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Assessment 1
Marketing Fundamentals Analysis and Evaluation



Critical Analysis and evaluation of process and stages of marketing including the role of the marketing mix in light of the FMCG industry.
In business. there are a lot of distinctive activities. From manufacturing a product to delivering it to the customer. But the product reaches a customer when the customer perceives it. Marketing is the key to deliver that realization. Through marketing, an organization truly connects to a customer. Marketing creates a relationship between customer and organization. A good marketing campaign awakes interest in a customer to try out a new product. Fruitful marketing sets benchmark how customers are perceiving the organization and eventually increasing the profit ratio (Chhabra, 2018). As competition increases organizations search for a more concrete medium to connect the customer. A good marketing plan or strategy decides the profitability of an organization. Understanding customers and delivering the right value is what makes an organization appealing to customers.
FMCG or Fast-moving Consumer Goods is comprised of short-life and low-priced goods. These are short-lived because the goods are mostly perishable for example, dairy products on the contrary as the products are low priced the demand is high.  The products come in large quantities as well as a large turnover rate. Unilever, Reckitt Benckiser, SABMiller are some of the FMCG companies in the UK.
Marketing is a process of creating valuable customer relationships (Armstrong et el., 2019). It's more of an interchanging value, creating values for a customer in return getting similar values from customers. There is a certain process that companies follow to create value for the customer such as;
The first step of the marketing process is understanding the customer's needs. To understand the customer needs companies must identify the target customer, customer preference, and expenditure ability of the consumer (Boshoff et al., 2019). In the FMCG industry, companies offer basic consumer products for example groceries, health, and hygiene products at a low price because of customers' basic needs and expenditure affordability.
The second step of the marketing process is developing a marketing strategy. In this step, companies decide whom they will serve and how? To find out the result companies identifies target customer based on segmentation. Segmentation can of many types but demand, budget, preferences are the top segmentation priority. Positioning is one of the tools. For instance, Reckitt Benckiser established itself as a trusted brand of health, hygiene and nutrition products (Forbes, 2021). Unilever established itself as a go-to option for every possible need may it be food and refreshment or home care.
The third one of the marketing processes is creating an integrated marketing program. A full-proof marketing plan converts strategies into the action of serving customers. Providing the desired product and making it affordable with thoughtful pricing, delivering it to the doorstep of the customer, and blending all the activities with top-notch promotion is all about a good marketing plan (Baines et el., 2013). A well-combined marketing plan can deliver superior value to consumers.  In the FMCG industry companies are always thoughtful of customer needs which is why companies focus on constant innovation. For example, during the COVID period Companies are constantly looking for better cleaning solutions by constantly improving the existing products like Lysol (Forbes, 2021).
The fourth one of the marketing processes are building profitable customer relationships with target customers. In this step, companies are required to maintain two-way communication with customer and marketing partners (Kotler and Keller, 2012). To provide a great experience to customers’ companies need to exceed customer expectations. Often companies cannot perform this duty alone so collaborating with partners assist companies to reach its goal. For example, nowadays consumers are more health-oriented so they look for healthy options. Keeping that in mind Cadbury launched Cadbury Dairy milk with 30% less sugar to provide healthier sweeteners.
 The last step of the marketing process is capturing value from consumers. Value from the customer is a return of all the aforementioned activities. If a company performs all activities intricately then a potential customer turns into a loyal customer. Which adds value to customer equity and customer Lifetime Value. An increase in loyal customers means increase in profit that is the return value from consumers. Customer reach can be one of the tools for value measurement. Brands like Warburton, Heinz, Mc Vitie's are UK’s top brands in terms of customer reach and capturing value (Bodhankar, 2020).


