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Marketing Fundamentals Analysis and Evaluation


Executive summary
The respective report has been focused on the concept of the marketing procedure of Farmfoods. The main stages of marketing have been provided here. The impact of the pandemic on the respective business has also been provided here. A PESTLE analysis has been conducted to comprehend the external affecting factors of the business. The segmentation, target, and positioning of the business have been provided in the following context. The 4 Ps of the marketing mix have been discussed here. Internal factors such as SWOT analysis and Porter's five analysis have also been demonstrated in the specific report.
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[bookmark: _Toc122806326]Introduction
Marketing is an important aspect of a business. It makes people aware of the products and services of the company. The following report will focus on the different factors of Farmfoods. This is a supermarket chain based in Scotland. It sells frozen food and other grocery products in the country. The following report will provide an overview of the marketing. Along with that, the major stages of marketing such as situational analysis, control, implementation, and objective will be highlighted here. A PESTLE analysis will be provided in the context to examine the external factors of the business. In addition to that, the STP analysis will also be evaluated in the respective report. The 4 Ps of marketing will also be provided in the report. Additionally, SWOT analysis and Porter's five factors will be evaluated here to comprehend the microenvironmental factors of the supermarket company Farmfoods. 


[bookmark: _Toc122806327]Main stages of marketing 
Definition
The marketing process is very effective for generating a profit margin for the company. Therefore, the based on the planning of marketing helps an organisation to determine the company’s success. Determining the profitability and identifying the opportunities of the business is very effective for developing the entire marketing strategy (Gandolf, 2020). Moreover, the process of marketing. Identifying the marketing process, setting goals for the marketing, sales, revenues and goals, identifying the target audience, developing service and product, implementing marketing tactics, and monitoring the marketing plan is further very effective for enhancing performance. 
Situation of marketing
Based on the research and analysis, the situation of marketing further developed. Different food retail chain companies such as Farm food are creating a situation for marketing based on the identification of challenges of business (Boitnott, 2020). Therefore, the identification of the competitors in the market is further very helpful for them regarding the present market situation, which plays the most important part in creating a marketing situation. A detailed description of the strengths of comp nay and threats and opportunities is beneficial for creating a marketing situation. 
Objectives of marketing
 Marketing activities play the most important role in identifying marketing objectives. Therefore, based on the measurement of the situation, the objective of marketing further depends on the efforts and strategies of an organisation for achieving goals. Marketing objectives are very important for food retail chain companies like, Firmfoods is very effective for identifying the direction of the marketing team. Establishing a clear marketing objective further identifies marketing tactics and executes them to achieve those goals.
Strategy of Marketing 
The marketing strategies are based on a detailed understanding of the marketing goals of the comp names. The demands and needs of the customers further play the most important role in creating marketing strategies. Organisations determine the target customers and identify the channels to reach them. Based on the types of products, the marketing strategy further defines that company's position in the market.


