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[bookmark: _Toc14969783][bookmark: _GoBack]DEFINITION OF MARKETING 
Marketing is an activity which is done by any company to promote their product and services in front of target customer for selling and purchasing purpose. Marketing basically includes some of the different types of activity which include advertising, selling and providing the product to the customer or any different business (Ward, 2019). Their main motive is to satisfy the customer need and wants by providing them a good quality of product at a reasonable price. 
According to the Kissinger (2017), marketing is the set of different type of activity or process that have a value for customer, client and society at huge. On the other hand kotler argue that satisfaction of the customer which was fulfilling the need and wants by exchanging some of the processes is called marketing (Ward, 2019) . With the help of marketing, product awareness will increase which was very helpful to the organization for increasing their revenue. On the other hand, this will also help to boost the product in the market in a positive way (Ward, 2019) 
[bookmark: _Toc14969784]MAIN STAGE IN THE MARKETING PROCESS 
The dove company was established in 1930. This is one of the top Ten Indonesia Companies. This is also one of the personal care brands by the Unilever which was basically situated in UK (Ward, 2019) . Most of the customer will attract because of their most attractive promotional activity in the market. The main mission of the dove company is to confirm that the upcoming generation will increase by enjoying a positive relationship with the way they look and they will also try to help the young generation of people for increasing their self-esteem and realize their full potential (Kotler, 2016). 
The main objective of the dove company is to increase the sale of the dove and some of the beauty product in the market. They will also try to attract more and more TV and print media coverage in the market (Kotler, 2016). On the other hand, they will also try to increase the sale by 40% into the upcoming year and boost the brand image in the market. 
[bookmark: _Toc14969785]PESTLE ANALYSES OF DOVE COMPANY 
Around the 190 countries the Unilever give their product with over the 400 brands this will include dove, sun silk and many more. With the help of pestle analysis, the impact on the macro environment of the international brand will be identified (Kotler, 2016). The Unilever companies have much different type of brands that are basically belonging to the various different markets. This is favorable because they are tried to spread their product in all over the world so that they will get more benefits as compare to others competitors.
POLITICAL
In this, the company tests its product on animals to check out that this is beneficial to them or not. This is most negative point because it became more harm to the animals. And this the most negative point also for the dove company.
ECONOMIC FACTOR 
Most of the time economic factor will make a customer for switching the brand.  In its latest economic viewpoint, the OECD predicted UK growth of just 0.8 per cent year on year in 2019 and 0.9 per cent in 2020. Then the recession in UK is favorable for dove therefore dove can proper its operations. 
SOCIAL FACTOR 
 In most of the area, the image of the beauty with the youth of the country was destroyed. Some of the campaigns are a plan to remove the gender bias (Frue, 2017). 
LEGAL FACTOR 
The companies try to make the manufacturing process as an eco-friendly which is very beneficial to the company also. They will also bring their manufacturing sector between the domestic border (Frue, 2017). 
[bookmark: _Toc14969786]PORTER 5 FORCES MODEL IN UNILEVER DOVE COMPANY 
With the help of porter 5 forces of the model that will help to analyze some of the competitive landscape of industry by using some strategic management tool. Each and every five force of model will help the manager to understand the fundamentals of profit potential in the industry (Frue, 2017). The porter five forces of the model will also help to determine the industry in which the dove is operating in terms of some attractiveness with the help of some potential profit. The dove company takes decisions by using this model in their organization. The entire five force model are high because it will affect highly in business organization. 
 The porter five force model is (Frue, 2017):
THREAT OF NEW ENTRANTS
In this model, the consumer tries to open the latest product in the market to attract more and more customer. In this the requirement of the capital is high and on the other hand, the capital expenditure was also very high because of the high research and development cost of the company (Kissinger, 2017). In the industry, the government policy has a strict licensing and legal requirement before they are starting to sell their product in the market.  The dove company tries to tackle with this entire thing. The main motive of the dove is to differentiate its product from that of the latest entrants (Kissinger, 2017). 
BARGAINING POWER OF SUPPLIERS
As compare to the buyer the number of the suppliers are more that’s why they will not able to control the price and sue to this they will make some of the barging power of supplier a weak. There are many suppliers in the market so they don't have the right to fix the price of the product so they will fix the price on the basis of the buyer (Kissinger, 2017). So due to this, the bargaining power of the supplier will decrease rapidly. The dove company will tackle the bargaining power of suppliers by purchasing more and more raw material at the cheap price from the supplier (Kissinger, 2017).
BARGAINING POWER OF BUYERS
The numbers of the suppliers are more as compare to the buyer of the dove company due to this they have not that much control over the price. This will make the bargaining power of the buyer weak in the market. In many industries, the product differentiation is more as compare to other (Kissinger, 2017). On the other hand, the income of the buyer in the industry was very low due to this most of the people prefer to purchase a product with a cheap price. This will make more sensitive buyer in the market. The most important thing for a buyer is the quality of the product and due to this most of the buyer makes a frequent purchase (Nurhayati, 2017). Dove can tackle the Bargaining Power of Buyers by focusing on the new or latest innovation in the market so that more and more customer will attract them.  

