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[bookmark: __RefHeading___Toc58112519]Introduction
Marketing is analysed as the activities as well as process which is adopted for creating, communicating, delivering, and exchanging offerings which includes the value for consumers. Marketing process is the steps series which helps the organization in identifying the problems of customers, analysing market opportunities and creating the marketing mix for reaching to the customers. It includes the six steps for reaching to the desired target audience. The discussion will include the marketing of Diageo Company. The company is involved in a series of activities in the beverage alcohol industry, and its products are sold in approximately 180 markets worldwide. Its business includes production, distillation, brewing, bottling, packaging, distribution, development and marketing of a range of brands. The company sells the alcohol brands, including various spirits and beer brands.
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Marketing process includes the various stages which are mission, situational analysis, marketing strategy, marketing mix and implementation and control. The first step for the company is to understand the mission. Mission statement is required to include the business and its benefit for customers.
In situational analysis, it includes to analyse the opportunities for satisfying the unfulfilled customer needs. It includes to analyse the capabilities of the company. External and internal environment is required to be considered which is necessary for analysing the situation. It includes the framework which can be used for adding structure is 5C analysis which are company, customers, competitors, climate, and collaborators (Hollensen, 2019). Marketing strategy is the next step which includes market segmentation as the customers from different market includes the different needs. Market segment requirements are accessible, indefinable and substantial. The basis of market segmentation is required to be included which are geographic, demographic, psychographic and behaviouristic segmentation.
Marketing mix stage includes the four categories which are product, price, place and promotion. The last stage is implementation and control in which marketing plan is developed and product is launched by the company. Implementation is required for making the changes and continuously monitoring for fulfilling the needs of the customers. Control helps in making sure that the marketing program for moving in the direction (Dobbs, 2014).
  Stakeholders 
The importance of shareholder means to be interested from being involved in the design of the project an in the project itself as a result to achieve success and other goals. Typical stakeholders are investors, employees, customers, suppliers, community, governments, or trade associations, an entity’s stakeholders can be both internal and external to the organisation. Diageo's sales are so well distributed that include regions like United Kingdom, United States, Asia Pacific, Africa, Latin America and Caribbean, India, North America, Netherlands, and other. 
		Managers and Directors




