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[bookmark: _Toc142908523][bookmark: _Hlk142553918]Introduction
Companies around the world are trying to develop their businesses in a dynamic environment, where marketing plays a crucial role to ensure that certain level of success is achieved. This report aims to elaborate in depth different approaches, having certain methods and practices in place that can support the analysis and findings. The marketing process, according to Kotler et al. (2020, pp.42–52) and Kotler and Keller (2016b), is a set of actions that businesses take to recognise, foresee, and financially meet the needs of clients. It involves applying a strategic approach to understand the market, creating and putting into practise marketing plans, and evaluating the outcomes. The following steps are usually included in the marketing process: marketing research and analysis, segmentation, targeting and positioning, marketing mix of 4 or 7Ps, implementation, control, and evaluation.
[bookmark: _Toc142908524]Marketing and business environment
According to Kotler and Keller (2016a, p.27), the American Marketing Association provides the official definition of marketing as “The process of developing, communicating, delivering, and trading offerings that are valuable to customers, clients, partners, and society at large collectively is known as marketing.” Dealing with these trade processes requires a lot of effort and expertise. When at least one party to a possible trade considers how to get the desired answers from other parties, marketing management has occurred. As a result, we define marketing management as the art and science of selecting target markets as well as gaining, keeping, and developing a customer base through the development, supply, and distribution of greater customer value.
According to Kotler and Keller (2016c, p.697), Marketing Implementation is the process of turning marketing plans into tasks and ensuring they achieve the plans' stated goals is known as marketing implementation. If a strategic marketing plan is not carried out properly, it is worthless. Implementation deals with the who, where, when, and how of marketing efforts whereas strategy deals with the what and why. They have a close connection; for instance, the strategic choice made by senior management to "harvest" a product must be translated into concrete tasks and directives.
Objectives can be set in marketing environment, macro and micro environment, public, demography, sustainability etc. (Kotler et al., 2020b, pp.71–96): The marketing environment consists of the external forces that influence a business's ability to operate successfully. Economic, social, technological, political, and cultural issues are among these causes. Setting goals for recognising and adapting to environmental conditions is critical for good marketing strategy. The macro environment refers to the bigger sociological and economic elements that influence a business, such as demography, economic situations, and regulation. Customers, rivals, suppliers, and middlemen are examples of factors in the micro-environment that are more directly tied to the company. Setting goals for analysing and responding to both macro and micro environmental aspects helps in the development of targeted marketing strategies. Sustainability goals include taking responsibility for the environmental and social implications of marketing efforts. Companies are increasingly focused on sustainable practises in order to fit with customer values and make a positive contribution to society. Setting goals for long-term marketing practises helps improve company reputation and consumer loyalty.
Strategies in marketing are as follows: Segmentation, targeting, positioning, promotion, differentiation (Kotler et al., 2020c, pp.199–222). Segmentation is the process of fragmenting a large market into smaller, unique segments based on shared qualities, demands, or behaviours. After identifying segments, a company chooses one or more specific groups as its target audience. Targeting means evaluating the attractiveness of various segments and choosing which ones best relate with the company's resources and capabilities. Positioning refers to how a business promotes its products or services to customers in comparison to competitors. Promotion includes all of the actions a business takes to reach out and inform the target market about its goods and services. This includes marketing campaigns such as public relations and sales promotions. Differentiation means creating an original attractive value proposition for a company's goods or services.
The process by which businesses evaluate the results of their marketing initiatives and plans and make the required corrections and modifications is known as marketing control. The four different forms of marketing controls that are required are annual-plan control, profitability control, efficiency control, and strategic control.
The marketing process is a continuous cycle of planning, carrying out, reviewing, and adapting to match changing circumstances in the market and client needs rather than a single activity. It is a dynamic and ongoing process that aids in organisational adaptation to the constantly changing business environment.
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A microenvironment and a macroenvironment both exist in the marketing environment. The microenvironment involves of everyone close to the firm that affect its capacity to engage and service its consumers - the company, suppliers, marketing intermediates, consumers, competitors, and publics. There are different categories of customer markets: domestic, foreign, business, and reseller.
