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Marketing is referred to as analysing and delivering good and services to the end consumer by identifying wants and demands (Kotleret al., 2016). In the current scenario, marketing plays an important role for organisations to lead communication and effective relationship with customers. The study will identify and explain the several stages of marketing. The report will understand the marketing environment and situation analysis of the Iceland supermarket. Other than that, it will apply the marketing mix model over Iceland by providing strategies.
Iceland UK is a British Supermarket company that is headquartered in Deeside, United Kingdom. It was founded in 1970 by Malcolm Walker (iceland.co.uk, 2021). The sales of the company jumped by 22% that led to revenue up to 1.7 billion pounds in 2020 (investorsfreshnews.com, 2021). 
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Iceland has vision to lead frozen innovation and become an iconic brand in society by offering quality product and services. It has committed to enhancing customer experience by offering new lines of product that create unique value. Iceland Supermarket values sustainability by protecting staff, customers and stakeholders through human rights. The mission of Iceland Supermarket is to innovate products in frozen food to fulfil the demand of a large target audience. It also protects the environment by promoting a carbon neutrality programme. 
Iceland faces issues from the external environment that constantly impacts the overall internal supply chain across the UK. Considering the following PESTEL and SWOT analysis would help to understand and assess the situation. SWOT analysis is a strategic framework that determines internal and external that has higher impact and value for the business operation (Sarsby, 2016). Considering the strength of Iceland Supermarket, it is leading the frozen food market by offering quality product and services at cheap prices. The product offering at competitive prices has enhanced the sales by 22%, which advanced the revenue that accounted for 1.7 billion pounds in 2020 (investorsfreshnews.com, 2021). It has a stronger supply chain across the UK with more than 900 stores and 120 food warehouses(iceland.co.uk, 2021). Other than that, Iceland UK has more than 30,000 employees working across the globe in several departments that enhanced the productivity of goods and services. Iceland has 40 years of working experience-offering products in 40 international countries and 50 years of experience in operation across the UK. In contrast, Iceland supermarket has certain weaknesses that have hindered the performance of several countries (icelandinternational.com, 2021). Considering the fact that, Iceland is highly dependent on the frozen food market, which might decline in the next further years. 
Customer is shifting their lifestyle by consuming fresh products that can weaken the revenue opportunity in the market. Other than that, it has poor supply chain operation with few product lines that can highly endanger to meet customer satisfaction. Moreover, the strategic location of Iceland UK has found insufficient to enhance geographical expansion globally. It has found a strategic impact on the market share of Iceland Supermarket. Around one out of every third person believes that frozen products are inferior to a fresh product that can weaken the core supply chain. As an estimate, 43% of consumer believes that there is nothing impulsive or persuade them to buy frozen food that can highly hinder the opportunity (theconversation.com, 2021). Considering the opportunity for Iceland supermarket, it can enhance its growth opportunity through sustainability and CSR activities to gain a competitive advantage and lead brand value in the retail sector. Iceland Supermarket can ensure to diversify its products in frozen and fresh products at competitive to premium prices to maintain flexibility. 
The company can enhance innovation and technology capability by optimising the online retail market. It can strengthen its customer relationships over social media by engaging people over Facebook, Instagram and Twitter. 
It shall ensure to avoid environmental impact over the food production by adopting renewable energy and reduce wastages to lead brand reputation. However, the business would face threats and challenges in internal operation that can not be controlled such as extensive competition. Retail companies such as Tesco (27.6%), Morrisons (10.4%), ASDA (15.7%) and Sainsbury's (16.1%) and others have captured large market share in 2020 (statista.com, 2021). The business would face high threats after the imposition of the Brexit policy that could challenge the supply chain across the European market. other than that, due to the Covid-19, the physical stores of Iceland Supermarket have faces issues to maintain guidelines and safety of consumer and staff in that it has lost skilled employees. 
The study will analyse the PESTEL factors of Iceland Supermarket that affects the opportunity in the retail sector. Considering the political factor, the Brexit policy has largely affected the global supply chain operation of Iceland. It has a negative impact on the relationship with suppliers in the foreign market such as European countries. The political stability index of the UK has been lower than last 20 years (theglobaleconomy.com, 2021). It consists political stability index score of 0.47 due to the implementation of Brexit, Covid-19, and Economic slowdown. Moreover, it has loosened the trust to bring investment opportunity in the UK. While the economic factor is dealing with Covid-19 that has negatively impacted the overall growth and revenue of Iceland Supermarket. Other than that, the economy has gone into a dip by a 9.9% fall in 2020 that has reduced the overall growth (theguardian.com, 2021). In the contrast, the disposable income of UK people has increase by 2.3% that can be beneficial to meet the demand of customers and grasp the opportunity of leading purchasing power (ons.gov.uk, 2021). In the social factor, the rise in population of UK has found an increase of 0.6% change that has reached the numbers up to 66.8 million in 2019 (ons.gov.uk, 2021). The increase in population can have a positive impact on fulfilling the demand of an extensive population. On the other hand, Iceland Supermarket would face challenges from social changes in consumer behaviour as the customer is looking to consume fresh products.
