., 2020). It has achieved a huge experience in the sector of retailing. 
2. Its financial status: The financial status of the company is very strong. The net revenue of the company is more than 306 million GBP as of 2016. At the same time, the total assets of the company were more than 379.5 million GBP and the total liabilities were about 146 million GBP. It means that the financial condition of the company is highly strong. 
3. Its workforce: Another biggest achievement for the company is the company has a large workforce. Currently, the company employs nearly 59500 people in the United Kingdom and other countries and territories (Boots, 2021). The employees are highly skilled and expert at their respective jobs.  
4. Its market value: The market value of the company is highly impressive. It has a huge amount of nearly 13.5 million GBP as its share capital and 233.5 million GBP as its total equity. 
	Weaknesses
1. Its low sales: It is found from many types of research that currently, the amount of sales of the company has gone very low due to the covid pandemic and the lockdown. In 2018, it was about 397 million GBP and in 2020 it was 222.5 million that is very unfortunate.
2. Its stores: The company has very few stores and outlets compared to its rival companies (Haleem and Jehangir, 2017). It is another bigger weakness for the company.   
3. Raw material cost: As the company does not produce any raw materials so the increasing raw material cost is another weakest point for the company. 
4. Other increasing costs: In this age of globalisation, the operating costs, legal costs and other costs are increasing day by day. On the contrary, the resources are decreasing. It creates a weakness for the company. 
5. UK dependency: The company mostly depends on the market of the United Kingdom. Its performance in other countries is very weak. It is another weakness for the company.  

	Opportunities
1. New markets: As the products of the company have a great demand amongst the people of different countries and territories, the company has the opportunities to expand its business in new marketplaces like the USA, China, India and many more. 
2. New economies: The company has the opportunities to tap new economies that are emerging day by day. For that, the company can tap the African continent, Middle Eastern countries and many more. 
3. E-commerce: This is an age of digitalization. So the company has the opportunity to introduce various e-commerce facilities to attract more customers. 
4. Artificial intelligence: The company can use various artificial intelligence to increase its portfolio and other multi-brand options for their regular customers. 
	Threats
1. Imitable products: Various imitable products are one of the biggest threats for the company. Many local, as well as global brand products, are available in the market. So it creates a big threat for Boots.  
2. New entrants: The market is open for all nowadays. New companies are entering the market almost every day with their beauty products. This is also miserable for the company. 
3. Rival companies: Johnson and Johnson, Unilever and many more are the biggest rival companies for Boots (Singh et al., 2019). They also deliver various types of beauty products and other products that increase the threat level for the company.
4. Regulatory costs: Various kinds of operating costs and regulatory costs are increasing day by day. The decision of Brexit also increases costs for the company which is another threat. 


[bookmark: _Toc90739383]Its PESTEL analysis
The PESTEL analysis of the company is another essential element of the marketing activities. It presents various external factors along with various microeconomic factors of the company. It helps the company to analyse its marketing activities from many aspects. The PESTEL analysis of Boots Limited is presented below.

Political status: The political status in the United Kingdom influences the business of Boots Limited in various ways. That is the reason it needs to be analysed very closely. 
Various factors: The political status includes many factors. They are presented below.
Political stability: Political stability can impact the business of Boots very significantly (Oe et al., 2021). Companies like Boots do not prefer any unstable political environment in the country or territories. 
Trade policy: The country or territories may have various kinds of trading policies. It helps the company to expand its business in many ways. 
Its impact: The government of the United Kingdom delivers a stable political environment. It helps the company Boots to conduct their marketing activities. At the same time as the United Kingdom has various kinds of international trading policies with different countries so it also helps the company to expand their business. However, Brexit limits the opportunities of Boots in the European market. Thus, the current political situation is moderately favourable for the company because of a stable government with Brexit instability.     
Economical status: Various economic statuses are another important element of the PESTEL factors (Nguyen, 2021). It also impacts the business in many ways. 
Various factors: The economic status describes different factors for various aspects. They are discussed below. 
Rate of exchange: The market in the United Kingdom uses the Great British Pound as their currency. The currency is one of the strongest currencies in the world. So it offers an attractive rate of exchange for their businessmen and investors. 