The macroenvironment is made up of the wider societal forces—demographic, economic, ecological, technical, political, and cultural—that have an impact on the microenvironment. These forces form opportunities and offer risks to the firm (Kotler et al., 2020b, pp.71–96).
[bookmark: _Toc142908525]PESTEL analysis for Waterdrop and definition
One fundamental tool for business strategy and planning is PESTEL analysis. It is a technique for evaluating the performance of organisation and the effects of the business environment. PESTEL analysis is used to identify the external macro-environmental factors that may influence the operations and strategic decisions of a business.  According to authors (Whittington et al., 2020; PESTEL Analysis, 2022) PESTEL analysis is specific political, economic, social, technological, ecological, and legal aspects of the environment. This list indicates that the environment involves both market and nonmarket elements. As reported by PESTEL Analysis (2022) details, mention below:
1. Political: 
The company can be affected by various UK policies; for instance: Health and Safety Regulation, Tax Policy, Import and Export Policy, General Data Protection Regulation (GDPR), Sustainability Regulations.
Positive impact: Environmental sustainability are becoming more and more important in the UK. A favourable atmosphere for Waterdrop is created by the government's support for green projects, such as rules that encourage sustainable practises. Additionally, the company's growth prospects are improved by governmental stability and a supportive business environment (British Business Bank plc, 2023).
Negative impact: Waterdrop's operations may be impacted by any changes in environmental laws or governmental directives. The company might have to alter its products or procedures in response to new or tighter rules, which could result in higher costs or compliance difficulties (MacLennan and Forwood, 2021). 
2. Economic: 
A variety of economic conditions in the UK can have an impact on Waterdrop's business operations and strategic decisions. These factors can have an impact on the company's financial performance, pricing tactics, market demand, and overall growth prospects (Inflation and exchange rates interest rates, economic growth and stability, employment rates, disposable income). 
Positive impact: Waterdrop has opportunities to attract customers with higher disposable incomes who are prepared to spend in eco-friendly items thanks to the UK's stable and developed economy. 
Negative impact: Changes in the economy, such as periods of recession and todays inflation which is 7.95% according to (Rate Inflation, 2023) or currency instability, may have an effect on consumer spending and corporate investments, which may decrease demand for Waterdrop's products. When times are tough, buyers could choose to forego eco-friendly purchases in favour of necessities.
3. Social/Cultural: 
Positive impact: Waterdrop's mission is in line with the growing social awareness of environmental issues and sustainability in the UK (Tan, 2023). The market for the company's water-saving solutions is favourable due to the increase in environmentally conscious consumers.
Negative impact: Different UK regions may have different cultural preferences and attitudes towards water conservation. It could be difficult for Waterdrop to modify marketing messages to appeal to various social values and views (Gilg and Barr, 2006).
4. Technology: 
Positive impact: The UK is renowned for its technical innovations which can help Waterdrop's business operations and marketing initiatives. The company's ability to compete can be increased by embracing advances like clever water-saving devices and digital marketing (Waterdrop®, 2020) and (Gao, 2023).
Negative impact: If Waterdrop is unable to keep up with business improvements, rapid technology changes could provide problems. If there are competitors with more sophisticated technologies which can have an advantage.
5. Legal: 
In the UK many laws and regulations can affected the Waterdrop business such as Customer Protection Laws, Health and safety Regulations, Environmental Regulations, Intellectual property Law, Employment Laws, Discrimination Laws, GDPR.
Positive impact: Waterdrop's mission is in line with the UK's dedication to environmental preservation and sustainable practises (Tan, 2023). The company's reputation and market acceptance are improved by compliance with current environmental and safety laws (The National Archives, 2011).
Negative impact: Any adjustments to legal or environmental criteria could raise costs for operations or limit certain practises.
6. Environmental:
Positive impact: The UK has a favourable market environment for Waterdrop's products and solutions due to the country's growing awareness of water shortage and the value of water conservation.
