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Introduction
Through this assessment, the case of Ferrero Rocher will be taken into consideration. The strategic marketing process includes a deliberate series of steps for identifying and reaching the desired goal of an organization. It helps the companies to discover the needs and demands of the customers and develop the products accordingly, based on the price and product strategies of the competitors. The successful marketing strategies include the steps of mission, situational analysis, marketing strategy, planning, marketing mix, implementation and control. The strategic marketing planning involves goals an objective setting along with analysing the external and internal business factors. However, product planning, implementation and tracking the progress are also integral parts of the planning. This is one of the largest chocolate companies that are presently operating around the world. The total international worth of the company is over $32 billion that enables that business to be in a position of expansion, product diversification and doing more activates (Butt et al., 2016). In this assessment, stakeholders of the business and the way in which communication can be initiated being different types of interested parties shall be elaborated here. 

Definition of marketing
With the changing needs and demands of the customers, the importance of involving innovation and development in the business operations also increases. This assessment will deal with the business process and marketing management of Ferrero Rocher. In order to analyse the marketing and processes, the assessment includes external and internal marketing analysis and competitor analysis. Based on the ways in which each of the aspects impacts the marketing processes of the company the external and internal forces has been determined with strengths and weaknesses of the company. Besides, it also includes the elements of marketing mix where the elements are based on the strengths and effectiveness of the company in terms of marketing and processes.
The ways in which values are created to the customers for satisfying their needs and demands is referred as marketing process. It includes endless series of reactions and actions between the companies and the customers creating an attempt for the companies to create values and satisfy the demands of the customers at the same time. In order to peruse for the desired marketing analysis process, the marketers need to find the appropriate opportunities and options available to provide unique business services and assistance to the customers. For achieving the objectives, a strategy or a plan is made by following series of tactical decisions and promotional strategies. However, the marketing mix decisions are taken under controllable parameter that includes product pricing, development, promotion and distribution. 
Mission statement
In order to understand and identify the opportunities and scopes to develop a stable market position, a mission of the company needs to be set. This mission statement should be available and promoted throughout the business operation and must differentiate the long and short term missions and goals (Ramli, 2017). Based on the mission and goals of the company, the objectives are to set for the long and short term missions. For example, the mission of Ferrero Rocher is to provide the customers with high quality, fresh product crafted with precision and careful selection of the fittest raw ingredients. This mission of the company helps to engage the objectives on a daily purpose and operations, as well as connect with the people by providing healthy and tasty chocolates. 

Situational analysis
The second step of marketing process includes situational analysis that typically evaluates the internal and external factors affecting the business within a selected marketplace. By analysing the external and internal features, the resources and capabilities of the company are deduced on the basis of their strength and weaknesses of the competitor companies (Madar, 2018). The mission that is set by a company, is paved with clear objectives and views with the help of effective situational analysis. It also helps the businesses to determine the industry trend, stability of a chosen market and interest of the customers to opt for the service or product. The internal and external market and business analysis of Ferrero Rocher has been included in the later sections of the assessment. 

Objectives
While the mission and objectives are set by a company, framing the objectives helps in making the market plan and prioritise the business operations based on the customer’s demand and operational benefits (Mishra, 2017). It helps the companies to reach closure to the customers and forecast the anticipated results to the customers for business transparency and trustworthiness.  By including market plan and objectives, the business process of Ferrero Rocher identifies the responses of the customers towards their products, compare the responses of the customers with the competitors in the market, determine the cost of the new plans to remain competitive in the market and responses of the competitors towards the target audience to aligning the business objectives with the behaviours, demographics and characteristics of the marketplace. 
Strategy
The plan of action that is designed to achieve the short and long term aim of a company determines the operations in every department and distribution centres of the company (Calvelli and Cannavale, 2019). For example, in order to achieve the business objectives of Ferrero Rocher, it tries to implement a new product line to the marketplace first compared to other competitors in the marketplace. Therefore, the brand loyalty of the company relies on the customers whereby the strategy to launch new products remains to the prime objective of the firm. 
Implementation and control
Each product of Ferrero Rocher complements with other and tends to work within the similar ecosystem of chocolate and hazelnut confectioneries. Therefore, while searching for a chocolate with hazelnut confections, the customers tend to stay connected with a single brand thereby creating a loyal base of the customers. 

