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[bookmark: _Toc15998428]Introduction
Marketing is the activities which are undertaken by the company that is useful for promoting, buying and selling of the product or the services. The marketing strategy includes selling, advertising, product delivery to other business and consumers. Many of the experts who were work in business marketing and also in the promotion department may try to get important audiences with the help advertising. There are many ways to do promotions which were held through targeting some of the audiences and it also involves celebrity endorsements like memorable packaging, takes the use of attractive graphic design and other slogans which people get attracted to the company or the products. Marketing is the discipline that includes the actions that the company to undertakes and to maintain the relationship. In this assessment, there is the major discussion on the marketing which is mainly related to the company such as HEINZ and to define different stages and process of marketing and so on.
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Process and stages of the marketing including the role of the marketing mix.
  Marketing is the technique which is used to introduce the product of the customers which are targeted by the company in the market. Heinz food processing is an American company based in Chicago. Heinz was founded in 1869 by Henry John Heinz.. This corporation have around 150 products which are number one and two in all over the world. In the United States Heinz ketchup is number one and also they have a market share of approximately 50%. The company of Heinz is the fifth-largest company of food in the world (Gillis, et. al., 2018). 
Market targeting The HEINZ Company try to target the largest section of the population in the United Kingdom and also in the other countries.
Marketing objectives HEINZ's main goal is to maximize the profit according to the short term and the long term viewpoints and also to increase the image of the product in the marketplace. The objective of marketing of HEINZ are related with the strategy of the business that is mainly consists of the seven eplements which is growing in the UK, increase the presence of the company internationally with the help of online channels, focus on the social responsibility, growing the business in the present market, increase the value of the brand, creating value and engaging in modification (Harmeling, et. al., 207).
Dealing with the marketing mix process is also important because the management of HEINZ already understood that dealing with all basics of the marketing mix taking into the book's needs, and also they want the additional unique features for the target businesses segment. 
Reflection, revision, and control are used in the marketing process by HEINZ, it is the order for accessing the effectiveness level of the marketing strategy and try to improve.
PESTEL  for HEINZ 
Political factors HEINZ Company may operate worldwide and the factors like political may significantly affect it. The effects include tax rates, legislation act and also the stability of the country. For achieving the success in producing the dynamic food main expanded company in different-different countries is also to expand the regular risks of the governmental environment. Give importance to the food and party-political stability, risk of the soldierly assault, fraud level, and lawful framework, laws related to food, taxation, and workweek regulations in the food, safety regulations, labelling of the product and other food requirements (Homburg, et. al., 2017). 
Economic factors HEINZ has 50% of the market share in the US. The Macro environment aspects such as increase rate, funds rate, interest rate foreign exchange rate and the cycle of economic may regulate the collective request and the collective investment in an economy. There are some of the economic factors of the Heinz company may consider as, types of the economic system, government involvement in the unrestricted market, rate of exchange, talent level of the workforce in the food, labour costs and productivity. Many factors are there on which the economy of the country and the organization may depend so it may be in favour of the company or may not (Ramanathan, et. al., 2017). 
Social factors The consumer's mood may change nowadays and they are aware of their health issues more because of this HEINZ try to adopt these new changes by fulfilling the demand of all kind of customers. The different social factors that the company like Heinz maybe analyse as on demographics and the ability level of the people, standard of education in the Heinz industry, sexual category roles, community agreements, spirit of business, environment awareness, and relaxation interests and many more. 
Technological Factors  HEINZ Company has also invested in the energy productivity projects to achieve the long term objectives and also to decrease the footprint of the carbon (Maiyusril , 2018). The different technical factors and their impacts are as a product proposing, influence on the cost structure and the food, value chain structure impact and rate of the technological diffusion. 
Environmental factors that may impact to Heinz industry such as different market may have different rules and the values which may influence the effectiveness of the society in the market. Also in some countries every so often states are there different environmental rules This is very essential for the industry to carefully evaluate the market and their environmental laws in which they are trying to enter. There are some of the environmental factors that may be considered before implantation are the weather, laws regarding environmental contamination, air and water contamination, reprocessing, waste controlling, endangered species and many more. 
Legal factors which may impact the Heinz industry are some of the legal outlines and the organizations are not forceful as much that may help to protect the rights of the company. There are some legal factors that company Heinz may consider before entering in the new market are as Anti-trust law for food, the law of judgement, consumer protection, data protection, health and the safety, copyrights, and etcetera (Bellinghausen, et. al., 2016). 