Negative impact: Lack of rainfall may affect the supply of water and consumer behaviour, which could have an impact on Waterdrop's sales and operations.
Opportunities for Waterdrop exist as a result of the country's rising interest in environmental sustainability, stable economy, and technical improvements. Waterdrop needs to address some possible issues, though, like new legal requirements and cultural preferences. Waterdrop can successfully navigate the UK business environment and capitalise on its objective to offer water solutions by utilising the favourable elements and proactively addressing the unfavourable ones.
[bookmark: _Toc142908526]Porter's Five Forces Model for Waterdrop and definition
According to Scot (2022) and Whittington et al. (2020), this technique can help to highlight a sector's shortcomings and strengths by identifying and analysing five competitive forces that affect every industry. Applying the model for Waterdrop as follow:
Threat of New Entrants (Medium): Waterdrop faces a medium threat of new entrants. Even though the company offers hydration solutions with extra vitamins and an emphasis on sustainability, the market for such products may still attract new entrants. Establishing a brand presence, producing unique cube compositions, and implementing sustainable practises, on the other hand, could work as entrance challenges.
Supplier Power (Medium): Waterdrop's supplier power is likewise considered medium. Waterdrop may need to rely on a small number of suppliers for its ingredients and packaging because it offers specialised hydration cubes with unique vitamin mixtures. Diversifying its supplier base and developing good connections might help in reducing possible supplier power.
Buyer Power (Medium to High): Waterdrop has a medium to high level of buyer power. The market for hydration solutions is highly competitive, even though the distinctive offers and sustainability focus may have some impact on consumer decisions. Customers have a variety of options for comparable goods, and their price sensitivity may affect their buying power.
Threat of Substitutes (High): There is a high risk that hydration cubes made by Waterdrop will be replaced. The market is filled with a variety of substitute hydration items, including bottled water, additional water boosters, and even additional vitamin supplements. To effectively set itself apart from these alternatives, Waterdrop must highlight its unique advantages and sustainability benefits.
Competition (High): The level of competition in the market for hydration products and water enhancers is significant. The competitors are, but not only, Volvic, Vitamin water (by Coca Cola), Oshee, Wow Hydrate, Get more vits. There are many businesses that sell comparable goods, making the market crowded and highly competitive. Waterdrop must constantly develop, sell its distinctive characteristics, and retain a strong brand presence if it is to stay competitive.
In summary, to compete in this crowded market space, Waterdrop must continuously focus on distinction, innovation, and successful marketing techniques. For the company to achieve a competitive edge and effectively navigate the competitive landscape, it will be crucial to strengthen the sustainability component and focus on the unique value proposition of its hydration cubes.
[bookmark: _Toc142908527]Porter's Five Forces Model's advantages and disadvantages for Waterdrop
· [bookmark: _Toc142908528]Advantages
The Porter's Five Forces Model assist Waterdrop in understanding all aspects of competition in its industry. It provides a thorough picture of what is taking place in the market.
The company Waterdrop can identify possibilities and problems using this method. It functions as a guide for creating effective company plans.
Regarding the competition, Waterdrop might think of ways to differentiate themselves and outperform rivals by being aware of how tough the competition is, such as Volvic, Vitamin water (by Coca Cola), Oshee, Wow Hydrate, Get more vits.
The Porter's Five Forces Model helps Waterdrop in identifying risks such as emerging rivals or substitutes that might replace their own. Being aware of these threats helps them to be ready.
Porter's strategy examines five crucial areas, allowing Waterdrop to concentrate on the issues that will have the biggest impacts on their company.
· [bookmark: _Toc142908529]Disadvantages
The model only considers some aspects of the business environment. Not everything that might have an impact on Waterdrop is covered. For instance, political, economic, social factors and innovation.
The model provides an overview of the market, which conditions are always changing. What functions today may not function tomorrow. For instance, consumers preferences or marketing strategies could be reshaped in rapidly changing business environment.