So, process of marketing in a nutshell -
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Stages of Marketing: 
Stages of marketing refer to the way a company delivers or launches its product into the market as well as how it creates value into the core marketing. Among various types these are the marketing stages companies look forward to. The first one is Production oriented stage. In this stage, companies are more focused on mass production and high efficiency for the product (Prakash and Pathak, 2014). Price is the main factor here. It is believed if the price is reasonable, demand will remain. The main focus of the FMCG industry is producing a high volume of products with low cost as well as offering a high-quality product.
The second stage of marketing is product orientation where the product is the main element. In this stage quality of the product is more emphasized (Sheehan, 2018). In the FMCG industry quality of the product is constantly improved and reformed through a modern R&D approach. For example, Lux a beauty soap brand of Unilever is available in 4 different colors and 4 fragrances. In this stage, companies thrive more for improvement for example Knorr soup another brand of Unilever offers 111 varieties of different kinds of soups.
The third stage of marketing is sales orientation where companies focus on aggressive sales to clear the stock. Different sales techniques such as buy one get one, discounts, flash sales are applied in this stage. As the FMCG industry deals with essential products, selling in high volume realizes profit for the companies.
The last stage of Marketing is Marketing orientation or market orientation. This orientation is the most used approached in recent times where a company brings products based on customer preference or needs. To do that companies give importance to targeted culture, values, and environment (Boshoff et al., 2019). That is why the market orientation approach is quick to bag loyal customers. For example, due to COVID companies are improving as well as adding hygiene products to their product shelf.
Marketing stages in a nutshell:
 
Figure 2: Stages of Marketing (Prakash and Pathak, 2014).
In the FMCG industry companies compete with each other with relatively similar products. A rich Customer base makes difference in companies or their profit return. Through proper marketing, mixed companies can establish product credibility and aim for increasing profit. The marketing mix is the combination of product price place promotion. 

Marketing mix in the light of the FMCG industry.
Product: Product refers to item or attribute that satisfy consumer need and wants. FMCG industry offers foods, beverages, candy or chocolates, dry items, health and hygiene products, beauty and personal care products, refreshments, etc. Here Unilever emphasizes beauty and personal care along with food and beverage, Reckitt Benckiser emphasizes health and hygiene, Sabmiller focuses on beverage products.
Price: Pricing depends on customer segmentation of income, demographic, buying behavior as well product manufacturing and packaging (Chhabra, 2018). FMCG goods are comparatively low prices because of constant demand and a highly competitive market. For example, Unilever determines pricing based on 3 criteria. The first one is based on customer preference which is called market-oriented pricing. These products are identical to competitors’ products. The second one is premium pricing, such as Dove. The third one is the Product bundle. Unilever sometimes offers a discount on product bundles. On the other hand, RB applies a skimming pricing strategy while launching a new product (Reckitt.com, 2021). 
Place: Distribution is an important tool to reach consumers. The strong point of FMCG is the companies competing in the industry have a huge distribution span worldwide. Being mostly international and multinational FMCG companies reach a large number of consumers. But the core strategy remains the same. For example, Unilever mainly distributes through retailers. Some products are delivered by kiosks. some are through stores like Ben & Jerry’s (Unilever.com, 2021).  On the other hand, RB distributes in two ways. One is by e-commerce and another way is via wholesalers.
Promotion: Promotion is believed a direct communication and profit-making tool. Promotion can be done in many ways. Through traditional way and electronic media. Companies like Unilever uses sales or premium packs as promotional too. Companies in the FMCG industry focuses more on electronic media such as YouTube as well as print media. Personal selling and direct marketing are also used by companies Unilever and Reckitt Benckiser.


Marketing mix in a nutshell -


Promotion
Product
Price
Place




Figure 3: Marketing Mix (Sheehan, 2018)
There is a lot of organization who do not survive in the market, lack of good marketing is one of the reasons for that. The FMCG industry is comprised of small and big enterprises. Along with product quality and diversity, there is another thing that differentiates them, that is marketing. Fruitful marketing is a major part of every product's success. For concrete and intricate marketing, an organization follows some processes and stages. A disciplined process is key for the success of an activity. On the other hand, to grab the market well understanding the marketing stage is required (Bodhankar, 2020). Because it provides direction on when to provide customers desired product and when to sell aggressively. In this essay, a general overview has been given on the marketing process, stages, and marketing mix in the light of the FMCG industry.
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