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Introduction
Marketing is the most needed business part for every organization in this changing and globalized era (Berkowitz, 2010). Only different functions, actions, activities of marketing can change the total situation of a business. Honda UK manufacturing Limited is one of the largest automobile companies in the world and one of the leading car companies in UK. This assignment is basically related to different marketing activities of Honda Company. Honda UK manufacturing is implementing many marketing activities so that they can improve their product quality and the can implement the customer relationship management successfully. The assignment has two identified and important segmentation. The second part is a reflection part that will play an important role to have a better understanding over the reflection of the assignment. 
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TASK 1A
The processes and stages of marketing
Marketing is the process of promoting a business with taking some actions to sell their products or services. Within all these actions, the marketer need to conduct research on market, need to find the potentiality from the market, need to find the customers need and also need to find the solution for solving these needs of the customers (Clow & James, 2013). Honda UK conducts their marketing activities in UK for converting their target customer’s car and bike choices on their products from others. For better understanding on about their conducted marketing activities, some processes and steps of their marketing are described below: 
Identifying and defining the problem: The first step in marketing process is to identify and define the problems which are creating obstacles to grow the business products (Sargeant, 2009). After considering the condition of Honda UK, it can be seen that they have grown their business and made better competitive position there, by identifying customer’s needs, by defining what their customers are not getting for fulfilling their demands. 
Development of marketing research plan: After then, an organization needs to conduct research to know about the market condition, customer’s choices, preferences, about the ability to buy and more (Berkowitz, 2010). For this reason, Honda UK first lunch minimum price based car in UK to justify their target customer’s attraction on them. For this reason, they have taken interviews from some of their targeted customers. And also they have actions of survey for a little time. 
Collection of needed information’s and data: In this stage, an organization need to gather more relevant information’s which will find some strategies for grabbing more and strong position in market (Rafiq & Ahmed, 2013). In this case, Honda UK collected some information’s about their customer’s choice that which types cars and bikes will be more preferred from them. 
Analyze of data and findings: Then, the organization need to analyze data and need to find appropriate solution which will help them for ensuring availability of customers needed products in the market (Clow & James, 2013). Better evaluation of this stage, helped Honda UK to make strong and better competitive position in UK’s car market. 
Take action: After confirmation of all stages, needed actions are taken by the organization in this stage (Sargeant, 2009). For example, Honda UK did not start their manufacturing of all products all together. And also they applied different business strategies after one by one needs justifying from the customers. 
The role of the marketing environment and marketing research
An organization need to be careful about their marketing environment condition in all time. And also that organization will be able to gain more competitive advantage if their research department can ensure better access in all time. Environment of the market can be change at any time and competitive organization can grab the opportunity of changing within very short time. For this reason, carefulness of Honda UK on their marketing environment and marketing research has played various roles in different times. All these roles for Honda UK are described below: 

Identify customers: The first and vital role of the marketing environment is to help an organization for identifying their customers who will buy products from them (Newell, 2001). For this reason, Honda UK has collected data from the market about their target customers’ needs and wants. And also they have targeted some specific customers who have affordability to buy their products and can reach near them. Better economic condition of UK helped them to target large number of customers who will be able to afford for getting their cars and bikes. 
Satisfy customers: After identifying customers, an organization thinks that how they will satisfy their customers (Rafiq & Ahmed, 2013). For this reason, Honda UK makes such products which will be available in all time in their targeted areas. And also 60% of their customers will be satisfied then their expectations. Even, 30% customers of them will be must satisfied. In this case, availability of raw materials from natural resources and imported resources of UK are helping them to confirm their customer’s satisfaction in all cases. 
Retain customers: To make an organizations current customers for long time and also to find some new opportunities, favorable environment condition of the organizations play most effective roles (Newell, 2001). For an example, Honda UK set new business strategies and change their automobile models after match with their target customers upgrading choices. And this helps them to be more effective for creating win situation of their business in every business condition and also get more customers from those who are not current customers. 