Rate of economic growth: The GDP growth rate in the United Kingdom was more than 1.35 per cent in 2019. It was almost 0.25 per cent more than the year 2018. It represents that the economic growth rate in the United Kingdom is highly remarkable and appreciable. 
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Figure 1: Graphical representation of the UK real GDP
Source: (Jakovljevic et al., 2020)
Its impact: This type of growth rate helps the company to promote its products. As the company feels satisfied and confident so it prefers to expense much for their campaigning. As the country is viewing steady economic growth, the company can invest more in the country so that expansion can be possible. Thus, the economic condition is favourable for the company here in the United Kingdom.
Social status: Social status is another essential element of the PESTEL factors. Companies can not ignore the importance of social status. 
Various factors: Social status in the United Kingdom includes many factors. They are described below. 
The population: The total population in the United Kingdom is nearly 6 crore people. This is a significant market to conduct the businesses. 
The occupation: Most of the people in the United Kingdom are occupied with different types of jobs. The unemployment rate is very low there. 
Living standard: The people in the United Kingdom believe in high living. So they like to use various kinds of beauty and healthcare products.  
Its impact: As people like to use various kinds of healthcare products of different brands, it helps the company to increase its sales. Similarly, as the rate of unemployment is very low, people are ready to spend money on beauty products. As the purchasing power of people is steadily increasing, investing more in the company and marketing can be possible. Thus, the economic situation is favourable for the company.  
Technological status: Various technological status also plays an essential role in the PESTEL factors (Okpoti-Paulo, 2020). It helps the companies in many ways. 
Various factors: Technological status in the United Kingdom includes many factors. They are described below.
Technological development: The UK market is full of high tech technologies. This is one of the most technologically developed markets in the world. 
Artificial intelligence: The facilities of various artificial intelligence and other machine learning is also available in the UK market. 
Its impact: These kinds of facilities and technological developments help the company in many ways. It helps the company to make quick decisions for the marketing of their products. The facilities also help the company to convey a message to the remote area. Marketing without technology is unthinkable right now and in technological improvement, the United Kingdom comes in top developed countries. As a result, the company can use technology as their main marketing tool and the situation is favourable. 
Environmental status: Various environmental status is another significant pillar of the PESTEL factors. Beauty products and pharmacy products are directly related to various environmental factors.  
Various factors: It includes many factors. They are:
Product awareness: Different types of beauty products may have various kinds of reactions. So the awareness of the product can make the environment more healthy. 
Company culture: The company culture is very essential for environmental development. As the company deals with various kinds of pharmacy products so the company has to handle these very carefully and manage them very closely. 
Its impact: If the company can increase the awareness about their product then the customer feels more confident to use those. At the same time, good practice and good company culture help the company to increase its reputation in the market. All of them make the marketing activities easy for the company. The company should work for making their entire product line up eco-friendly as the current environmental challenges are not favouring the company anymore. 
Legal status: Finally, the legal conditions also play an essential role in the development of the business. 
Various factors: It can include different types of factors. They are: 
International trade policies: The United Kingdom maintains different types of policies with various countries and territories for their trade and businesses. It helps the company to get legal support from the UK government.  
Export and import taxes: The market of the United Kingdom has a clear export as well as other import tax policies. It helps the company to operate their export and import without any difficulties. 
Its impact: If the United Kingdom does not maintain international trade policies then it would be difficult for the company to operate their business with other countries. Similarly, the export and import taxes can impact the profit margin of the company directly. So, it is an essential concern to be analysed. Legal issues, rules and regulations can bother the company but if they can use those rules properly the legal aspects will be favourable for the company.
Advantages of pestle analysis
· It is one of the simplest frameworks and it is very easy to understand and to conduct as well.
· It can give a broader and better understanding of the business culture and environment.
· It can encourage organisations to create strategic and external thinking.
· The most useful advantage is that it can enable an organisation to predict the threats for future business and allows it to minimise or negate the impact.
· It also helps the organisations to detect an opportunity and capitalise on them.