[bookmark: _Toc14969787]SWOT ANALYSES OF UNILEVER DOVE COMPANY 
Below are the Strengths, Weaknesses, and Opportunities & Threats (SWOT) Analysis of Unilever Dove is explained: 
STRENGTHS 
The main strength of the company is that they will serve their product more than 80 countries all over the world. The dove products are mostly available with the help of an extensive supply chain network who will lead the supermarket, stores and online shopping  (Nurhayati, 2017). 
WEAKNESSES
They have limited growth of the market share and on the other hand, their main focus is the female segment and their product and they are not more famous with men’s. 
OPPORTUNITIES
The dove company has to target the male audience in the market. And they have to increase its reach for further expansion in some of the geographical area  (Nurhayati, 2017).


THREATS
The business of the dove will affect due to increasing the Competition in the market segmentation.  Because of the government policy, the global business will affect and this will also influence the company economy  (Nurhayati, 2017). 
ADVANTAGES OF PORTER FIVE FORCES MODEL
Most of the time porter five forces of model help to Gauging Competition in the market. On the other hand, the pricing power of the industry is more as compared to the pricing power of the competition  (Nurhayati, 2017). This will also helpful for the planning purpose because some of the industry needs huge investment in their organization because once the company invests their money then they will not back off and with the help of this model they will easily identify that industry there they will invest their money (Kissinger, 2017). They will also deal with the buyer as well as supplier.  
DISADVANTAGES OF PORTER FIVE FORCES MODEL
The biggest disadvantages of porter five forces model are that they will ignore the other entire factor which will increase the profit of the company. None of the industry will perfectly fit this model. This is not useful for all the industry  (Nurhayati, 2017)


[bookmark: _Toc14969789]SEGMENTATION, TARGETING, AND POSITIONING 
In the modern market Segmentation, Targeting and Positioning are the most familiar strategic approach. This is one of the most commonly applied marketing methods for practices of marketing.  Product differentiation is the most important marketing strategy used in 1950  (Nurhayati, 2017).

[image: C:\Users\Guest\Desktop\STP.png]
FIGURE 1 FLOW OF PLANS
[SOURCE: Kissinger, 2017]
For each and every segment the STP focuses on commercial effectiveness and they also try to develop the marketing mix of the company. 

[bookmark: _Toc14969790]MARKETING MIX OF THE DOVE COMPANY 
The dove company was established in 1930. This is one of the top Ten Indonesia Companies. This is also one of the personal care brands by the Unilever which was basically situated in UK (Bhasin, 2019). More than 150 countries the dove sells their product and they will offer their product to all the category of people.


The 4 P’s of the dove company are:
PRODUCT 
The dove companies provide a good quality of product with a high range in the market. Most of the product comes under this dove company is haircare, skincare and many more (Bhasin, 2019). In the market, most of the people prefer to buy dive soap because of their smoothness and moisturizing effect. 
PRICE
The dove companies provide a good quality of product with a huge amount of money. Most of the customer will not able to buy that product because of their range (Bhasin, 2019). Due to the high price of the product the dove company reduces the cost of the product so that more and more customer will buy that product and they ill also satisfy by their price. In many places, due to the high quality of the product, most of the customer will prefer to buy the dove product in the market to satisfy there need (Bhasin, 2019). 
PLACE 
Dove Company is one of the most famous brands. They will supply there product in all over the world. In the supermarket, general store and many other places the dove is provided for there customer (Bhasin, 2019). With the help of digital technology, the customer will do online shopping and buy the dove product through online many different sites. More than 2500 stockiest is more responsible for selling the dove product to their target customer at the retail store. Dove uses the Pull strategy to persuade its customers. The brand has been using selective targeting strategy by targeting the customers from the emerging nations to whom how they look is of utmost importance.