		Name
	Age
	Since
	Title

	Ivan Menezes
	61
	2013
	Chief Executive Officer & Executive Director

	Javier Ferrán
	64
	2017
	Chairman

	Kathryn A. Mikells
	54
	2015
	Chief Financial Officer & Executive Director

	Alan James Harris Stewart
	60
	2014
	Independent Non-Executive Director

	Nicola S. Mendelsohn
	-
	2014
	Independent Non-Executive Director

	Susan Kilsby
	61
	2019
	Senior Independent Director

	Melissa Bethell
	46
	2020
	Independent Non-Executive Director

	John Alexander Manzoni
	60
	2020
	Non-Executive Director

	Ireena Gopal Vittal
	51
	2020
	Non-Executive Director

	Valérie Chapoulaud-Floquet
	-
	-
	Non-Executive Director
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Political factor
Political factors have played one of the most important responsibilities in the market development of Diageo Plc, including personnel development, technology development and the establishment of technology transfer institutions.
Economic factor
The Diageo Plc industry is experiencing a situation where supply exceeds supply, and this is not the only financial concern in the market. The oversupply in this sector resulted in prices being lower than Diageo Plc's prices, which created cash flow problems for manufacturers (Ernst, et al., 2010).
Social factor
Social factors have also added impetus to the development of Diageo's Plc market. The government has actually improved the professionalism of market resources through training, thus focusing its energy on the development of human resources in the market.
Technological factor
Diageo company faces the various technical problems especially because Diageo Plc manufacturers does not include own technology and still rely on international technology partner. The involvement of federal government in the industry has been dedicated on modifying the Diageo Plc division to reduce this dependence (Grant, 2016).
Environmental factor
The basic evaluation suggestion for the setting is that different markets are a supplementary area manufactured by Diageo Plc, which can easily be seen from the capacity development of Diageo Plc market. The fact that the region provides production capacity further strengthens this monitoring.
Legal factor
Diageo Plc's legal atmosphere has problems and opportunities in the form of intellectual property civil liberties and legal contracts. The company has a legal defense to ensure the security of its intellectual property (IP), processing and modern technology, which increases the dependence of others on it. The Diageo Plc market is also very important for legal agreements (Grant, 2016).
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The model includes the five forces which are:
Threat of New Entrants- In the alcoholic beverage industry the products vary widely. Diageo products have a effective brand as well as quality. For example, according to the Impact Databank, Diageo's Smirnoff vodka ranked first in sales, and Johnnie Walker whisky ranked first in value. Moreover, capital requirements are high. Diageo invest lot of money on warehouses, company marketing, global brand distribution and technology (Hastings and Domegan, 2017).
· Bargaining Power of Suppliers- It is analysed as low bargaining power of suppliers which is because of various reasons. First, the company is one of the largest alcoholic beverage producers across the world and purchase the raw materials in large quantities. Therefore, suppliers do not want for losing major customers like Diageo. Also, Diageo company includes the contracts for long term which helps in limiting the ability of suppliers on prices. 
· Bargaining Power of Buyers- The beverages buyers include the wholesales, clubs, restaurants and supermarkets to which the switching costs are analysed as high for the buyers. It is analysed that the industry includes the oligopolistic nature. It is analysed that the company does not include the substitutes of the products (Foxall, 2014). 
· Threat from Substitute Products- The threat of substitutes is very high because there are a large number of substitutes available like soft drinks.
Rivalry among the existing players- First of all, the operations of Diageo includes the oligopoly. The large companies are included which provides the alcoholic beverages like Pernod Ricard and Bacardi. The buyers of the competitors are same which includes the high force (Foxall, 2014). 
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The SWOT analysis of Diageo company includes the strengths, weaknesses, opportunities and threats.
Strengths
The strengths of the company are market leadership. Diageo owns an old brand through a relatively new company, some of which have existed for more than 350 years. The various strategic decisions of the company are made for a long-term perspective, and its strategy is to create shared value (Haider, et al., 2017).
Geographical coverage: One of Diageo's core strengths is its extensive geographic coverage. The company is operated in more than 180 countries/regions, which are divided into 21 geographic regions. In emerging economies, the company includes more than 43% of business and these emerging economies are emerging (Morgan, et al., 2012). Brewers have operations at multiple price points and operate various kinds of alcohol, such as vodka, rum, whiskey and beer, to ensure that they provide suitable products for all types of consumers.
Weakness
Wine presence: In various regions, the demand for wine is higher than other types of alcohol. Diageo does not include the wine which impacts on the business of the company in various market. 
Low penetration rate: Although Diageo focuses on emerging economies, it is declining compared to local companies. Developed economies like Europe and the United States are trapped in alcohol, and the only hope lies in emerging economies (Wilson and Gilligan, 2012).
Diageo is in a lot of financial troubles due to Brexit and related trade restrictions because highly of the Scotch whisky that makes up more than 25% of its business is made in the UK.
Opportunities
Retail consumption: Compared with the earlier period when customers prefers drinking in bars or pubs, the trend has changed. The custom of drinking at home is increasing majorly in emerging economies in which the retailing of liquor is increasing. 
The popularity continues to increase: People are becoming more aware of various kinds of alcohol around the world, and individuals' awareness of global brands is also increasing. They prefer to include the well-known brands of alcoholic beverages at home, or ask for particular alcoholic beverages when they go to bars or pubs. Brand of alcoholic beverages. Multinational companies like Diageo can promote from this growing awareness (Slater, et al., 2010).
Threats
The competition in market is analysed as the threat to the company. Regulatory framework in most countries/regions have a strict regulatory framework for the sale of alcoholic beverages. Most liquor companies have found that breaking these legislative obstacles faces a huge challenge, and this is even a challenge facing Diageo (Wibowo and Alfen, 2014).
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SWOT analysis is analysed as the most effective tool for reviewing as well as analyzing the strategic position of the organization as well as environment. The main purpose includes to determine the strategy for creating the model of the business by aligning with the resources as well as capabilities with the requirement in the environment. 
Advantages
SWOT analysis helps for formulating as well as selecting the strategies. It is a strong tool, but it includes the lot of subjective elements. It is best to use it as a guide rather than a prescription. Successful companies depend on the strengths, overcome their weaknesses, and protect from the internal weaknesses as well as external threats. They also pay close attention to the business environment as well as discover and taking the advantage for the new opportunities faster than their competitors (Wilson and Gilligan, 2012).
Disadvantages
The disadvantages of SWOT analysis is that it is prone to ambiguity. Executing SWOT helps in producing the long list of advantages, disadvantages, threats and opportunities which exit in environment. However, the entire framework does not provide the mechanism to rank the items in the list or determine which identified factor has the greater weight. However, the key disadvantage of using SWOT analysis is its limitations because it tends to produce vague and subjective data or information. The analysis tool cannot be used alone because it does not define the strategic implications of the analysed strengths, weaknesses, opportunities, and threats (Mullins, et al., 2013).

[bookmark: __RefHeading___Toc58112525]Conclusion
In conclusion, the marketing and marketing process are included in the report which are essential for the company. The analysis of Diageo company is included along with the five stages of marketing process which is important to be included for the marketing. The macro environmental factors which are political, economic, social, technological, legal and environmental factor which impacts on the company. The porter’s five forces model is included for analysing the force on the company. The SWOT analysis of the Diageo company is discussed along with its advantages and disadvantages.
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