Disadvantages of pestle analysis
· It can be seen that many PESTLE analysts oversimplify the amount of data that can be used for decision making, it’s very easy to use the insufficient amount of data.
· As most of the PESTLE analyses work on sheer assumptions, there always remains the risk of being wrong in analysis.
· The fast pace of change can make it difficult for anticipating the developments in the organisation and this thing can affect the organisation in future. 
[bookmark: _Toc90739384]Targeting and positioning of Market segmentation of Boots
Boots needs to focus on identifying its market segmentation related criteria as per its targeted audiences and their demand. The demographic segmentation included the after 30-year-old women population in the UK market. It has been seen that working women in the UK have less time to maintain their sleep or food habits. It is important to focus on developing the process to influence the purchasing desire of the targeted customers (Fitriah et al., 2019). This causes various skin related issues. The instant healing moisturiser and eye cream can reduce the issues of these women. The behavioural segmentation has been found that the women literacy rate is high in the UK so Boots needs to focus on promising truthful statements to its targeted audiences regarding the effectiveness of its new products. The geographical segment refers to identifying the reason for launching the product to favour the customers to deal with the home-based climate. Marketing strategy includes the actions to fulfil the market demand and need by the customers (Rusuli et al., 2019). The UK has an oceanic climate and most of the women face skin dryness and patches on their under eye area. Psychographic Segmentation refers to identifying the mindset of the targeted audiences in the UK and it has been found that middle-aged women citizens in the UK have a high sense of beauty product quality and its pairing level. 
Targeting and positioning of Boots 
Targeting- Market targeting indicates the actions for Boots to develop its understanding regarding its targeted customers and their demands. It is important to conduct a market survey or campaign with middle-aged women in the UK based on their skin issues and problems. Boots generally uses concentrated targeting where they have a target audience to sell their products. Satisfying the targeted customers with effective services or products can increase the brand image with fruitful outcomes (Othman et al., 2020). It has been seen there are fewer beauty brands in the UK that have launched under-eye care products with instant results. Beauty product brands like MAC and L’Oreal have extreme levels of skincare products but Boots has grabbed the market phenomenally with its new eye cream products. 
Positioning- There is less competitiveness regarding the new product that has been recently launched by Boots. It has been seen that most of the product manufacturing industries focus on manufacturing mostly needs and demanding products by their target customers (Nikbin et al., 2021). Boots has increased its position after focusing on fulfilling the highly demanded product by the middle-aged female customers in the UK. Boots not only has cosmetic products but also has occupied the skincare product market with differentiation regarding the effectiveness of the product with other brands. Through increasing the phenomenology of its product quality Boots can achieve high positioning in the UK beauty or skincare product market. 
[bookmark: _Toc90739385]Its marketing mix
To develop the marketing process of Boots, it is required to focus on adopting the 7Ps marketing strategy. 
Promotion: it is important to focus on developing the advertising criteria of Boots regarding its new launch of eye cream products and moisturisers. During the pandemic, situation brands are focusing on promoting their product online rather than appearing physically (Nikbin et al., 2021). It has been seen that in the UK there is a 78% literacy rate among its female population. 
Place: To increase the sales rate of the product brands are required to present in the most populated area (Venaik and Midgley, 2019). There are generally three types of channels by which products can be distributed and those are wholesalers, retailers, and direct-to-consumer sales. Boots currently operating wholesale and retail options but they are ready to expand their market in e-commerce as well as direct sales as well. Boots needs to target the urban and remote places to promote its new skincare product through advertisements. 
Price: The purchasing power of working women in the UK is high and most of the women after 30 are working citizens. Boots currently using a competitive pricing strategy for making their presence in the market. To increase the number of customers, trust brands need to focus on their pricing method regarding their products (Othman et al., 2020). This aspect needs to be focused on by Boots to fix the price rate of its new eye cream product as per purchasing capacity of each women customer in the UK. 