Ferrero Rocher PESTLE analysis:
Political (favourable) - Ferrero Rocher is one of the leading companies in world with its confined business services to chocolate and dessert products.  Being an international company and availing its services in many countries of the world, the Government functions and policies can share both threats as well as opportunities to the company (Rosillo and Nencheva, 2018). The biggest opportunities being availed by the company in the European market is its free trade to practices, which save huge cost and investment of the company in production, supply chain and distribution process in the European countries. Besides, the free trade movement of the firm also leads the company to opt for talents and required employment without much investment in acquisition costs. 
Economic (unfavourable) - Though the confectionary industry remain mostly resistant to the economic crunches, instability and recessions, but the countries from where the raw materials are being produced and manufactured are facing economic slowdown, which is ultimately impacting the company’s price range and distribution process (Li and Mo, 2016). Reportedly Ferrero Rocher has an annual sale of $30 billion in the US, but the developing countries from where the raw materials are being purchased are facing huge economic instability, that might act as a hindrance in the coming few year, due to which the company will either need to compromise with the prices of the products or the distribution and raw material generation centres. 
Social (favourable) - Ferrero Rocher belongs to a prestigious and premium brand of chocolate due to whch there are number of social factors that impacts the business operations, such as choices and preferences of the people, their culture, personalities and values. For example, in countries where the celebrations and unity among the cultures are more that values of exchanging are highly practices, like in Asian countries India and China, the boxes of Ferrero Rocher are given as gifts rather than people buying their own consumptions. On the other hand, in American and European countries, the chocolates are consumed regularly and widely. Due to increasing cases of health problems in most of the countries, the health consciousness among the youths are increasing, that can also be a huge threat for Ferrero Rocher. 
Technological (unfavourable) - In technical aspects, where the companies across the globe are highly getting engaged with the online advertisement and delivery, Ferrero Rocher is not very much active in social media, as it neither sells products in its e-shops, not is very much active in online promotions.  With people appreciating contactless deliveries and payments and increasing trend of technology, if the company does not actively involve technology in delivery and promotional features, it can become highly obsolete (Batat, 2020). 
Legal (favourable) - Though practicing in different countries, the company is obliged to perform different regulatory measures and policies, but secretly tweaking increased sugar or hazelnut content in the recipe made the customers feel like breaching or trust and reliability. After this incident, the sales in some areas sowed down and negative feedbacks were also posted by the people on social media platforms. These actions can not only reduce the revenue generation of the company, but also make poor image that can become highly detrimental in the long run. 
Environmental (unfavourable) - With changing behavior of the customers, it has now almost become mandatory for the companies to evolve in a healthy supply chain management practices as products that involves less harm to the animals and environment are preferred, sometime with increased cost as well. In this aspect, the company is using only pal sources of oil and cage free eggs, however, improvement for better environmental practices are yet to be involved in the supply chain, product safety, sourcing of the nutrition and Human Right measures. 