The Five Poster Analysis for the Heinz Company, made a significant impact on the profitability of the firms in several industries. 
The threat of new competitors in the food that means the major expansion may bring innovations this is the new way of doing work and to put the pressure on the Heinz with the lower pricing, costs reducing strategy may support to deliver the new value schemes for the customers. The Heinz Company has to manage all challenges and try to manage and build effective walls to save the company in context with the competitive edge. 
Bargaining power of suppliers is also very important for the company because the suppliers which are more powerful in the well-defined sector may use their convening control for cutting advanced values from the company in food. The suppliers may impact the company's profit by lowering the price of the food. The impact is high because this directly affects the company's profit and for tackle this impact Heinz work to build supply chain with the numerous suppliers and try to grow the dealers which mainly depend on the Heinz Company for running their business, and experimenting with the product designs by using diverse resources and if the process gets to grow up for the fresh substantial then the company shifts on the another one (Helms, et. al., 2017).
Bargaining power of buyers also affects the company because buyers are too much demanding and they want the best products offering at the minimum prices. Their impact is also high on the company because the buyers may put pressure on the company and impact productivity in the long run. 
Threats of substitute products affect the sales of the company. If there are any new products and the services that are same as the existing products and also meets with the demands of the customers in another way may impact the company's profit or company may suffer. Their impact is also high to the company and for tackling this problem the Heinz uses some strategy such as they become service-oriented and not product-oriented, and try to understand the essential need of the customers and also increase the substituting costs of the customers (Zhao, et. al., 2016).
The rivalry between the existing competitors may impact the profitability of the industry because if the existing competitors are strong that it may cause down the charges and also cut the total revenue of the business. The impact is high and for tackle this impact Heinz takes some steps such as by building the justifiable differentiation in the products, collaborating with the competitors which may help to increase the size of the market.
The SWOT Analysis help in identifying the strategies that the company can utilize to conquer  opportunities and help to protect the strength and eliminate the weakness.
The Heinz Company has the many Strength that may able to succeed in the store. The strong point of the Heinz help to protect and present market segment and also help to enter in the new market. There are several strengths of the Heinz such as good revenues and the capital expenses, highly skilled workforce with the help of successful training and other learning programs. 
Identifying  the Weakness is important for the company. There are some of the main faintness of the Heinz Company are the company need more asset in the new technologies, the profit ratio and the net contribution of Heinz is under the industry average, they also have limited success in the outside business, the construction of the business is companionable with the current business (Moreno, et. al., 2016).
There are several Opportunities for the Heinz where they can build their market and try to expand their business, the opportunities are as decreasing the costs of the transference this is because of the lesser delivery prices may take down the cost of Heinz products and this provides the chance to the Heinz to boost up their profitability. 
There are also some of the Threats which face Heinz Company as liability laws which is different in each country, new environmental regulations for the existing products of Heinz, strong competition, rising strength of the local distributors because of this the company have to pay the higher margins to the local distributors, continuous variation in the product standards, etc.
The Advantages of having SWOT analysis is that it improves the quality and also the consistency of the results, it helps in enhancing the innovation, may help in reducing the intellectual property, improve the sustainability, lower the transport and energy and carrying costs.
When there is an advantage of having SWOT then there is also some Disadvantages such as Heinz has less specific manufacturing skills, less focus on the client encouragements, there are challenges with the design for the automation, tax and other regulatory policies, and also there is limited straight up ecosystems (Phadermrod, et. al., 2019).
Segmentation of Heinz Company is the procedure of separating the market into the different groups of the buyers who may require distinct products such as goods and services. The segmentation may be done based on geographical, demographic, psychographic and behavior segmentation. 
Targeting the strategy which helps in analysing the market where possible products for the sell. The Heinz Company try to expand their business through digital media spending, and also to increase the proportion of the budget and expends from 3.5% to 20% of the sale. Adapting the new technology and innovation is the best way to confirm their developing needs. People were targeted through campaigns on social media and advertisement.
The positioning of Heinz, at the starting the strategy of every brand is that they need to make the awareness for the products in the mind of the customers. Same Heinz also wants to generate the value of their products and it means the Heinz ketchup is the quality product which has qualities and the delightful and also organic. Therefore the Heinz ketchup is more and more according to their value of the product. They are superior to other brands and have differentiations that may help to stand out (Gürel, et. al., 2017). 

Marketing Mix (4Ps) for Heinz may help to explain the marketing strategy of Heinz.