PROMOTION 
Dove companies use many different types of promotional activity to promote their product in the market (Kasi, 2018). With the help of many different media, they will try to generate awareness related to their product in front of their customer. They will also try to satisfy the customer need and wants by providing them a good quality of product with the high price. Dove Company also tries to boost up the confidence of the women and they will also spread in the market positively (Kasi, 2018). Here some of the different type of promotion tool dove company is using to attract more customer is Advertising, Sales promotion, Events and experiences, Public relations and publicity, Direct marketing, Interactive marketing and Word of mouth marketing.
PEOPLE
The main targets of the company are women’s. Most of the women’s prefer to buy the dove product because they will satisfy their needs and wants. They mainly provide a good quality of the product in each and every area of the world (Kasi, 2018). Dove give a proper training and developing programs for their employee so that they will give their full of efforts to complete their work on time. Most of the employees get motivated because of the regular training program in the organization. With the help of regular training and developing program employee will up to date with all the latest information in the market.  


[bookmark: _Toc14969791] THE ROLE OF MARKETING IN CREATING VALUE FOR CUSTOMERS 
[bookmark: _Toc14969792]DEFINITION OF MARKETING AND STATE HOW DOVE COMPANY PRACTICES THIS CONCEPT
Marketing is an activity which is done by any company to promote their product and services in front of target customer for selling and purchasing purpose. Marketing basically includes some of the different types of activity which includes advertising, selling and providing the product to the customer or any different business (De, 2018). The dove company practices this concept with the help of many promotional techniques and tools. 
[bookmark: _Toc14969793]DEFINITION OF BRANDING
Branding is basically based on the image of the product in the customer mind. With the help of advertisement, most of the customers are aware of the brand (De, 2018). The main motive of the branding is to establish a significant and differentiated presence in all over the market to attract more and more customer and try to gain the trust of the customer. 
[bookmark: _Toc14969794]ADVANTAGES OF BRANDING
· With the help of branding, the product will stand In any type of  saturated market
· Customer loyalty will lead with the help of branding (De, 2018) 
· The idea client in the market was mostly attracted by branding
[bookmark: _Toc14969795]BRANDING STRATEGY
The branding strategy is one of the long term plans which is used by the dove company so that they will maximize their profit in the market.  This long term plan is also used to develop the brand successful in the market and the company will achieve there goal also with the limited time period (Kissinger, 2017). 
[bookmark: _Toc14969796]THE ANSOFF MATRIX STRATEGY COULD ALSO CREATE VALUE SUCH AS PRODUCT DEVELOPMENT, OR DIVERSIFICATION  
The Ansoff matrix strategy is also known as product or marketing expansion grid. This is basically used by the firm to analyze and plan some of the strategies in their organization for increasing the growth of the company in the market (Kissinger, 2017). With the help of all the four strategies which will help to increase the growth of the business and try to analyze the risk.
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	FIGURE 2 ANSOFF MATRIX STRATEGY	
[Source: Kissinger, 2017]


