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                                     Task (1A):        
[bookmark: _Toc29477684]   Processes And Stages Of Marketing And The Role
                       Of The Marketing Mix:
                                 Definition:
Marketing process is the procedure using which the value is created in order to satisfy the requirements of the customers. The process of marketing involves the examination of the situation in order to identify the opportunities and threats in order to create the best value for the operation of the organization (Biégas and Steiner Neto, 2015). The marketing process follows certain stages in order to achieve the overall objective of the organization. First, the situation is analysed properly in order to create the best value for the business customers. After that, the objectives are analysed for the organization based on their products, which they need to offer their customers. This is followed by a strategy using which the value will be created in the organization for their business customers. 







[image: ]Figure 1: Stages Of Marketing Process:
                  Stages Of Marketing Process: 
                        Situational Analysis:
Situational analysis involves the analysis of the external as well as internal factors related to the business. This enables the company to have a clear view of the ability of their business to create value for their customers. The situation of the prospect, the competition in the market and other factors are being analysed. The opportunities and threats of the business can be dug from this situational analysis (Cacija, 2016). 

                                                          Objectives:
Objectives of the business also need to be analysed in this regard, which will make the operation of the company better in regards to their marketing process in the organization. The main business objectives and the marketing objectives need to be used and then implemented in the same. In this regard, Lindt Chocolate Company need to make their operation better by adding sand aligning their objectives with the situational analysis being made.
                                                          Strategy:
Strategy needs to be analysed in regards to the implementation of the situational analysis in the marketing process. This will help in making the overall process better in regards to the company based operation. This strategy will make the operation of the shines better in regards to the objectives that have been set in the organization. The stage of the Lindt Chocolate Company can also be aligned in order to attract better customers by creating values for them in regards to the business operations (Dadzieet al. 2017). 
                                              Implementation:
Implementation is the stage in which the overall strategy and the process will be applied in the market to get better results for the business organization. 
                                                    Controlling:
Controlling the stage is crucial, in order to ensure its success for the long term of the company’s operation (Finotiet al. 2016). 
                           PESTLE Analysis:
PESTLE analysis is very popular marketing tool used by the business organizations across the globe. PESTLE is the analysis of the external factors that can have an impact on the operation of the business for which it is being undertaken. The macro environment of the business is edging analysed in order to extract crucial information for Lindt can be analysed using this tool. For Lindt, the political scenario such as stable government, advertising standard authority and food safety standards provides a substantial impact on its business operation. The economic environment is suitable for business because the chocolate market worth 625 million GBP though inflation in cocoa price has raised the price of chocolate substantially. Socially, the company is acceptable because there is a gift giving culture through chocolate and consumers are more prone towards ethical consumerism. Apart from that, it helps in carrying of a successful marketing process (Finoti et al. 2017). The political, economic, social, technological, legal and environmental factors of the business are analysed with the assistance of PESTLE for Lindt. Technological innovation has made it possible to increase the conching process that given it a competitive advantage. The company also tries to reduce use of water and energy to comply with environmental guidelines and the packaging is recyclable and biodegradable.  This will overall make the operation of the organization better over time. 
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                                Figure 2: PESTLE Analysis:
                                                   SWOT Analysis:
SWOT analysis is a simple marketing tool, which is used in order to analyse the internal as well as external affairs in regards to the operation of the business. The strengths and weaknesses of the Lindt are analysed in regards to its operation. Apart from that, the opportunities and the threats from the external factors of Lindt will also be analysed in regards to the same (Ganzer, Chais and Pelayo, 2017). This will ensure that the proper value is being created for the customers of the business. The strength for Lindt is that the company is long established and it caters variety of products along with varieties of flavours. The company is also having high brand loyalty and strong seasonal associations. However, the weakness of the company is that it does not have a fair-trade certificate as well high price of chocolate reduces the demands. The opportunities lay in its range of products and higher chocolate consumption rate in the country as well it initiated trial tasting to generate feedbacks of consumers. Health concern among the consumers is a major threat to the consumers and there are too many numbers of luxury and convenience rivals of Lindt. Economic downturn also slowed down its growth in the national and overseas market.  