For Product strategy, The Heinz ketchup is developed by focusing on the children and they made their products contains Glucan D, tomato ketchup, cheese, and many more. The company mainly focuses on providing quality products to their customers.
Heinz Company may follow the reasonable Pricing plan by keeping in notice about the targeted customers. These valuing choices are considered to adjust the financial conditions and also to observe the habits of consumers. For increasing the sales they also shaped bottles with the upside-down shape and also start to promote their large bottles (Bull, et. al., 2016). 
The place The Heinz foods are mainly offered worldwide with an outstanding system of distribution. The Heinz Corporation has the well-organized supply chain in the place and hence there is an improvement in the distribution of goods completed the year. 
The Heinz Company use the primary technique for the Promotion, they mainly use advertising techniques which helps in engaging the customers but they also use direct marketing that helps in building better and stronger and also long term connection with the clients. 
Role of marketing in creating value for customers
Societal Marketing is the concept which may hold the company and make marketing decisions by considering the needs of the consumers and also the requirement of the company and society's long term interests. This is why the marketers must attempt for satisfying the needs of their target markets in the way that preserves and also to enhance the well-being of the customers and the people as the whole. Heinz Company also takes care of its customers' needs and focus on the needs and wants of their consumers (Fan, et. al., 2015). 
Branding is the practice of marketing which helps to create the symbol, name, and the design which is recognizable as fitting to the company. This mainly helps to identify the products and also differentiate from other products. As Heinz also makes their brand different from others not only in symbol, design, and name this differentiates through quality of products. They also made different bottles for their tomato ketchup as well. The branding strategy Heinz Company used is their primary identification, corporate endorsement, colour (Red which catches the attention of customers and motivates hunger), their Font which is easily recognizable.
As per the Ansoff's matrix, the modification is where the company take-offs and to obtain the new products and the brand in a different market. It also depends on how much the knowledge the company has with their new products or the marketing the variation can be measured to be related or unrelated. Heinz has become the general food product oversize with constant diversification (Datta, et. al., 2017). 
Relationship marketing, Heinz uses relationship marketing through direct selling of their foods. 
Stakeholder engagement and their impact on the marketing activities of an organization
A stakeholder is an important member in the group, without stakeholder's support the Company may stop to exist in the market. Some of the examples of stakeholder are directors, creditors, employees, government, owner's suppliers and many more (Stead, et. al., 2018).
There are two types of the stakeholder the first is internal stakeholder which are the units inside the industry for example, employees, bosses, investors, directors and the external stakeholders are the units which are not inside the business itself but the company may be affected by their presentation such as customers, controllers, suppliers.
The Heinz Company may communicate directly or indirectly with their stakeholders and take the decision and implement strategy according to the needs and wants of the stakeholders. If the external stakeholders are not doing their jobs positively then the company must have to face problems with profitability, etc (Priya, et. al., 2016).
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Task 1B 
      I have learned many things about marketing and strategies that how the company make different strategies and plan and try to achieve the target. The company for which I have to find and doing research is Heinz Company. Is a famous company which mainly focuses on producing foods such as tomato ketchup which is used worldwide. Their ketchup have different taste and their packaging make them different from another brand. 
The communications model is the model which can be identified as the visual presentation that helps in identifies, classifies, and also describes different parts of the process (Finne, et. al., 2017).    
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                                                                    Communication Model
Source: (Author, 2019)
This is the communication model in which the communicator may send the message, that message gets to travel in the encoded form through medium and receive at the receivers end and decode that encoded communication after that receiver give the reply to the sender as feedback.
There is also another form that is integrated marketing communication which is also an easy concept. This communication mainly confirms that all forms of communication and other messages are wisely connected or not. It means that it is integrated all the tools for promotions and work in the coordination. As promotion is also one of the Ps in the marketing mix as also this is discussed in the above task 1A. All the tools which help for the communication must be work together with coordination and their sum is also greater than their parts. 
The company mainly uses two types of promotion for the marketing of their product such as the first is an advertisement on TV and that Heinz choice is direct marketing which helps to build relationships and develop relationship long term relationship with the people (Luxton, et. al., 2015). 

[bookmark: _Toc15998431]Conclusion
Marketing helps the company to reach to the maximum people for selling their products and services. It is very hard to convey the message to the people worldwide, so the company develop and build long term relationship with the customers. Many of the conditions are favourite of the Heinz because the company try to follow all the rules and regulation and also try to seek information about the place before entering the market. In another task, there is the discussion done on the integrated marketing communication and the communication model which help to define the system and flow of message from one place to another. 
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