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Executive Summary
The following report has highlighted the topic of basics of marketing fundamentals. The following report has briefly illustrated the importance and significance of marketing to operate a successful business. In addition, the critically evaluation of the role of marketing environment in the business operation has been presented briefly. The impact of Covid-19 and its drastic effects on the marketing has been described concisely. Moreover, a SWOT and PESTLE analysis of Iceland has conducted which detailed the effective marketing process and strength-weakness of the company. Additionally, the STP analysis and 7Ps of marketing has been presented in the below section to precisely determine the segmentation, targeting positioning and marketing mix strategies of Iceland. 
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[bookmark: _Toc111047933][bookmark: _Toc111049718]Introduction
The upsurge of Covid-19 situations drastically creates a huge negative impact on global business. Due to the rapid spread of the Covid-19 virus, the government had to introduce lockdown and various restrictions. Hence, various business sectors had to face huge losses due to these sudden changes. The following report will briefly focus on the importance and stages of marketing within an organisation. The below section will critically evaluate the SWOT and PESTEL analyses of Iceland to understand their internal factors. In addition, to determine the segmentation, targeting and positioning model STP marketing analysis will be conducted in the below context. Additionally, the 7Ps of mixed marketing in Iceland will be described precisely to evaluate their business activities.


[bookmark: _Toc111047934][bookmark: _Toc111049719]1. Process and stages of marketing
The term marketing refers to the process or activity conducted by organisations to promote their products or services via advertising, delivering or selling the products. Basically, it influences the customers and various clients to take interest in their products by providing information about it (TWIN, 2022). It allows the company to generate revenue more effectively and to link a relationship with diverse customers. Through appropriate marketing, corporations create value for the customers and fulfil their expectations and needs. Moreover, marketing contributes to the expansion of the national income of the country by raising the capital income which leads to the growth of the economy. Nowadays marketing is the vital core element to generating revenue and running a business more successfully due to its various positive aspects. For example- A company like Unilever runs their business more successfully and dominantly competes with the major multinational companies in the global market by adhering to the mix marketing techniques (Unilever, 2022). The marketing process is the essential part of marketing which aids the leaders in understanding the demands and needs of diverse customers. Basically, it is a framework that potentially allows the firms to develop an appropriate marketing strategy and plan to offer value to the customers. Fundamentally, there are 5 basic steps of the marketing process listed below:
Planning
This is the initial phrase which helps in a proper understanding of the market and various customers' needs. The supervisors and leaders critically research the current circumstances of the market to potentially fulfil the client's or customer's expectations (Daniels, 2021). Before launching new products or services developing an appropriate plan by analysing the customer needs is very essential. During this stage, the organisation attains various market insights which effectively helps to execute a proper sales strategy. By identifying the purchasing behaviour and trends the company can offer the product or services more accurately which can fulfil the customer's expectations. Furthermore, the objectives are prioritised and a strategic plan may be created in the planning phase. For example- Morrison the UK- based company prominently analyses the customer demands and competition in the market before offering new products to the customers. The micro and macro environment were also critically analysed by the corporation before launching or modifying any products or services (Wizard of Sales, 2021).
Strategizing
The Strategy stage mainly focuses on the customer values and how potentially the organisation can fulfil the diverse customer's needs. Here, the superiors select who can be the target audiences and how they can give suitable and exceptional services to them (Custard, 2021). After the identification of the target market and target customers now the company has to create various concepts to run the business more successfully. This stage includes the production strategy, product concept, marketing strategy and selling concepts. The operations managers constantly focus on implementing or developing a customer value-driven strategy which may be beneficial for both the firms and customers. In order to satisfy the customers fully market segmentation, differentiation and positioning are revised for the new offering products. For instance- After the upsurge of the pandemic situation, approximately every organisation has to revise and change their marketing strategy to reach diverse customers during the restriction period (Needle, 2021).
Programming	
Programming is the third stage where the supervisors of the company develop a coalescent or integrated marketing program while launching or modifying any product. During this phase, the 4Ps of mix marketing are prominently followed by the organisation. This may help in creating value for the targeted audiences. The programming stage includes the determination of product, place, price and promotion factors. The product's appearance name and how it benefits the customers are analysed in this stage. The next step is deciding on a suitable price for the offering product where the superiors determine an affordable price of the product. The price range may be fixed by analysing the production cost, services cost and competitor's product price margin. After the proper identification of product and price, the operation team members finalise the place, where the products can be available for the customers. In addition, the company finalises the places where the distribution can be easy and the customers can easily access or buy the products. Additionally, the organisation determines the way of promotion through which they can effectively promote their products and services in the global market more precisely (EDKENT MEDIAEDKENT MEDIA, 2021). 
Engaging
This is the fourth stage in the marketing process where the company or brand builds a profitable relationship by providing exceptional customer values and satisfying them. CRM (Customer Relationship Management) is used in this stage to proactively engage with the customers after offering the products and services. In this phase, the company can recognise whether the offered product can grab the global market or not. Here, in this stage, the company has to maintain or enhance its product or service quality as per the given feedback of the customers (Carniel, 2019).
Capturing
This is the last stage of the marketing process where the company is about to offer more than the customer's expectation to raise the customer satisfaction rate. During this stage, the organisation starts collecting profit and the sales margins take a good hike. The company gains numerous loyal customers which prominently helps in increasing the marketing share of the company.  Proper planning and strategy aid in producing high customer equity and enhances current and future sales as well. 
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The marketing environment refers to the internal and external factors of the company which directly influence the activities of marketing within an organisation. Analysing the marketing environment is very important as it allows the firms to identify their strength and weakness and reduces the major risks within the company. Proper understanding of the marketing environment aids in creating valuable content and improves employee engagement. Iceland is a UK-based British food retailer company, located in Deeside which offers groceries and foods to diverse customers. The following section briefly describes the SWOT and PESTLE Analysis of Iceland to understand their accurate marketing environment. 
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	Strength 
	Weakness 

