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[bookmark: _Toc45018659]Introduction:
NIVEA is a company specialized in care products in Germany. It is owned by Beiersdorf Global AG, a Hamburg-based corporation, which was founded by Paul Carl Beiersdorf on 28 March 1882. For effective progression and growth the organization has focused on extensive marketing and brand expansion (Alberti et al., 2018). Within such context, effective marketing and its fundamentals plays a significant role. The Marketing is one of the most crucial aspect within the business it revolves around the market sales, value creation, brand name elevation and promotion. Also, the Marketing focuses across four potent factors such as product, price, promotion and place and all its complexities. Yet these ideas exist everywhere over us and exist ideals that rarely change. Strategies and platforms are evolving. Several models expand these fundamental concepts to 7 P’s (Palmatier and Crecelius, 2019). Thus, in context of NEVIA the understanding and formulation of the marketing fundamentals plays substantial role in business growth and development.
[bookmark: _Toc45018660]Marketing process and stages: 
For prominent development and growth in the targeted markets Nevia has focused on continuous brand improvement on the situated market places. The company focuses on providing quality services to its selected customers and earn reputation while operating within the market. The organization has developed a comprehensive mission statement to develop its business procurement (Kotler and Armstrong, 2018). Thus, Nivea’s mission statement reflects on customer satisfaction concerns. Nivea’s mission statement identified its customer target groups as well as their requirements and requisites. The mission statement represents how the goods and services can be functioned to increase customer satisfaction meeting their needs.
Understanding the business situation is one of the most potent stage of marketing fundaments, thus for Nevia situation analysis through the application of SWOT and PEST will help develop insight into the marketing scope and aid develop strategies to overcome potent hurdles. A layout of SWOT and PEST is presented in the following in context of NEVIA:
SWOT Analysis
	Strength
	Weaknesses

	· Substantial performance in Go to Market Strategies.
· Robust market portfolio.
· Highly skilled workplace personals.
· Reliable and quality suppliers (Bonaparte, 2019)
	· Limited performance outside primary business criteria.
· Rising challenge from the new entrant.
· Lower profitability ratio and net contribution compared to industry average.
· Gaps in products and lack of choice in product variation (Deepak and Jeyakumar, 2019)

	Opportunities
	Threats

	· Availability of advanced technologies.
· Positive agreement with government and opening of new outlets.
· Low rate of inflation.
· Robust customer engagement in online channels (Baines et al, 2017).
	· Complex regulatory pressure.
· Deteriorating competitive edge within the industry.
· Rise of competent and attractive competitors.



PEST Analysis
	Political
	Economical

	Complex trade barriers and extensive taxation can negatively influence the organizational performance (Koch and Gyrd-Jones, 2019). Instable political climate and corruption can lead to inflation in the company.
	The industry’s economic crisis is a major problem given that it can lead to reduced production (Alberti et al., 2018). Improved rates of productivity will contribute to increased production, which again contributes to stagnation due to over-supply and poor demand, which result in businesses closing due to low income.

	Social
	Technological

	Nevia has substantial recognition across the female customer base and customers that are indulged with skin and body care products (Kotler and Armstrong, 2018). The organization have been able to make substantial market segmentation and improve its brand image within the markets such as India, UK and Taiwan.
	Technological issues continue to exist in the Level A market, particularly as Taiwanese level-A suppliers do not have their own technology or rely on foreign technology partners (Bonaparte, 2019). It could negatively impact Nevia.



Within the marketing context, analysis of the market is fundamental, yet, application of effective marketing strategy ensures the performance within the market. Hence, for NEVIA application of an effective marketing strategy will entail for prominent growth and development on the business context (Deepak and Jeyakumar, 2019). Thus, application of STP marketing strategy in context of Nevia is formulated in the following:
	Segmentation
	Consumers behave differently in different groups. Specific purchasing habits between men, women and adults with children involve the demographic variations related to NIVEA Sun. The knowledge and use of sunbed items differs strongly with the luxury of men and the lavish sun bathroom of women (Baines, Rosengren and Antonetti, 2017). Adults with children also have different needs in a broad segment. Nevia therefore segments its products category between the beauty concessions, primary sun care consumers and secondary sun avoider product customers both varied between male and female customer base.

	Targeting
	Taking into consideration the high degree of loyalty among locals of their local goods, the Nevia target marketing approach may better be utilized on the new local markets in countries like Thailand (Koch and Gyrd-Jones, 2019).   Nivea needs to position itself with a local chain with foreign origin, and use this particular strategy to establish the company as a brand not very different from the local brands.