[bookmark: _Toc122806328]Impact of covid-19 on the business
The covid-19 situation has negatively impacted the Performance of Firmfoods in the UK. The fear of high infection and different rules and regulations further increased the complexity of its business. Therefore, an outbreak of the pandemic enhanced the uncertainty of the frozen food market in the UK, which declared its market growth in recent times. Due to the need for more demand in the market (Harvey, 2020). A huge loss has been identified. Therefore, with increased packaging and a need for proper packaging, Firmfood has recently faced huge losses. Shortage of raw materials and workforce in the UK market further hampered its overall performance. 
 Upcoming Future 
 Due to the current pandemic, common people prefer well-packaged frozen foods, which increases the opportunity for Farmfoods. The company is changed its market operation based on customer needs. The change in the methods of freezing increased the longevity of its products.
Change in price margin 
Due to the pandemic, the company has faced a huge decrease in revenue margin. More than 50% of customers have chosen other companies due to the closed retail shops of that company. The huge cost of raw materials and the workforce shortage increased its price margin recently. Moreover, the need for more production and increased price margin gradually reduced its market demand. Therefore, the absence of a supply chain during the lockdown period negatively impacted its profit margin. 
Negative impact on needs and demands of customer 
Being the frozen food packaging, Farmfoods faced problems regarding changes in the needs and demands of the customers (Bolek, 2021). Therefore, a huge recession in the market and a decline in the consumption rate of frozen foods further hampered its performance.
[bookmark: _Toc122806329]PESTLE analysis
The external objects of different changes can be recognised by the framework of macro-environmental tools such as PESTLE analysis. It helps to comprehend market trends, customer preferences, and other factors. The socio-culture aspect of the industry can be identified in a broader range with the help of the aforesaid tool. The long-term effects of the external factors can be understood through the respective tool. The PESTLE analysis of Farmfoods will be evaluated below (Keogh-Brown et al., 2020). 
Political factor: The outbreak of the pandemic has severely impacted businesses. The government implemented various laws and regulations during the time of the pandemic. Retail businesses were obliged to follow the rules. The sale and purchase of the business got affected during the time of the pandemic. The government also applied different policies during the specific time. The preferences of the customers also changed due to the policies of the government. The policies also affected the trading law and the economy of the industry. Policies like high-rate taxes and lockdowns affected the revenue of retail businesses. For instance, due to the pandemic, the customers of Farmfoods could not always visit stores, which affected the profit of the business. The unstable political aspect of the UK during the pandemic was not favourable for the respective business (bankofengland, 2020). 
Economic factor: The pandemic led to an increase in the price of the products in the market. Inflation was the major problem that has raised during the outbreak of the epidemic. It affected the retail businesses and supermarkets as the price of food items as well as raw materials increased. The supermarket chain Farmfoods was unable to deliver the products in the offline domain as there were several restrictions implemented by the government. The customers of the business reduced buying products due to the increased price of frozen food items. Therefore, to retain customers, the respective company needed to decrease the price of the products (ons, 2022). 
Social factor: The lifestyle of the people changed during the pandemic period. People became more health conscious. The hygiene of the products became an important social factor. Along with that, the price of the products is another major factor of the social aspect. The changing preferences and trends of customers can be understood through digital media. The various needs of the customers during the pandemic need to be maintained by the supermarket chain Farmfoods. Furthermore, CSR activities help the company to engage with the dust in order to increase the revenue of the company. 
Technological factor: The development of technology has enabled to bring innovative inventions in different industries. The respective industry is utilising technology for buying materials and selling purposes. There are different software that can be used to fulfil the needs of the consumers. Social media plays an important role in interacting with customers. For instance, Farmfoods can use the online platform in order to advertise its products. As a result, the productivity of the company will increase. The pandemic led people to stay at home due to the lockdown policy of the government. Therefore, the use of social media has increased among customers. Hence, promoting on the digital medial platform will be beneficial for the company in terms of making aware the customers of the products and services provided by Farmfoods (Walker et al., 2022).
Legal factor: the government has implemented various legal factors during the time of the pandemic in the country. The tariff plans and taxation system are the notable factors of the legal aspect. The aforesaid industry must abide by the rules and regulations of the government. The labour law needs to be maintained by the aforesaid retail business. It will help the business to run effectively. The respective business can face legal issues as a result of breaching the regulations of the government.
Environmental factor: The increased consciousness of the environment leads the retail industry to take steps towards a sustainable and eco-friendly system. Retail business such as Farmfoods needs to maintain hygiene and safety protocols while selling frozen food items. Using a packaging system that is recyclable will be beneficial for the business. Farmfoods needs to reduce the use of plastic in order to maintain the environmental factor (bbc, 2022). 
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The design of “Porter’s five forces model” is based on the present situation of the industry. Therefore, identifying ways of success and determination of profitability is the most effective part of this model (Bender, 2021). An organisation's management uses this model to identify emerging issues and their impact on overall performance. Moreover, identifying the challenges in the frozen foods market in the UK will be very effective for determining the strategies for overcoming them.
Rivalry
Farmfoods provides its products to customers within different parts. Based on the demand in the market, the company is offering its service to a huge area in the UK. The strong position of its competitors in the UK market further hampered its overall performance (Rider, 2022). Therefore, the effective marketing activities of customers further hampered its profit margin in the UK. Therefore, the company's traditional operation negatively impacted its brand image in recent times. 
Bargaining power of buyers
Buyers play the most important role in the frozen food business in the UK market. Based on the price margin of the buyer has increased their power of burgeoning. Therefore, due to the pandemic situation decrease in the demand further enhanced the burgeoning power of the buyers. This particular threat created a huge problem for the company in setting the price margin of its products.
Bargaining power of supplier
Based on the demand in the market, the suppliers control their bargaining power to create an impact on business. These special forces created challenges for Farmfood. The strong collaboration with different restaurants and hotels created storing impact on the company's business. Depending on the importance, the company is looking for new supply chain operations in the UK market. 
Threats of a new entry into the market 
 Due to the pandemic, the preference for packaged food has increased in the UK market. Identifying the opportunity, a huge number of frozen foods retail companies are entering the UK market, which created huge threats for the company (Adefisan et al., 2022). Based on the brand image and effective customer engagement, Firmfood is further trying to overcome this threat.
Existence of substitute products
Based on the demand in the market, the strong presence of substitute products further created a strong impact on the performance of the company. Therefore, an effective product price margin is necessary for its profit margin. The company further changed its strategies and focused on the quality of products to create a difference and satisfy its customers.    




[bookmark: _Toc122806331]SWOT analysis
SWOT analysis is a framework that helps to identify the strength and weaknesses of the company. It also helps the company to set its goals and objectives. The respective analysis helps to identify the opportunity and threats of the business in the surrounding market. A SWOT analysis of the supermarket business Farmfoods in the context of Covid-19 will be mentioned in the following (Crick et al., 2020). 
	Strength
	Weakness:

	1. The outbreak of the pandemic has devastating effect on every business. Although, Farmfoods managed to keep open around 300 stores during the lockdown, which is a considerable strength of the company. 
2. The supermarket company provides frozen foods which are helpful aspects during the time of the pandemic. 
	1. The pandemic leads to a rise in price. Due to that, the price of the products in the market increased. 
2. The internal feedback of the company is not very strong, which is considered a weakness of the respective company.