Ferrero Rocher Porters 5 Forces analysis:
Competition in the industry (Very high )- Though Ferrero Rocher is one of the leading chocolate companies in the world, but the competitors of Ferrero Rocher are way more advance in promotions, social media appearance, market penetration and recipe, compared to the chosen firm. Therefore, the competition in the industry is highly intense (Li and Mo, 2016). 
Potential of new entrants into the industry (Low) - The competition from the existing market players is very high for Ferrero Rocher, but for a new entrant, it will be highly difficult to invest a huge resource for penetrating in the existing market places compared to Ferrero Rocher and intensify the rivalry. 
Power of suppliers (Moderate) - As discussed above, the ability of the local suppliers from the developing countries is becoming difficult to supply at a reduced price range, therefore, the bargaining power of the suppliers in the developed nations is comparatively higher than that of the suppliers in the developing nations.
Power of customers (Moderate) - The power of the customers in the industry is very high, because the availability of the substitute products in different price range is highly available in almost all the markets of Ferrero Rocher. Therefore the power of the customers is also high. 
Threat of substitute product (High) - Though the brand loyal customers are comparatively very high and stagnant for Ferrero Rocher, but the availability of substitute from many other brands might lead the customers to switch brands due to varied product quality, price range and promotional attributes. 
Ferrero Rocher SWOT analysis: 
Strength
· Huge brand name, market concentration and brand loyal customers
· Offers luxury and quality products
· Diversified packaging size (Rosillo and Nencheva, 2018)
· Opportunity of instant recognition from the customers
Weakness
· Comparatively high priced and availability of substitute
· No social advertisement and highly inactive in online promotions
· Perception of processed chocolates being unhealthy 
Opportunities
· Online marketing, sales and promotions
· Inclusion of low fat sugar and chocolates
· Environmental promotional events and practices
· Increasing demand and introduction of new flavor chocolates
Threats
· Brand and product imitation
· Bad economy system in most of the developing countries from where the raw materials are supplied (Harris et al., 2019)
· Huge competition
· Increasing trends of nutria bars
As discussed the threat of the company is increasing trend of nutri bars among the health conscious millennial and young population, the socio cultural aspect in many countries is also influenced by this trend where being fit and healthy is considered as a reciprocal to the consumption of processed chocolates and heavy calories (Menon et al., 2019). Moreover, the instability in the economic aspect from the point of sourcing the raw materials, is also caused due to changing political regulations and policies, which reflects to the negative impact of politics to the business operations with the threats being faced by the company. 
The advantages of deducing the SWOT analysis for the company is that it will redirect the business to understand the business effectively and address the identified weakness. Moreover, the company will be able to deter threats and invest and capitalise from the identified opportunities. Besides, it can also take advantages of the strengths in log run and also develop the business goals based on the strategies effective for the marketplace (Calvelli and Cannavale, 2019). However, the disadvantages of the identified SWOT analysis is that the issues have not been prioritised that will limit the investment capabilities and reduce the chances of finding appropriate solution for the alternative decision. The advantages of PESTLE analysis is that it is a simple and easy to use framework that will help the company to involve cross functional expertise and skills. It will also help the firms to reduce the effects of potential threats. 

[bookmark: _Toc57739058][bookmark: _Toc60674423]Ferrero Rocher Stakeholders 
Stakeholders can be defined as those individuals that are interested in the business activities that go on within an organization (Kaur and Lodhia, 2018). Individuals and parties that come under this definition are groups who desire the growth of the business and they are focused upon being able to help the business be a position through which pressure, workflow and efficiency is reached within the enterprise for growth. The stakeholders of a business such as Ferrero Rocher make it become accountable in the market, as they have to present different types of financial reports to individual groups for compliance. Stakeholders help the business to have higher capabilities against different types of risks through which the business can be able to perform better.
Stakeholders’ compresses of individuals are able to influence at an internal level by being the position of managers’ employees, and others (Bettinazzi and Zollo, 2017). However, at an external stakeholders are present as well that includes investors, consumers, media and others. Both of these stakeholders are important for the business, as internal employees are able to push the business forward through focus upon being able to create new products, services and more for growth. Through research it has been understood that external stakeholders, on the other hand, facilities the business capital through investment that helps in research and innovation to be enabled. 
In the case of Ferrero Rocher, the internal employees of the business is over 30k, this implies a high margin of output through internal capabilities that allows the scope of better relationships to be created between employers and employees. Ferrero Rocher has in the present year has the aim of being able to create $3 billion through different types of venture capitalists, angel investors and other individuals (Freudenreich et al., 2020). Both of these examples display the way in which different types of stakeholders affect the performance of the business at a different capacity. One of the most unique relations that Ferrero Rocher has is with its media stakeholders as because; these are individuals that are only interested in the business from a new perspective. Owing to this, it can be said that the media stakeholders facilities the business to increase its visibility in the market through emphasis upon advertisement and its business activities.
Different types of methods are there through which Tesco is able to communicate with its stakeholders. For instance, in the case of internal stakeholders like employees, different types of circulars, notices are issued in the workplace through which, commands for production, training orders and other orders are put forward. This allows the scope of internal communication to be enabled (Freeman et al., 2020). However, in the recent years, utilization of social media platforms and business applications is immerging as the method through which confidential communication is enabled. Similarly, in the case of external stakeholders such as investors, utilization of financial reports is put into action through which a good brand image is attempted to be projected. This enables the scope of using official data that can show the future projections of the business through which performance can be enhanced. Similarly, in the case of media houses, companies such as Ferrero Rocher have the chance of making its products popular by focusing upon sending out samples and putting emphasis upon advertising the commodity. This will enable newspaper advertisement to be created through which reach can be enhanced (Freudenreich et al., 2020). 