                       Figure 3: SWOT Analysis:
                                                    Advantages:
· The process of PESTLE is very cost effective due to which it is used in the organization.
· The tool enables the business to have a better understanding of the factors impacting the operations (Golik-Górecka and Skonieczka, 2017).
· The opportunities for Lindt can be analysed using this tool. 
                                                 Disadvantages:
· The changes in the market are very uncertain and the analysis may not be of any worth in the real situation.
· The assessment is based just on the external environment and not the internal one which is a drawback of the implementation of PESTLE in the business.
                                                             Strategy:
             Segmentation, Targeting And Positioning:
This is one of the most common marketing strategy. This strategy is applied in the organization. This is done in order to get the best results. The process is divided into three stages, which can be used in order to make the operation of the business better. In this regard first, the market is being segmented in different parts in relation to the objective of the business. The characteristics of each market are keeping in mind and then segmented and the Lindt Chocolate Company can use this. The customers are then argued in order to make the emotion of the value creation better. Based on the information derived from the business organization can place their products in the market in order to gain better. Lindt Chocolate Company can use this in order to make their present sale better in regards to the value criterion by the business (Gutierrez-Leefmans, Nava-Rogel and Trujillo-Leon, 2016). 
                                     The 4P Is Marketing Mix:
[bookmark: _Toc29477685]4P’s of marketing mix are product, place, price and promotion. This is done to create the best value for the product that is being sold by the business. This will lead to better revenue generation by the business organization. The process are explained first in this regard to ensure that it fulfil the objectives of the business along with the needs of the customers. Lindt specializes in chocolate products and it includes a high range of varieties such as extra dark flavour, seasonal confectionaries, hollow milk chocolate rabbit, gold bunny or Snow man flavour. After that, the place for the sales is determined to ensure that the sales will be highly profitable in that particular area of operation. The price also needs to be set based on the market data that has been collected in this regard (Jeannette Amparito et al. 2019). Being situated in an oligopoly market, it is facing a fluctuating market share and it focuses largely on product quality leadership. The price of Lindt chocolate is higher than of the rivals and it seeks a major amount of profit to the revenue generation. Lastly, the promotional target is used in order to generate higher sales for the products that have been launched in the marketing of operation. Lindt focuses both on print and digital advertising; it displays posters banners at airports and broadcasts videos in television medium. Celebrity endorsement is another way for Lindt to promote the brand; Roger Federer endorsees Lindt chocolates. This process will overall help the organization to fulfil their objective of value creation, which will assist them in their operation for the near future. 
           Role Of Marketing In Creating Value For
                               Customers:
Marketing plays a crucial role in regards to the operation of the organization. That is because it creates value for the customers in order to ensure that they are staffed from the business operation and the products sold by them in this regard. The whole process is commenced in a very systematic manner. In order to achieve this, the marketing helps in naming the customers educated and aware of the ports and its benefits. This is done by the information and that can help in the creation of awareness amongst the customers. This in turn will assist the operation of the organization to be profitable in the end of the business operation (Kuczamer-Kłopotowska, 2017). The process, which is made aware, can be sold more due to its applicability to please segments of the customer's group. Specification of the products is mentioned in a clear way to ensure that the product details are clear and attracts the customers. 
Creation of need is also a very crucial step in this regard which makes the operation of the organization better in respect to their products. In case there is need, there will be better sales of the products to fulfil that need. This is the role played by marketing to ensure that there is a need for the products that are being sold. This can be done by highlighting its main attributes in order to please the customers of the business in this regard. This is followed by the step to reach the targeted customers of business. In this regard, the Lindt Chocolate Company can target the market in which its operation will be profitable and the process will be sold better. This will enable them to get a better understanding of the value they have created for the products to be sold in the market (Payangan, Sahabuddin and Girikallo, 2017). 
After the target market and customers have been received, the company now needs to make better promotion in order to attract the same in their operation. This will eventually make the operation of the company better in the near future of the operation. Martin also assists the company to create a position for itself, which will be unique from all the competitors operating in the market. This will eventually make the overall operation of the organization better. That will help in ensuring that the value is created better for the customer since they will be aware that only Lindt Chocolate Company is able to produce such products. This also prompts brand value and fosters the creation of the new aims with that brand. The brand will allow the products to be distinguishable from the other. This will eventually make the entire operation of the value creation better while getting better sales from their products (Prónay and Buzás, 2015).
The funds should be based on the most valuable customers of the business. That will eventually ensure that the operation of the company has been able to generate appropriate customer value. The last step is to ensure that better after sales services are provided and the customer queries and issues are resolved. This will make the customers happy with their purchases and the company will be able to generate better customer value for their operation as well. Overall, the entire process will be successful for the company, which will assist in the development of the company’s operation. Better customer service will ensure the customer satisfaction and loyalty to the company or the brand that is promoted in this regard. 
[bookmark: _Toc29477686]      Stakeholder Engagement And Impact On The
           Marketing Activities Of An Organization:

Stakeholders are parties, which has interests in the operation of the company. They can have an impact on the business operations and the same can affect them. Stakeholders can be external as well as internal in nature of their operation. Internal stakeholders have direct impact on the organization while the external stakeholders may or may not have a direct impact on the business operations. Internal stakeholders can be the investors, managers and the employees of Lindt Chocolate Company. External stakeholders may be supplier, creditors or public groups related with operation of Lindt Chocolate Company. The communications with the internal stakeholders are done using emails and text messages. However, external stakeholders are communicated with using the internet and social networking sites (Suárez, M.M. and Estevez, 2016). 
Stakeholders of the business play a crucial role in the business. Their engagement will have implications for the business operations. Internal stakeholders have the ability to manage the marketing process of the organization. The internal stakeholders can invoice the way a company creates value for its customers. In case a manager intervenes the marketing process will be made better in regards to their operation. The profit motive of the company comes from the stakeholders of the business. Due to this, it is necessary to implement their decision as well in regards to the implementation of the marketing process in their organization. The business needs to align the needs and expectations of all the stakeholders in order to commence their operation. This will help the company to make the operation better over time. Apart from that, this will be used in the marketing process as well since the situational analysis will depend on the expansion of the stakeholders of the business (Wieland, 2018). 
The objectives will also be aligned according to the stakeholders of the business. Apart from that, the strategy to be implementing this marketing process will also depend entirely on the decision undertaken under the influence of stakeholders. The marketing mix also plays a major role in satisfying the needs of the stakeholders of the business organization. The product, place, price and promotion all depends upon the needs of the stakeholders of the business organization. Overall, it can be said that the stakeholders have direct influence over the activities that are being performed in an organization. That is the reason that marketing also depends on the activities and the expectations of the stakeholders. 
                                                         Task (1B): 
[bookmark: _Toc29477688]                                                             Reflection:

This assignment helped me to gain many insights into the process of marketing and its application for customer value creation. The stages and the process have been analysed better in this regard, which makes the operation of the project better. I learned how these steps are connected to the company’s value creation and that made it clear that this is a very crucial tool to be used. The process of marketing mix has five stages in its completion. They are situational analysis, objectives, strategy, implementation and control. All these steps helps in making the objectives of customer value creation better over time. Apart from that, this is useful in order to ensure the successful completion of value creation in the organization. All the steps are interlinked and they need to be made better in order to get better results from the operation of the company.  
                                                Conclusion:
I gained better insight into the tools that are being sued in order to make the situational analysis. This assisted me in understanding the way that tool is used to achieve the objectives of the business in relation to customer value creation. The tools that has been analysed in this assignment were PESTLE analysis and SWOT analysis. I learned the use of application of both the tools and understood the way they work. These tools are quite simple and easy to implement, they can provide better insight into the company’s operation and the capability to create value for their customers. This is a good point for the tools to be used in the operation of the company. I learned that the marketing tool is used in order to educate and make the customers aware of the products to be sold. Apart from that, it is based on interaction with the final customers of the business. 
                                           Recommendations: 
This will help in attracting customers for the business. Along with that, the organization needs to ensure that the targeted customers are being segmented. This will ensure that the customers will generate better sales for the business in relation to the products that are being offered by the company. I also gained knowledge that the stakeholders of the business also play a role in this regard. They can have an influence on the business decisions that have been made for the sales of the products and the value creation objective. The entire strategy and the plan of marketing process is decided stage wise. At every stage the stakeholders plays a crucial part and that means that the stakeholders have direct information on the operation of the company as a whole. This overall helped in understanding the impact that the marketing can have on the entire organization and the parties responsible for the same. 
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