	1)  The organisation provides excellent and good quality meat by maintaining proper hygiene in their place. The packing quality is very good as it provides protective seals and retro packaging to ensure the safety of customers. 
2) The sales and distribution network of Iceland is very impressive as the customers may easily get a variety of products in the local market. According to Benzaghta et al. (2021), the company has more than 1250 stores which makes it easier to reach diverse customers more efficiently. 

3) Iceland has a good reputation in the markets because they assure 100% pure and fresh products to the customers. Moreover, the company has a strong supply chain network which minimises the costs and eliminates wastage expenses as well. 


	1) The annual financial status of Iceland is weak for the past few years due to its ineffective business strategy. The profit of the company gradually fell to 15% from last year which is a major drawback for the company recently. 
2) The expensive product cost is the major weakness of the organisation. The products offered by Iceland are of premium and standard quality. Due to high shipping costs, the company has to expand their price range which can be unaffordable for lower or middle-class individuals. 
3) Investing and high expenses in the introduction of new products can negatively impact the company's profitability. Individuals in the UK are afraid of purchasing new products but the company is taking huge risks by launching new products and services thoroughly.

	Opportunity 
	 Threat 

	1) The company can easily expand their business in the global market more potentially because of its high capacity of purchasing power. The company has an immense potential to attract customers through its wide variety of products. 
2) Due to the high demand for frozen foods in the global market the company can easily grab the international market by offering quality and fresh frozen foods. 


	1) The cost of resources can be a major threat for Iceland. Due to the rising raw material prices in the market, the company's expenses are gradually increasing and the product marked prices have also increased. 

2) The company can face supply chain issues after the government has forced the retailers to limit their essential items after the upsurge of Covid-19. This can negatively impact the profitability and revenue growth of the organisation. 
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Fundamentally, the term "PESTLE Analysis" refers to a tool or framework that is used by the business to critically analyse and evaluate the external factors that can potentially impact the business operations of the firm (Peterdy, 2022). PESTLE includes the Political factor, Economical factor, Social factor, Technological factor, Legal factor, and Environmental factors. Additionally, the below section will outline the PESTLE Analysis conducted on Iceland for analysing their macro environment.
Political Factors
The United Kingdom is considered the most politically stable country but the introduction of Covid-19 leads the UK to face various instability. The revised trading policy after the outbreak of the pandemic situation drastically hiked the cost of raw materials, and also raised the import and export tariffs in the UK. Iceland has faced negative consequences because of the free trading restrictions implemented by the government of the UK. Also, Bureaucratic corruption drastically affects the economy and discrimination of the organisation as well.
Economical Factors
It is globally known that the UK is a highly economically advanced and stable country, every business has barely faced any issues while operating their business. However, the international trade policy may negatively impact the supply chain management of Iceland by limiting its resources. This can lead to a shortage of products in the diverse market and the customers are unable to get the services more appropriately. As mentioned by Shtal et al. (2018), the rise in local tax rates leads to extra expenses for the company in managing its finances. 
Social Factors
The latest trends and changing purchasing behaviour of the customers after the outbreak of Covid-19 affect the business of Iceland.  The organisation is facing issues in rapidly adopting new trends due to the rapid growth of the community. In addition, due to Brexit, the diverse employees are restricted to work within the UK, through which the company has lost various skilled employees (Elizabeth Harr, 2019).
Technological Factors
The high cost of implementing new technology in the workplace may negatively impact the operational cost of the company. The technological advancement made the business more successful hence, Iceland is prominently trying to adopt the latest technologies to enhance its productivity.
Legal Factors
Every company operating in the UK has to adhere to certain bits of laws and regulations to run its operations successfully within the country. Therefore, the money laundering law imposed by the government may negatively affect Iceland and disrupt the effective economic growth of the company. 
Environmental Factors 
Iceland is predominantly focused on CSR activities to maintain the safety of the environment. Every organisation has the utmost responsibility to operate their business without negatively impacting nature. The UK government also possesses a strict rule regarding the degradation of the natural environment. Therefore, the various CSR activities and following the strict rules are positively influencing the business operations of Iceland.
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[bookmark: _Toc111047939][bookmark: _Toc111049724]Segmentation, Targeting, and Positioning (STP) of Iceland
According to Harris et al. (2020), STP is an effective process of marketing that is used by numerous business entities to communicate their marketing strategy and minimise the segment of consumers they want to target and sell their products. As the name suggests, this process includes three significant factors that are mentioned below. 
Segmentation
Segmentation is essential and the first stage of the STP process which enables companies to narrow down their target audience from a much broader context of consumers available in the market (Hanlon, 2022). In addition, this process is divided into four different types of segmentation steps which are improvised in a systematical order and each step will be discussed below.
Demographic: Demographic method of segmentation is a very commonly used method that is effective and suitable for companies to determine their target audience. Moreover, the segmentation is done based on certain aspects that are age, education, income, ethnicity, gender, professional occupation and many more. Similarly, Iceland is mainly famous for selling frozen and processed foods and its main revenue depends on these products. Therefore, the company will be focusing on the gender aspect and target married female consumers who are generally busy and needs to save time for cooking food from the scratch (Harrison, 2019). 
Psychographic: Psychographic is a method used by business entities to determine their target audience based on their behaviour and attitude toward the consumers. This is a bit complex yet effective process that requires the organisation to conduct a thorough survey and interview on the market based on the product review. The results they get help the company to understand more about their target consumer. More than that, it also enables them to understand the market demand and make essential changes to meet the demand of their target audience. This is an essential process as it will help Iceland to determine why married female consumers are their prior target audience. 
Targeting
Targeting is the second significant stage of the STP marketing process that helps business organisations to determine their target market. Moreover, this helps them in focusing on a particular market and makes it a priority to gain a prominent hold by launching products and enhancing their consumer base through that specific market (Kokemuller, 2022). In addition, targeting the market includes various aspects that need to be considered based on the segmentation and some of the aspects are mentioned below. 
Criteria Size: The market that will be targeted by Iceland requires to be large enough to justify the consumer segmentations otherwise it will minimise the range of audience they can target. 
Accessible: The consumers from the market that Iceland will target should be accessible by their marketing team allowing them to send the marketing messages directly to their segmented consumers. 
Difference: Iceland’s target market should be more flexible and a measurable difference should always exist in the market given the segmentation. 
Money: The profit margin that is estimated by the finance department should always exceed the cost of marketing planning executed in a particular market. 