	Positioning
	The Nevia will be positioned within the high quality body and skin care brand within the industry, the company will compete with the brands such as Dove and L’Oreal on the market share acquisition. The company will also take elevated position in the industry.



Marketing mix
Marketing strategy assists companies in attaining business targets and goals, and the 7Ps mix is the broadly used approach for defining strategies (Kotler and Armstrong, 2018). Marketing Mix of Nivea analyses and explains Nivea marketing strategy to the brand/company covering 7Ps (product, price, place, promotion, people, process and physical evidence). By 2020, there are many marketing tactics that have allowed the company to expand, including product/service technologies, strategic initiatives, customer engagement, etc.
Product: Product strategies allows a company to enhance its commodity development and innovation. This specific strategy in marketing mix allows a company to recognise customers' demand (Abdul-Hamid et al., 2017). Nivea considers its products as the backbone of the company. They use various techniques and methods to research on customers' needs and market demand. Nivea's product portfolio includes skincare, face care, body care and personal care products, such as Nivea cream, Nivea Hand, Nivea Baby etc.
Place: The distribution channel of Nivea is very strong. The medium of distribution plays a significant role in supplying consumers with goods (Jain, 2013). Customers are allowed to buy Nivea's products online to carry out advertising campaigns themselves. Yet it is the supermarket stores that offer the merchandise by e-mail. There are various channels across the country in which consumers can choose the products according to their needs directly.
Price: A key aspect of the marketing mix is the pricing strategy. Pricing can be deliberately conducted to allow a number of transactions in order to attain the goals of the company (Islaini and Nayan, 2020). The cost of goods depends primarily on the cost of production. Nivea prices their product at premium prices because of their unique packaging and production.
Promotion: Promotion or advertisement encompasses the product launches of the company by raising an elevation in the market (Wood and Jobber, 2016). Nivea is considered among the best beauty care producers in the global market. To attract their customers, they use different promotional techniques. They follow the marketing advertising technologies, such as television ads, online magazines (FYI- Fun, Young and Independent). They are also active on platforms like Facebook, for example.
People: People strategies related to the marketing mix deals with the workforce of a company. It allows a company to manage the efficiency of the people connected to the company (Armstrong et al., 2018). Nivea considers its employees as well as distributors and suppliers in developing people strategies. Nivea allows its employees to peruse training for handling the production and customer service. They are also connected to their distributor and suppliers always to maintain the quality.
Process: The process strategies involved with the distribution of the products in the market. This strategy always allows companies to monitor their stock and maintain continuous availability of products (Wood and Jobber, 2016). Nivea always tract their inventories in the market and restock to make the availability and the distribution uninterrupted.
Physical evidence: Physical evident is a particular strategy that allows a company to make a unique identity. It is the strategy which enables a company to be distinctively identified by the market (Armstrong et al., 2018). Nivea has been developed itself as a globally identified brand. Nivea's physical evidence includes unique packaging and quality, distinctive designing and colouring, personal e-marketing portal exclusively for Nivea products.
Implementation and control
Implementation and control is, therefore, an important aspect of a marketing plan. These processes allow a company to effectively apply their developed strategies and tactics and maintain the effectiveness and activity of the plan (Chernev, 2020).
The implementation process involves with situational analysis, setting objectives and goals, identifying the resource requirements, allocating the resources, distribute the strategies, ineffective divisions, Apply strategies, and allocate supervisions for monitoring (Tomczak, Reinecke and Kuss, 2018). All these implementation practices are conducted by following a properly developed schedule. Nivea always conducts marketing analysis and research to modify and improve their plans. Nivea gathers information from primary as well as secondary research conducted in the market. Also, they are always concern about their marketing plan implementation and required modifications.
The control process is another important aspect of marketing which allows a company to maintain the planned procedures in a proper flow. Controlling includes regulating the implementation procedures and maintains the quality of product and distribution channel (Wood and Jobber, 2016). Nivea is always engaged with monitoring product sales and distribution. This allows the company to generate its forecasted revenue and maintain the return-on-investment. The controlling of marketing plan enables Nivea to tract the customers' feedback, and thus it can modify their plan as per requirement.
[bookmark: _Toc45018661]Conclusion:
In the end, it can be concluded that a marketing plan always acts as a boost for a company's business. It can also be called a revenue generator for a company. As this essay has described, the marketing process and stages always play a significant role in the business of the company. The example of Nivea has been considered in the study to specifically identify the roles of the marketing process in term of enhancing the business activities.
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