The role of marketing mix
Marketing mix primarily depends on blending four elements. These entire elements play effective role in marketing segmentation of Honda UK which is described below: 
Product: To grab better market condition and to get more competitive advantage, an organization needs to confirm availability of their products in all areas. And also some specific features of their products, upgrading habits of their products also can ensure better access in customers mind (Rafiq & Ahmed, 2013). Honda UK upgrades their cars, motorbikes after every changing of the trends in UK. And also they lunch new products within very little time which made them more reliable near customers. Otherwise, they manufacture 160000 car units in every year. And also they produce luxury cars buses and other different luxury automobiles within considering product quality including different features. 
Price: After considering an organization ensured all features and the affordability of their targeted customers, they should set their price (Clow & James, 2013). For this reason, Honda UK mainly follows cost-based pricing, demand based pricing, competition pricing, market skimming pricing to gain leading position in market all time. 
Place: Place remains such terms which force an organization to confirm their products availability in such areas where they will be able to grab large number of customers within very short time (Varey & Lewis, 2010). For this reason, Honda UK give more forces on their products transferring channel, inventory system, logistics and distribution terms. 
Promotion: Another needed element for an organization is about their promotional actions. Better promotional events play vital role to increase awareness about products, services and about their features (Lee Miller & Lewis, 2011). For this reason, Honda UK advertise their products and product features in different social pages, sites, channels, road sides and more. And also they make sponsor in big events which give them to grab better opportunity for promoting their products in large amount. And also they consider different offers, discounts for their customers to promote more. 
Beside these, some more important roles are being played from the elements of marketing mix for an organization. And also, all these are supported for Honda UK to reach in this better position of automobiles industry. 
[bookmark: _Toc16944251]Assess the development of marketing in creating value for customers
An organization follows different functions and strategic terms to create values for their customers. And this forces their target customers for knowing about their products, for knowing about their provided features in products with lots more (Varey & Lewis, 2010). For this reason, Honda UK assesses some actions to create value for their customers within development of marketing values. Here, some of these developments of marketing actions within creating values for customers are described below: 
An organization should always consider from their customers perspective: 
The value creating aspects of an organization for their customers starts by seeing their conducted actions from the customer’s eye’s perspective. This condition helps them to find their lacks, compare their products with their competitors (Roberts & Berger, 2009). For an example, Honda UK judge that which features of their products attract most of their customers from their competitors. Even, they judge price of their products with available features and comfort ranges. 
Regularly works for improving satisfaction of target customers: 
After then, an organization also tries to stay with their customers upgradable choices. And this helps them to find their products lacking after a certain time. The environment and customers choices are changing within very short time (Reid & Bojanic, 2009). This consideration of an organization helps to ensure all satisfied facts of customers in changing of organizations products features, quality, packaging system, branding and more. 
Implementation of needed marketing models within regular business strategies
Implementation of different marketing models and needed business strategies can help an organization to add value on them (Varey & Lewis, 2010). For example, Honda UK analyzes their SWOT elements after a certain period. And also analyze Brand Essence Wheel to measure their branding position in customers mind and market. 
Improving of customers expectation wise experience
An organizations success also depends on word-of-mouth terms. This helps an organization to get more customers after sharing their current customer’s experiences to near their new customers. For this reason, Honda UK confirmed most of needed issues which will cover their customers’ expectations and will help to share experience on about those customers’ expectations and getting (Reid & Bojanic, 2009). 
Beside these, some more marketing development works can help an organization to improve or to create value on about them near customers. All these assessed works are confirmed within easy solutions by actions of marketing.

[bookmark: _Toc16944252]Identify relevant stakeholders and assess their impact on the marketing activities of the organization.