[bookmark: _Toc14969797] STAKEHOLDER ENGAGEMENT AND THEIR IMPACT ON THE MARKETING ACTIVITY OF AN ORGANIZATION. 
[bookmark: _Toc14969798]DEFINITION OF A STAKEHOLDER 
The stakeholder is basically known as a person, group or organizations that are really interested or mainly focus on and organization. Organization actions, objectives and policies will be affected by the stakeholder of the company (Kissinger, 2017). Creditors, directors, employees, the government are the main example of the stakeholder. In the organization, all the stakeholder are not equal.
 In the project, some time the stakeholder influences some positive or negative effect of the business. They are basically a person just like another member of the project and sometimes stakeholders easily manage all the work in the organization (Kissinger, 2017). Stakeholders are the individual who is highly affected by the activities of the business. There are two types of stakeholder internal and external. A stakeholder is anyone who will affect or affected by any type of organization in the market (Kissinger, 2017). 
[bookmark: _Toc14969799]DEFINITION OF THE INTERNAL AND THE EXTERNAL STAKEHOLDER 
INTERNAL STAKEHOLDER 	
Stakeholders are an individual person or an organization that is affected by some of the consequences and some outcome decision. The stakeholder is basically known as a person, group or organizations that are really interested or mainly focus in and organization (Kissinger, 2017). The internal stakeholders are those who are in the organization in its success and failure. They will also get some of the reward or any punishment on the bases of their performance in the organization during work (Kissinger, 2017). Employee’s manager of the company, executive and stockholder and another owner of the company is an internal stakeholder.  
EXTERNAL STAKEHOLDER 	
External stakeholders are the individual, group of person and some of the different entities from the outside that will affect by the outcome of the organization decision. Customers, suppliers, government and communities are included in the external stakeholder (Kissinger, 2017). Most of the time the external stakeholder of the company has many different types of power over and organization and they will try to influence their decision with the help of Appling the economic and political pressure (Kissinger, 2017). 


[bookmark: _Toc14969801]CONCLUSION AND RECOMMENDATION
 In this project the definition of the marketing was including, some mission and vision of the company were also there. The dove company uses PESTLE analyses to identify the position of the company in the UK (Parikh, 2018). With the help of SWOT, Analyses Company will also identify what are the strength and weakness of the company in the market. 
More than 150 countries the dove sells their product and they will offer their product to all the category of people. In most of the country, the dove promotes its business with the help of many promotional activities like print media or digital media (Parikh, 2018).








[bookmark: _Toc14969802]TASK 1 B 
[bookmark: _Toc14969803]DEFINITION OF THE COMMUNICATION
Communication is the process through an individual will exchange their ideas or some of the information related to their work (Rayudu,2015). Each and every communication involves the one sender and one receiver. In each and every business communication is the most important part.
[bookmark: _Toc14969804]COMMUNICATION MODEL  
The communication model will help to explain the human communication process in the organization. Most of the businesses the communication models are used to exchange the ideas and some views (Rayudu,2015).
[image: Image result for Diagram and brief explanation of a communication model]
FIGURE 3 COMMUNICATION MODEL
[Source: Rayudu,2015]
The first one communicator who will communicate with other related to their work. Most of the time communicator is the manager of the company or the leader group. The communicator will send the messages with the help of an appropriate channel of distribution (Rayudu,2015). To prevent the conversation safe the managers of the company encode the messages so that no one can take the idea. The next step is the message this is basically a content which the manager has to discuss with their co-members (Nurhayati, 2017). Medium is the way the messages are transferring from each other. The receiver is the person who will get all the information from their superior. Decoding is some code word transfer into normal words. And the last one is feedback the organization always take feedback from there customer so that they will improve their performance (Nurhayati, 2017). Communication is the process through an individual will exchange their ideas or some of the information related to their work. Each and every communication involves one sender and one receiver (Nurhayati, 2017). In each and every business communication is the most important part.
[bookmark: _Toc14969805]INTEGRATED MARKETING COMMUNICATION   
This is one of the simple concepts. This will confirm that all the form of communication and messages are safe. All the marketing tools are used for communication in the market. Integrated marketing communication uses channels like advertising, sales promotion, PR, personal selling, events, etc (Nurhayati, 2017). Some of the different type of promotion tool dove company is using to attract more customer is Advertising, Sales promotion, Events and experiences, Public relations and publicity, Direct marketing, Interactive marketing and Word of mouth marketing.










[bookmark: _Toc14969806]CONCLUSION
In this, the definition of communication was discussed. On another hand, the communication model will also be discussed. The dove company uses a much different type of promotional tools to promote their product.  With the help of many different types of strategy, they will also plan to make their business successful in the organization. On the other hand, the company also used the communication model to exchange the idea and some viewpoint of the employee.
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