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[bookmark: _Toc46065107]Introduction:
NIVEA is one of the leading companies with having over 130 years’ experience in the field of skincare. It is a Germany based personal care brand which is specialized in body care. The company was owned by Beiersdorf Global AG Company that is based in Hamburg. NIVEA is established by Paul Carl Beiersdoft in the year 1882 and in the year 1890 Oscar Troplowitz buys the company. The offered products of the company are always catering to consumer's needs that place an effective deal of faith in the NIVEA (Nivea, 2020). The company is emphasized on the expansion of the brand and extensive marketing regarding good organizational growth and progress. The better marketing and fundamentals of marketing are playing an important role in the success of company marketing (Withey and Lancaster, 2013). In the business organization, the most crucial aspect is marketing that goes round around the creation of value, market sales, promotion, and elevation of the brand name. The marketing is emphasized on four different forces as place, promotion, price, and products with a focus on its complexities. The business platforms and strategies related to business or marketing are evolving continuously. There are different models that expand fundamental marketing concepts to 7 Ps of marketing (Mackay and Wilmshurst, 2012). Concerning this, developing knowledge and creating marketing fundamentals plays an important role in the growth/development of NIVEA. 
[bookmark: _Toc45018660][bookmark: _Toc46065108]Marketing process and stages: 
NIVEA is emphasized on the improvement in brand continuously on the situated market regarding prominent growth or development in the targeted markets. NIVEA is continuously emphasizing on the producing and delivering quality products/services to its targeted customers as well as improve reputation in the respective market. The company has created a comprehensive mission statement that develops the procurement of its business (Baines et al, 2013). The mission statement of the company is reflected on the satisfaction of customers. The organization’s mission statement is to explore the target market customers and their requisites and needs. NIVEA’s mission statement is indicated how products/services may be functioned within the company for meeting customers’ needs regarding their satisfaction. 
The most effective stage in the process of marketing is understanding of the business situation. The analysis of the situation by using different tools as SWOT, PEST, and others that improve insights into the scope of marketing as well as supports to create strategies to deal or control potential hurdles  (Kotler and Armstrong, 2018). In relation to NIVEA, the situation analysis using SWOT and PEST analysis is as follow:
SWOT Analysis: 
	Strengths 
	· Team of highly skilled employees 
· Quality and reliable suppliers
· International business with effective growth strategies (Gbadamosi, 2013).
· Big market portfolio 

	Weaknesses 
	· Success primarily depends on Nivea
· The main focus of business is around Western Europe
· New entrants created more challenges
· Performance of business is limited outside the primary criteria
· Lack of choice due to product variation and gaps in products (Masterson and Pickton, 2010). 
· Low net contribution and profitability in comparison to the industry average 

	Opportunities 
	· Expansion in emerging markets
· Well established and reputed brand
· Lower inflation rate (Baines et al, 2013). 
· Increase in the engagement of customers in online channels 
· Advanced technologies availability.

	Threats 
	· Using marketing strategies 
· Complex regulatory pressure
· The popularity of other skincare products and brands (Russell, 2017). 
· Intense competition leads to an increase in operating overheads



PEST Analysis:
	Political
	The business performance of Nivea is negatively affected by extensive taxation and complex trade barriers (Koch and Gyrd-Jones, 2019). Corruption and instable political climate may lead or cause to inflation in the organization.

	Economical
	The economic crisis in the industry is a big problem that may lead to decreased production. The increase in the productivity rates will support in the increasing production that may cause to economic stagnation because of poor demand and oversupply that may lead to the closing of business due to losses or low income (Alberti et al., 2018). 

	Social
	The company has effective recognition of the customers across the female customer base which indulged with the body and skincare products. Nivea is able to enhance its brand image and make its substantial market segmentation in different markets as Taiwan, UK, and India (Chernev, 2020). 