	Opportunity
	Threat

	1. The accessibility of the shop and products during the lockdown helped the company to grab the attention of the customers. 
2. online marketing will be beneficial for the company to promote its services, which will attract the attention of the customers (Dawes, 2018). 
	1. The rise in the price of raw materials and food items is a considerable threat to the specific company. 
2. The revenue of the company got severely affected due to the outbreak of the pandemic (Bunn et al., 2022). 



Ansoff matrix
The two strategies of the Ansoff matrix will help Farmfoods to set the strategies for the future (Peterdy, 2022).
Market presentation
The specific strategy focuses on expanding the sales of the products which are already existing. Focusing on the current products will be beneficial in determining the future strategy of marketing. Due to the pandemic situation, there is a deficiency in raw materials, which leads the business to face difficulties. The supermarket chain Farmfoods needs to improve its product quality. The decreased price of the products will be beneficial for the company.
Product development
The aforesaid company needs to develop the products as per the requirements of the customers and the changing trends of the market. The extension of products as well as the promotion in digital sites are needed in order to provide better customer service. The determination of future strategy will be easier through this (Gourley, 2020). 
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The STP model is an effective procedure for identifying the effectiveness of business within the market. Therefore, the idea for STP analysis will be very effective for identifying that organisation's focus and personalised marketing strategies. Based on market segmentation, targeting is very helpful for identifying the company’s position in the UK market.
Segmentation
The increased demand for frozen food has created huge opportunities for retail companies. Therefore, the companies like Firmfood further segmented the market based on the requirements of the products (Bizzozero, 2021). The busy lifestyle of young and middle-aged people prefers Frozen food for preparing food quickly. Therefore, the change in the food habits of the common people's concentration of health consciousness further created a huge opportunity for frozen food retail companies like Firmfoods.
Targeting 
The identification of the target audience is the most important of any organisation. The Firm food further targets customers based on age, preference, lifestyle and income level in the UK. Therefore, increasing women's employment in the UK market is further very effective in increasing the demand in the market (Czeczotko et al., 2021). The company targets working women and health-conscious people in the UK market. Moreover, presently the reduction of customers' waiting time is further very effective in identifying the target customer from the market.
Positioning
Presently the Frozen market in the UK is in a favourable position. Therefore, the increase in the sales margin by 19% has created huge opportunities for the company. Though the price of raw materials has increased in recent years, the changes in the operation strategy further enhanced its position in the UK market. The opportunity for exporting to different countries has enhanced the profit margin of Firmfoods in recent years. The UK is the third country consuming frozen foods after France, which is very effective for expanding business.
[bookmark: _Toc122806333]4 P marketing mix
Identifying the 4 p’s is very effective for developing marketing strategies to enhance revenue margin. Firmfood can easily overcome the present market situation for the Covid-19 pandemic based on the products, price place and promotional strategies.
Products 
Firmfood offers frozen foods based on the demands of families. Therefore, providing high-quality products, like chicken, turkey, fish, and vegetables, enhanced its demand in the UK market. The company can implement other products and enhance its distribution in the UK market, which will help them to overcome the situation (Voronova et al., 2021).
Price
Based on the UK market's demand, the brand's price margin is quite marginal. Therefore, reasonable prices of frozen goods and other products created huge opportunities for the company. Therefore, the company can change its price margin based on the season of the vegetables or availability of products in the market, which will help them to increase its demand in the UK market.
Place
The company has more than three hundred shops in different cities in the UK. The strong position in the market further attracts many customers in the UK. the company can concentrate on the rural markets in the UK, which will be very effective for increasing the profit margin. 


Promotional strategies
The effective use of social media and television has enhanced its opportunity in the UK. Advertising through posters and social media has increased their demand in the UK market. The company can focus on personalised marketing, which will be very helpful for them in overcoming the situation regarding the pandemic and expansion of business in the UK market.
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The sudden outbreak of the pandemic caused several issues in the personal and professional factors of the country. The business organisation got impacted due to the epidemic. There are various aspects such as lockdown, and inflation that came with the covid outbreak. The above report has focused on the internal and external factors of Farmfoods in the context of the impact of a pandemic on the business. A concept of marketing has been provided here. The important stages of marketing have also been discussed here. The external factors have been evaluated by conducting the PESTLE analysis. Along with that, an STP has also been performed to analyse the marketing aspect of the business. The internal factors of the business have been analysed by a SWOT and Porter's analysis which helps to understand the strengths and threats of the company. In addition to that, the 4 Ps of the marketing mix has been demonstrated here in the context of the outbreak of the pandemic. 


[bookmark: _Toc112357971][bookmark: _Toc122806335]Recommendations
a. It can be advised to the supermarket chain to expand its business in more different locations. It will help the company to gain more customers.
b. The number of employees also needs to be increased in the business to provide the required services to the customers of the business.
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