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[bookmark: _Toc7283779]Task 1 A
[bookmark: _Toc7283780]Introduction
The study is going to discuss the marketing process used by the managers of Arla Foods headquartered in Denmark to understand the effect of the external and internal factor on the marketing strategies of the company. The study also focuses how the managers segregate the market to identify the target customer and devise the marketing plan using the marketing mix. The study also elaborates of the role of the marketing process on enhancing the brand value and why a brand is required. The study is also going to discuss the engagement of the internal and external stake holders of the company there role in impacting the marketing strategies of the company.
[bookmark: _Toc7283781]Discussion
Process and stages of marketing including the role of the marketing mix
The marketing process could be explained and related to your chosen company
The marketing process of Arla Foods has to incorporate the 5 stages of the marketing process. The managers at the company are required to first identify a mission or goal for the need for marketing process. Then the after the managers are required to analyse the situation of the environment where the company is a constituent and evaluate the need of the market and co-relate the same with the product or service of the company (McDONALD, 2016). Then the managers are required to finalise a strategy for the promotion of the service or product identified for the marketing communication process. The marketing mix can be devised after that keeping the focus on the product, price, place and promotion. Finally the managers are required to monitor the marketing process on a constant level and check and update the process when and where required deemed felt right by the manager.
Provide a definition of the macro environment or PESTEL factors and relate these external factors to your chosen company stating weather each force is favourable or unfavourable and why. SWOT analysis could also be related to the company.
PESTEL analysis helps to understand the external factors affecting the companies functioning. The analysis for the same for Arla Food is given below.
	Political 
	The BREXIT has created a political turmoil like situation in the country of UK and Europe.
This has a negative impact of Arla Foods due the uncertain political condition in the country. And the tightening the grip by passing a law to monitor and check the migration of people has created a huge shortage of labour force in the country. 

	Economical 
	The economic slowdown significant in the economy has created downgraded the business sentiment in the economy (Aslam et al., 2018.).
This has a negative impact on the company as the downward trending flow has and the shortage of labour has reduced the scope for expansion for the company and restricted the growth for the company. this has affected the revenue of the company. Being a fast moving product based company the impact is comparatively less but still the revenue has fallen across all its subsidiaries around the world.

	Social 
	The social situation of Denmark is considered as a benchmark index around the world. The people have one of the highest ranking on the index World Happiness index. The company focuses to practise the policies and work culture throughout its subsidiaries around the world.
This has a very positive impact on the company as it create a very healthy and happy work culture at the company resulting in highly motivated employee who maintain a high level of efficiency at the work place.

	Technological 
	The company uses the latest technologies required in the production process and maintains a high level of automation at the work place (Spreer, 2017). The company dealing in Dairy products incorporated the advanced robotics to move and process the product to reduce the level of human contact to eliminate the probability of contamination.
This has a very positive impact for the company in creating a brand image for the company which provides quality product and free from contamination.

	Environmental 
	The company dealing mostly in manufacturing of dairy products utilises the least amount of harmful chemicals. The manufacturing waste is also mostly biodegradable and good for the environment.
This has a very positive impact on the company as the company already follows a very environmental friendly process and requires the least fund to cater to the needs.

	Legal 
	The social modal and the environmental friendly production process of the company make it an example for many to abide on the similar organisational structure. The legal factors are the affect arising due to the policy or legal changes in the economy.
This has a very positive impact for the company.


Table 1: PESTEL Analysis for Arla Foods
SWOT analysis helps to understand the internal factors affecting the companies functioning. The analysis for the same for Arla Food is given below.
	Strength 
· A good brand image
· Quality product
· Productive employee

	Weakness 
· Lack in tackling the competition
· High cost of production due to the numerous benefits to the employees

	Opportunity
· To capture new market share in the new markets
· The improve the technological involvement to further enhance the production process

	Threat 
· The movement of human taste preference from the dairy product and adopting lactose free substitute instead