Positioning
[bookmark: _Toc111047940]Positioning is the last stage of the STP marketing process where the company is required to map down two important variables related to their product based on which their product will be placed in the market. Illustrating a market positioning will allow them to know the position of the products from their existing consumers. Therefore, Iceland will be focusing on two significant variables that are product cost and product quality and based on that they will position their product in the market to gain maximised consumer attention. 
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The marketing mix is a traditional and very commonly used marketing strategy which has proven to be effective for almost all companies. Moreover, the 7Ps of the marketing mix is used by a company to understand the value that their product or services hold to their consumers (chron, 2021). There are seven different stages in this strategy which will be discussed in the following context concerning Iceland's marketing strategy. 
Product: Iceland is a retail supermarket chain that specialises in selling frozen foods to their consumers which have been their major selling product in the market. Furthermore, it adds up to the convenience for the target audience because it meets the demand of having to spend less time cooking for consumers who are generally busy (Kennan, 2022).  
Price: The product that is manufactured and sold by Iceland costs a minimum price which allows them to offer their consumers a reasonable price on their considerably quality based products. This helps the company to generate large sales revenue and maximise its profits from it. 
Place: Iceland has been focusing on establishing its supermarkets in urban and metropolitan cities where the consumer is generally busy and this product will be more valuable in such areas. 
Promotion: Iceland is a famous retail supermarket chain throughout the UK which has been possible through effective marketing and quality assured products they offer. Moreover, they utilise online promotional strategy and advertise their product through social media which enables them to reach out to a wider target audience. 
People: The marketing team and sales team of Iceland is responsible for interacting with the consumers more often to send their message and receive feedback for improving their product and meeting consumer demand. Therefore, they are required to be responsive and active on their social media platforms to understand the demand of their customer base.  
Process: Iceland focuses on relying on their employees from marketing to deal with the consumers in a way they see fit to satisfy the needs of the consumers. In addition, this helps them in retaining the employees as well as consumers for the company. 
Physical Evidence: The reliability that Iceland’s frozen foods provide to their target audience is significant physical evidence. In addition, it not only allows them to provide assurance for a new customer trying their product but on top of that the convenience that existing consumers receive will also assure the new customers (Qomariah and Kurnia, 2022). 
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The above report focused on the significance and importance of marketing within an organisation. The process and stages of marketing and marketing process are briefly illustrated in the report. In addition, the above context has highlighted the impact of Covid-19 on marketing and how it affects the marketing strategy of organisations. Furthermore, SWOT analysis and PESTLE analysis of Iceland has been presented precisely in this assessment. Also, critical analysis of the micro and macro environment of Iceland has been described through the PESTLE and SWOT model. Additionally, the STP analysis and 7Ps of marketing have been conducted in the report to evaluate the mixed marketing method in Iceland. 
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