Most of the stakeholder’s engagement in decisions making can help an organization to get better decisions on about any situation. In case, an organization can grab a large position by positive ideas from the stakeholders. All stakeholders do not carry same ideas. Some stakeholder’s ideas can help an organization to make positive and time based needed decisions. For this reason, Honda UK invites their relevant and needed stakeholders in their every meeting who can give better ideas and can play effective roles to conduct marketing activities efficiently. Here, some of relevant stakeholders for Honda UK who make better impacts on their marketing activities are discussed below:  
Shareholders: Shareholders are the most important part for an organization. All decisions are confirmed by their organizations shareholders before sharing and implementing (Lee Miller & Lewis, 2011). Shareholder can also guide to judge better marketing functions. 
Employees: The main force creators of marketing activities are the employees of an organization from different levels. High level of Honda UK employees made some ideas and strategy wise working plan and lower level employees of them implement these strategies, ideas concepts perfectly. For this reason, Honda UK tries to recruit experienced and skilled employees in lower level (Varey & Lewis, 2010). 
Customers: Current customers can give better information about their faced lacking from the products (Reid & Bojanic, 2009). In this case, their suggestions and provided opinions also will help to improve these. After considering Honda UK’s customers provided opinions for developing effective marketing works. 
Community: Community people like raw material suppliers from home and abroad country, competitors set business steps can help to get better ideas on about marketing activities (Lee Miller & Lewis, 2011). For example, Honda UK use two types of raw materials for satisfying their two ranges customers. In this situation, their raw material supplying stakeholders play effective role to create better impacts on their marketing activities. 
Beside these, some more relevant stakeholders are considered before taking important actions of Honda UK in their marketing activities. 
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TASK 1B
[bookmark: _Toc16944254]A reflection of the tactical communication tools used to generate awareness and interest on Honda UK. 
Different tactical communication tools are used to develop business functions and to generate awareness. As this way, Honda UK also uses some tactical tools which help them to increase awareness in customers mind and to reflect about their works progress. About all these tools are described below: 
Advertising: They advertise their products within different ways, in different regions of UK. They use TV channels, local events, newspapers and sign board in different places for promoting their cars, motorbikes and busses near customers (Parsons, 2010). 
Direct mail: Direct mail to the unknown person also can be another way of communication (Reid & Bojanic, 2009). For example, Honda UK sent mails for wishing in different religious occasions to their customers. And this makes their customers more surprised and reliable on them. By different sources, they collect such customer’s mail addresses who can afford to buy their cars, busses and motorbikes. 
Personal selling: This tactical tool is used near such customers who know about the salespeople first. And also who are more reliable on the organizations sales persons (Turnbull, 2010). Some connected people also helps for sharing their positive experience on about available cars, bikes and buses of Honda. 
Direct marketing: This is process of being connected with customers by directly within using message, mails, texts wishes and some more (Varey & Lewis, 2010). For direct marketing with customers, Honda UK recruit some social media manager who will communicate with their target customers directly in different occasions and will show different offers of them. 
Sponsorship: This is another vital and most used communication tools with customers. And also this way can help an organization to show advertise on about their new products and services near customers (Reid & Bojanic, 2009). For example, Honda sponsored there in ICC 2019. By this sponsorship, lot’s people have known about their services products, offers and more. Even, awareness of more unknown people about Honda has been increased a lot. 
Beside these, some more tactical communication tools are used by an organization like Honda UK. All these helped them to promote their business and also to be known near more people. 
[bookmark: _Toc16944255]Conclusion
After ending overall discussion on this easy, it can be said that the aim and objectives of this assessment has been gained. For gaining the aim all needed issues like marketing process and stages, used marketing mix elements configuration, roles of marketing has been discussed with showing some reliable sources of data collection. Even, some relevant and needed stakeholders also identified. Beside these, some tactical communication tools for generating awareness in customers mind also has been reflected under another task. These all are effective to gain objectives and aim of an assessment. Honda UK and their used sources, functions, strategies are also discussed in every period.  
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