Table 2: SWOT Analysis for Arla Foods
Segmentation, targeting and positioning could be explained and related to your organisation.
For devising a marketing plan the managers at Arla Foods are required to segment the market on the basis of demographic segmentation, behavioural segmentation, psychological segmentation and geographical segmentation (Ernst, and Dolnicar, 2018). This helps the company to evaluate and segregate the market on the basis of the above mentions segments. The required segment for the company is the demographic segmentation which divides the population on the basis of the age, sex and gender. This help the company to identify the target customers which in this case would be the young population including mostly of kids who the major consumers of the milk based drinks and products. And accordingly position the brand and target the young through its creative marketing strategies.
Discuss the marketing mix of your chosen company
Product: The products of the company are dairy based products which include health benefits for the consumers.
Price: As the product is a daily use product and the economy has strong competition. Therefore the company will follow a competitive pricing strategy.
Place: The marketing strategy varies from place to place as it is observed that the consumption of dairy product in a state might be very high and it may fall drastically in the neighbouring state. The strategy may vary from place to place.
Promotion: As targeted the segment of consumers to be children the promotion strategies are to be designed to attract the children and deliver the message of the marketing communication in a way to deliver the message simply and clearly (Todorova, 2015).
The role of marketing in creating value for customers 
Provide a definition of societal marketing concepts and the advantages and the disadvantages of the same.
The societal marketing concept elaborates that the marketing strategy should first focus to deliver social welfare for the society and then focus on the aspects of profits and satisfaction. This can be better understood by the image given below (Rowley, 2016).
[image: ]
Figure 1: Societal Marketing Concept
Source : (Charter, 2017)
The figure clearly shows hoe the welfare of the society is given the paramount importance in the pyramid before the consumer satisfaction and profits for the company. The Arla Food uses the strategy for its marketing needs.
Advantages
· Helps in creating a positive brand image.
· Helps to maintain a competitive edge
· Helps to raise the standard of living of the society
· Help to expand the business in the long run
Disadvantages
· It is difficult to give a clear message as compared to traditional marketing methods
· The motivation of the organisation falls
· Restricts the flow of funds in the system
Provide a definition of branding and include the advantage of branding.
Brand is psychological imprint in the mind of the customer created by the company to distinguish the product or service of the company with that of its competitors (Rosenbaum-Elliott, et al., 2015).
The advantages of branding are given below:
· Helps to develop brand recognition
· Help to keep marketing constancy
· Helps to increase credibility
· Helps to attract fresh talent
· Gives confidence
Discuss different branding strategies and which strategy is used by your organisation
Corporate umbrella branding: this is a marketing concept where there is a parent brand under which several products are made available to the market. Here the parent brand posses positive brand equity in the market (Sebri, and Zaccour, 2017). The different products under the parent brand do not use a separate brand for identification.
Range branding: the concept allows the expansion of a brand into the near buy territories of products which are complimentary to the primary brand. The brand can move over complimentary product.
Individual product branding: the technique where the company launches a product with a new and separate brand for itself and depending on the brand of the parent company.
The Arla Foods uses the corporate umbrella branding technique where the several products use the parent brand to provide their product in the market.
If your company uses relationship marketing, you could mention theory
Relationship marketing is the process to developing customer loyalty by interaction with the customer and long term relation. It focuses to develop a strong bond and connection between the customer and the company by providing the customer’s with the information required by the customer to make an informed decision (Zhang et al., 2016). This gives the customer the sense of value and help to promote open communication. The Arla Foods strictly follows the relationship strategy in its organisation.
The Ansoff’s Matrix Strategies: product development, market development, and diversification all add value to the consumer.
The Ansoff’s Matrix helps the managers and leaders to plan and devise plans for the future course of actions (Gurcaylilar-Yenidogan, and Aksoy, 2018). The three steps are discussed below which help to add value for the consumer.
Product Development: The managers evaluate the need and requirement in the market and develop product to cater to the need of the customer. This helps the customers to acquire product precisely as per their needs.
Market development: The managers evaluate the competition in the market and also evaluate similar product to position their product to show its superiority over its competitors.
Diversification: the managers follow the process of diversification by introducing several products in the market and not put all their eggs in one basket.
Stakeholders engagement and their impact on the marketing activities of an organisation
Provide a definition what is a stakeholder and also explain the internal and external stake holders for the company
Stakeholders are individual or groups of individuals who have a interest in the performance of the company (Ramus, and Vaccaro, 2017). There may be internal and external stakeholders.
Internal shareholder may include the board members, directors and even the employee of a company. For example; the employee would want the company to continue to perform so they would continue to have a job.
External shareholders are those who have an interest in the company’s performance and are not a part of the organisation structure like the Banks, Investors Customers etc. For example; the bank providing loan to a company would want the company to perform well to recover the money with interest.
State how the company communicates and engages with their internal and external stakeholders.
The company conducts board meeting and conferences to communicate with the internal stake holders. The communications are transferred with the help of memos and notices, whereas, the communication with the external stakeholder is done through meetings and press conferences. The flow of communication takes place with the help of the Annual Report.
Discuss how internal and external stakeholders impact the marketing activities
The external and internal stakeholders both hold an interest in the company’s performance. So, when a company is marketing a product which may not be profitable for the margins of the company but good for the brand image of the company and help to maintain a long term sustainable growth trajectory (Garcia‐Castro and Aguilera, 2015). Here, it may raise a conflict between the external stakeholder how are more focused towards the profits of the company.
[bookmark: _Toc7283782]Conclusion and Recommendation 
The study covers the marketing mix for the Arla Foods and how the company’s marketing strategies are affected from external and internal sources. The concept of brand and how necessary it is for the company. The different branding techniques are also briefly discussed. The stakeholders and the impact they have on the marketing strategies are also discussed in the study. I recommend the company to further enhance the relationship marketing strategy for a long term outlook.


[bookmark: _Toc7283783][bookmark: _Toc7283784]Task 1B: Reflection
Through the course of the study I observed that the company Arla Foods follows a very stable and environment friendly organisation structure. And this seems to be a very strong point for the company. And the use societal marketing concept together helps the company to build a very reliable and strong brand image for itself. I feel that the selection of the corporate umbrella branding technique is the most suitable as the parent brand itself is so strong that there is no requirement for and other brand. I feel the relationship marketing technique of the company help to impart knowledge about the product to enable customers to make an informed decision. The target segment of the company is children and by following the relationship marketing strategy the company builds a long term stable outlook for the company by developing a trust and bond with its customers. 
The company focuses to use different communication tools to like that of advertisement print media advertisement and billboards and the digital media marketing strategies. The effective mix of use different strategies to promote the product of the company. While segregating the population based on the demography the target customers selected were the children but I felt that the company should also target the wider segment of the society and cater to the older population as well. It’s not like they do not consume dairy products, this can open a huge barely tapped market segment for the company to venture into and make immense profits. 
By the use of the Social Media Marketing the company can connect to a very wider section of the group of population at a very competitive price and reach the communication it wants to convey in the most appropriate manner. Further I feel the use Ansoff’s Matrix gives the managers and leaders a better understanding of the market and competition prevailing in the economy. This helps the managers to evaluate the situation precisely and devise plans best suitable for the company at the moment of time. Thereby, increasing the probability of the company to sustain in the market and maintain a long term outlook for the future. 
[bookmark: _Toc7283785]
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