Segmentation, Targeting and Positioning
The company uses mix segmentation process where demographics and psychographic segmentation are mostly considered (Mishra, 2017). 
The target customers of Ferrero Rocher are mostly college goers, children and couples
Famous for its luxury products and good quality nutritional values, Ferrero Rocher has positioned its product as a quality oriented company

The marketing mix elements 
Product: The products of Ferrero Rocher are mainly luxury and quality based chocolates that comes up with different packaging like 3, 6, 12, 15 (up to 42) pieces of chocolates. 
Price: Compared to other competitors offering luxury chocolates, the prices of the products offered by Ferrero Rocher is reasonable and lower. A premium pricing strategy is followed by the company (Madar, 2018).
Place: Operating 170 companies and 5 continents, the company is reported to be functionalising with 22 production plants
Promotion: Traditional modes of promotions are mostly practiced by the company as the online presence and promotions are comparatively much lower in Ferrero Rocher that its competitors. 
People: Young populations, especially the college students, couples, children, that is the people belonging to X, Y and Z generations are the prime focus of Ferrero Rocher (Kee et al., 2019). 
Process: A ball of chocolates with number of layers, where milk, chocolate and hazelnuts are the primary ingredients of Ferrero Rocher, makes the products offered by the company unique of its feature. Recently, the wafer shell has also been included in the outer layer of the product that also attracts the target population. 
Physical evidence:  The unique identity makes the company stand out in the market place from its competitions. The packaging strategy, appearance and the taste has been slightly modified from the parent ingredient and product that makes the company to be highly appreciable and unique (Ramli, 2017). 

Conclusion and recommendations
From the above discussion it can be concluded that Ferrero Rocher has a unique identity in the market place and the marketing strategies of the company is also very much unique, however inclusion of advertisement in the social media platform needs to be included to retain the competition and maintain the uniqueness of the products. However, the global presence and persistence in the market will be needed in the rural areas of the developing countries as well, because due to unstable economic condition, the company might face huge difficulties in the long run. 
In this above conducted analysis, focus has been given upon understand the various aspects of the multiple types of stakeholders that a business possesses. This enables the prospect of helping the business to be in a position where more chocolates items are created. Furthermore, focus has been given upon understanding all of the communication techniques through which Ferrero Rocher is able to use notices, financial reports and more through which orders, business performance and other aspects are showcased into market. Several different types of recommendations can be provided in the assessment through which Ferrero Rocher has the chance of connecting with its stakeholders at a better capacity:
· Training and Development Programs: In order to develop employees at a larger capacity, it is important that focus is given upon being able different types of teamwork, time management and other others types of programs are created through which subordinates are able to function on their own without excessive supervision. This will allow the scope of easier performance and quality to be ensured (Freudenreich et al., 2020). 
· Higher Dividends: Ferrero Rocher is one of the largest chocolate companies that are operating in the global; business income of business is over $11.4 billion. Owing to this, the amount of dividends that can be paid back to the investors can be higher. This will enable the prospect of  attracting more investors to the market that will enable the business to have a higher margin of capital through which new business activities can be availed 
· Collaboration: In order for there to be higher margin of teamwork culture to be present in Ferrero Rocher, an open communication must be created through which input and insights can be generated through annual general meetings and others. This enables the scope of the entire stakeholders feel that they are important in the workplace (Freeman, R.E., Harrison, J.S. and Zyglidopoulos, S., 2018). 
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