	Technological
	Nivea A technology is an effective way to be competitive in the market of higher competition. The company also drives globalization; the forces consider ecological and environmental aspects as well as available services and products (Strauss, 2010). Concerning this, Nivea is innovative and compatible with the latest technologies.  
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STP marketing strategy:
In the context of marketing, market analysis is fundamental, the application of good marketing policies make sure the performance of the organization in the market. Effective marketing strategies contribute in the prominent development or growth of the company (Kotler, 2019). Concerning this, STP marketing strategy of Nivea is as below:
Segmentation: In different groups, the behavior of customers is different. In relation to Nivea Sun, the purchasing habits between women, men, and adults including children consider the demographic variations. The use and knowledge of sunbed products differ with the luxury of men as well as for women bathroom lavish sun (Baines et al, 2017). The needs of adults with children are also different in broad segments. Concerning this, the company segments its products in different categories as primary sun care consumers, beauty concessions, and sun avoider products customers both different between demand and make customer base. 
Targeting: For the local goods, the company is considered the high degree of loyalty between locals, target marketing strategy of Nivea can be effectively used on new local markets in different countries such as Thailand, and others (Mackay and Wilmshurst, 2012). The company requires to position its brands with foreign origin with the local chains as well as apply this specific strategy with developing the company as a brand and not to establish business different from other local market brands. 
Positioning: the company is positioned in high-quality skincare and body care brand in the industry, Nivea will compete with available brands as L’Oreal and Dove on the market share acquisition. In the industry, Nivea will get an elevated position. 
Marketing mix: 
Business firms get the support of the marketing strategy to achieve organizational goals and targets. The 7Ps of marketing is broadly applied regarding the marketing of business offerings (Withey and Lancaster, 2013). There are different marketing tactics that allowed business firms to expand business considering strategic initiatives, technologies, engagement of customers, and others. 
Product: this strategy allows the firms to explore the demand of customers. The product portfolio is considered by Nivea as its backbone. There is a wide range of products are offered by Nivea including body care, face care, personal care, and skincare products as Nivea Baby, Nivea hand, Nivea Cream, and others  (Svend and Oliver, 2019). The company produces and delivers products to its customers based on identifying market demand and customers’ needs. 
Branding: The Nivea brand is developed focusing on quality, no chemicals, and value for money. The blue tin is associated with a trusted brand since 1925. This consecutive design decision expands identification of the brand.
Nivea design
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Place: The network of distribution of Nivea is effective that attracts more customers. Products of this brand are available to procure in 50 countries on five continents. The distribution channels play an important role in supplying goods to targeted customers. The company allowed its customers to get offered products online to carry out its advertising campaigns (Singh, 2012). The customers of the company can get purchase Nivea products through going supermarkets and retail stores at different places where customers can get products as per their needs.
Price: it is a key aspect of marketing strategy. Concerning this, retailers are sold products of Nivea at a single set price as well as have used a constant pricing policy. Then retailers need to adopt a suitable pricing policy for them. An affordable pricing structure is maintained by most of the Nivea retailers to generate better revenues (Islaini and Nayan, 2020). Retailers to maintain existing customers and lure in new customers are provided different incentives as free products, free gifts, discounts, and others. 
Promotion: Advertisement and promotion encompass the launch of products or services through raising elevation in the market. Nivea Company is considered as the best producer of beauty care products globally (Chernev, 2020). There are numerous of promotional tools that are used by the company to attract customers as magazines, newspapers, television, radio, beauty magazines, and others. Nivea is also active on e-portals such as Twitter, YouTube, and Facebook (Nivea, 2020). They are also active on platforms like Facebook, for example.
People: Nivea has a team of highly qualified, skilled, and experienced employees. In current company has employed over 20,000 employees for operating its business across the UK. The company is included its suppliers, distributors, and employees in creating people strategies (Mackay and Wilmshurst, 2012). The employees in the company are provided the training programs to handle production as well as improve customer services. The workers are also connected with suppliers and distributors for maintaining their products quality. 
Process: The procedure strategies are considered with product distribution in the market. It enables the business firm to monitor their inventory as well as ensures continuous product availability (Baines et al, 2013). Concerning this, Nivea tracts its stocks and restock for making products available in the market and uninterrupted distribution process. 
Physical evidence: this strategy enables the business firms to make a unique identity. Nivea Company has developed itself as the brand identified globally. The physical evidence at Nivea includes the unique quality and packaging, personal e-marketing portals, distinctive colouring and designing, and others. 
Implementation and control: 
Control and implementation are significant aspects of a plan or marketing. This aids the business firms to execute the developed strategies or tactics as well as maintaining the activity and effectiveness of the plan.
The procedure of implementation is involved with the analysis of the situation, decide goals or objectives, explore the needs of resources, assign resources, use strategies, assign supervision to monitor effectiveness, and others. The follow a properly designed schedule aids in conducting all the implementation practices (Russell, 2017). Concerning this, Nivea performed the market research and marketing analysis for improving and modifying their plans. The company gets the information or data from both primary and secondary resources available in the market. Nivea also always identifies the needs of modifications and concerns about the implementation of the marketing plan. On the other side, another significant aspect of marketing is the control process that enables the business firm to maintain the developed process effectively (Baines et al, 2017). The process of control involves regulating the process of implementation and maintaining product quality and channels of distribution. In this way, Nivea is involved in monitoring the distribution and sales of its products. It enables the Nivea to achieve its targeted revenue as well as maintaining return on investment. The marketing plan control allows Nivea to track its offerings status and getting feedback from customers as well as changing their plans and policies according to needs. 
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Focusing more on promotion and distribution can help Nivea to increase the salles and its market share. Also increasing investments in innovative research ang creating new innovative beauty products will raise the brand equity.  It is concluded that a marketing plan is an effective tool regarding the growth and success of the business firm in the market. The marketing plan is a generator of revenue for the business firm. The process and stages of marketing play an important role in the growth/success of the company with getting targets in the market. In this essay, Nivea Company is selected to study for investigating the role of marketing procedure to increase the business activities and improve business effectiveness. 
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