Product: Boots have extreme levels of skincare and cosmetic products. It has a focus on launching specific skincare products to influence the healthy habit of middle-aged women in the UK regarding their skincare. To produce quality products, it is important to focus on the efficiency of the product manufacturing process (Dadzie et al., 2017). There are generally five types of branding that can be done for products which are Company Name Branding, Individual Branding, Attitude Branding, Brand Extension Branding and Private-Label Branding. As Boots is a rewound firm, but they use the brand name and products for branding. Boots has launched effective eye cream that can reduce the dark circles and ageing lines under the eye areas of women. 
Process: Boots needs to open its e-commerce market to reach its new launch skincare product to its online customers. Through managing the packaging quality and delivery laity it will be possible to gather more profit. Using the social media platform as the weapon to promote its product to its targeted audiences is the impactful way. 
People: The targeted audiences of boots are the after 30 age women who have careers and also need instant solutions regarding their skin problems. Most of the targeted customer Boots in the UK are highly educated. Boots need to modify their product pattern and its working process on the skin of its targeted female customers. 
Physical evidence: Boots needs to focus on opening new stores in the central market of London, Whales and also in the remote areas of the UK. It is important to be present everywhere with accurate shops or markets to make the products available always for the costumes (Hailu, Workneh and Kahissay, 2021). Boots is headquartered in Nottingham, UK but it also requires it to be available physically in remote areas to gather more customers. 
[bookmark: _Toc90739386]Impact of the Covid 19
Boots Limited is one of the most famous beauties and healthcare products retailing companies in the United Kingdom. The company was established in 1849 and went a long way. Currently, it is headquartered in Nottinghamshire,
The United Kingdom and successfully operates its business across the whole world.
The company specialises in pharmaceutical products also. It maintains one of
the largest pharmacy products chain businesses in the United Kingdom along with other countries. Italy, Thailand, Norway, Ireland, Indonesia and many more are the main marketplace of the company. However, the covid pandemic has created very adverse volatility, uncertainty as well as other economic disruption for the company. They are described below.
Low sales: The covid pandemic decreases the sales of the company very adversely. As people could not move out easily due to the lockdown so the company’s sales went very low during the covid pandemic.
Loss of profits: The annual report of Boots Limited presents a huge loss of 250 million GBP during the pandemic. In 2018, the company’s profit after tax was about 40.35 million GBP. On the other hand, in 2020, the net profit after tax was decreased and it was about 13.50 million GBP.
Future delay for expansion: That is the reason the top management has declared that the company may face difficulty for its future marketing and expansion (Noor et al., 2020). However, the company started several adjustments to develop its in-store facilities. It helps the company to mitigate the risks.
Job cut: However, the company still faces negative sales from its customers. That is the reason the company cuts a lot of jobs from its workforce.
These are some of the adverse impacts of the covid pandemic.    
[bookmark: _Toc90739387]Recommendation
Currently, the market is full of high competition. To counter that competition, a few recommendations are suggested below for developing the marketing activities of the company. They are:
Innovation: The company needs to use various kinds of innovative ideas to develop its markets. For that, the company can introduce new beauty products and items. As the brand has a great demand so the company can use their innovative ideas. 
Customer base: The company should build a real customer base for promoting their businesses. As the customers are the real customers and regular customers for the company so the company should keep in mind their choices and demands. 
Introducing technologies: Currently, this is an age of high tech technologies. So the company can introduce telephone marketing, mobile marketing and many more as a part of their marketing activities. 
Social media: it is found from many types of research that most people like to spend their time on various social media platforms like Facebook, Instagram, Twitter and many more (Dzwigol, 2020). That is the reason the company needs to promote their products on those platforms so that it would reach most of its customers within a short time. 
Special offers: The top; management of the company can use various kinds of discounts, special offers for their regular customers. Not only that but the company can use different types of seasonal offers also to attract first-timers on their premises and many more. 
[bookmark: _Toc90739388]Conclusion
In conclusion, it can be said that various marketing activities play an essential role in the development and sustainability of large companies like Boots. Its SWOT analysis, as well as PESTEL analysis, presents various internal as well as other external factors of the company. The STP analysis and marketing mix also help the company to prepare different types of marketing strategies. As the market is full of competition so a few recommendations are also included here. Finally, it can be said that without the help of marketing, it would be very difficult for the company to develop and sustain its businesses in this modern world of business.
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