As per the report, around 33% of British person says that frozen products are inferior to fresh products(theconversation.com, 2021). Concerning technology, the emerging concept of online retailing has a positive impact on the revenue opportunity and global reach for Iceland Supermarket. After the Covid-19, the online retail food in the UK has grown by 55% in 2020 compared to last year (businesswire.com, 2021). It can highly foster performance and provide new opportunity to enhance sales. While the environmental impact has largely affected the retail food industry which has put restrictions over manufacturing due to heavy usage of plastic and water pollution. UK and whole world is dealing with global warming, flood and drought for which retail sector extensively contribute to lead environmental crisis. To overcome the environmental impact, Iceland Supermarket has committed to follow carbon footprint that has claimed to reduced 74% of carbon emission from 250000 tonnes to 46000 tonnes from 2011 to 2020 (thegrocer.co.uk, 2021). The legal factor consists of employee rights in the retail society. Iceland Supermarket needs to follow ethical values and human rights for employee such as National Minimum Wage Rate, Equal Pay Act and Employee Protection Act and others. Iceland Supermarket focuses on sustainability for staff to maintain social welfare. 
Marketing Mix is a marketing fundamental tool that can be used to make strategy and enhance competency in the market. It contains several elements that can be beneficial to make changes and enhance opportunity. The product strategy of Iceland supermarket focuses on offering specialised frozen food products that can be delivered at competitive prices. However, the strategy is quite restricted and not diversified which makes the supply chain operation in a poor state. To cope with product delivery, Iceland Supermarket needs to diversify its product and services in various segment such as fresh and frozen to create product innovation and gain a competitive advantage through product differentiation. It will help to build flexibility and strengthen the global supply chain operation that can be beneficial to provide customer satisfaction. On the other hand, the price strategy of Iceland supermarket has adopted the cost-leadership strategy to offer foods at cheap prices. It helps to fulfil large customer demand and enhance revenue. However, it does not provide a high-profit margin. Iceland Supermarket can ensure to offer fresh products at high prices to balance the cost. Thirdly, the promotional strategy of Iceland focuses on offering discount and loyalty points to its customer to enhance sales. 
Moreover, it ensures to promote its product and services over social media platforms such as Instagram, Twitter, Pinterest and Twitter to attract and engage a large number of people. The process strategy of Iceland Supermarket is based on innovation that focuses on frozen foods to offer convenience and value. It has implemented a long-term strategy to gain profitable growth for shareholders, charities, staffs and communities. Iceland Supermarket has 800 physical stores and 120 food warehouses through which it supplies raw material and manufactures frozen food to make a finished product (iceland.co.uk, 2021). Iceland Supermarket provides free home delivery for purchase over 50 pounds shopping. It also provides customer care support and contacts support to provide feedback and recommendation. Considering the place of Iceland Supermarket, it has an online and offline presence that helped to enhance customer reach and competitive advantage over the other convenience stores. It has an online e-commerce portal that provides a platform to attract online shopping. Iceland Supermarket has a strong physical presence with a large number of stores across the UK. However, the Covid-19 pandemic has restricted the physical store's revenue. To deal with the challenges, it can optimise the online server and optimise the technology to provide a virtual experience. 
People strategy of Iceland supermarket focuses on the sustainability of stakeholders, staff, customers and communities. It has more than 10,000 employees across the world that strengthens productivity and efficiency in operations (iceland.co.uk, 2021). The physical evidence strategy of Iceland Supermarket focuses on maintaining competitive positioning in the market to enhance the brand value. It has a brand reputation due to its specialised offering in frozen products that helps to maintain brand recognition. However, Iceland Supermarket could not able to expand its brand awareness other than the UK. It promotes charity and CSR activities that help to promote brand value. To enhance brand identity, Iceland Supermarket can focus on promoting new logo and design that can create positive change in society. Moreover, it can enhance brand reputation through a sustainability programme that will enhance the brand value. 
Considering the STP strategy is a marketing framework that focuses on identifying target customer to offer the right segment. The segmentation strategy of Iceland Supermarket focuses demographic audience such as household mothers and small children who want quick food in less time that can be economic and. It has created an advertisement campaign by featuring a formal girl that claimed the busy mother with less time to cook food. The strategy has able to target psychological behaviour by displaying the benefits of frozen food that saves time and money. It normally targets the people who are female belongs to any age and small children who want delicious food at less time. On the other hand, Iceland Supermarket targets educated mothers and school going children who belongs to the age group of 5-18. However, it can enhance its target market by attracting target audience who are health conscious. Iceland Supermarket focuses on TV advertisement by showing mothers cooking food at less time through specialised frozen foods. It helps to target niche market for the product and services and enhance sales by identifying potential leads. Iceland Supermarket also target audience who cares for their families and who want product at competitive prices. 
Considering the positioning strategy of Iceland Supermarket, it has advanced its competitive positioning in the retail market by offering specialise food in frozen segment. Iceland Supermarket is committed to enhance sustainability and innovation in frozen foods that has created brand positioning in the market. It has delivered frozen goods at low prices that expanded the customer reach and fulfil the needs of large target audience. Iceland Supermarket focuses on advertising that contains emotional appeals to attract target audience. 
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From the above study, it can be concluded that marketing fundamental play’s important role to identify proper strategies to deliver product to right target audience and earn profit. It has found that, Iceland Supermarket has enhanced its growth opportunity by focusing on product strategy by offering specialised frozen product at low prices. The report has found that, Iceland would face challenges from the marketing environment such as global warming, economic slowdown and legal constraints. After analysing marketing mix, it has found that Iceland Supermarket promotes its product to target household mothers and children to create impulsive buying. 
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