Using the model correctly takes time and effort. It could distract Waterdrop attention from other crucial activities.
[bookmark: _Toc142908530]SWOT Analysis
SWOT analysis is the most popular strategic analysis models. It entails analysing the company's capabilities' strengths and shortcomings as well as any possibilities and risks the company may face, (Whittington et al., 2020). 
	Strength
	Weakness

	Unique products.
Natural mineral solution.
Easy-to-use product.
Big variety of product and benefits.
Health and wellness trend.
	Some customers may be unfamiliar with the concept of mineral cubes.
Specific target audience.
Competitive environment.
Environmental concerns.

	Opportunities
	Threats

	Solutions for functional hydration.
E-commerce development.
Customization and personalization.
Educational campaigns.
	Substitute products.
Regulatory inquiry.
Perceived effectiveness.
Economic uncertainty.


(Waterdrop, 2023), (ASDA, 2023)
Offering an original and innovative way to improve water quality by incorporating necessary minerals into drinking water, Waterdrop's mineral cubes may appeal to consumers who are health-conscious. Usage of natural minerals in the cubes fits to the trend of seeking natural and organic solutions, appealing to consumers seeking alternatives to artificial additives. Mineral cubes are available in a variety of flavours and compositions, such as those that enhance immunity or increase hydration, which can appeal to a wide range of consumer tastes. As consumers put a higher value on health and wellness, mineral cubes may benefit from this trend by providing an easy solution to improve the taste and healthfulness of drinking water.

[bookmark: _Toc142908531]Recommendations as per my opinion.
Waterdrop can better understand their competitors and the market thanks to Porter's Five Forces Model. It's a useful tool for making plans and staying on top of things. To make the best decisions, Waterdrop must consider a variety of additional aspects in addition to this model. Combining several strategies can help Waterdrop make better decisions and achieve better outcomes.
Examine creative packaging ideas that support Waterdrop's commitment to sustainability. This could include the use of biodegradable materials or the creation of packaging that promotes recycling or upcycling. Keep the focus on sustainability in the sourcing, packaging, and design of their products. By employing environmentally friendly products, reducing plastic usage, and following sustainable supply chain practises, Waterdrop may further reduce its impact on the environment. Company can develop a programme whereby customers can recycle or reuse used Waterdrop packaging. This shows how dedicated the business is to sustainability and smart usage.
Work together with health retailers, and online marketplaces to increase the reach of Waterdrop goods. This may make it more accessible to a larger audience. Examine potential clients for collaboration with fitness centres, spas, wellness retreats, and companies that specialise in health. The company may reach groups of consumers who are active and health-conscious by selling Waterdrop products in these environments.
By following these recommendations, Waterdrop may establish itself as a leader in the hydration and sustainability industries, capture new markets, and develop long-term relationships with its clients in the UK. With a strong commitment to sustainability, Waterdrop can continue to develop, increase its impact, and establish its position as the leader in the industry of modern hydration solutions.

[bookmark: _Toc142908532]Ansoff Matrix
According to Kotler et al. (2020d, p.46), the Ansoff Matrix is a strategic tool that businesses use to think through their growth goals. It comprises of four distinct approaches that show companies how to develop and grow: market penetration, market development, product development and diversification. 
Market penetration is the approach, which involves boosting the sales of current products in current markets. Companies seek to increase their customer base or push current consumers to make larger purchases. This can be accomplished via strategies like aggressive advertising, changing the pricing, or improving client loyalty programmes.
Market development: With this approach, businesses look to expand by bringing their current items to new markets. This may require expanding into new geographical areas or targeting new type of client. The idea is to come on new market.
Product development: To satisfy the needs of their current clients, businesses that use this strategy concentrate on developing new items or improving existing ones. This strategy heavily relies on innovation and research as companies try to offer better or completely new items to their loyal consumers.
Diversification involves introducing new items into new markets. This approach carries risk but also has the potential for profits. It can be done by related diversification, which means entering a new market with items associated to the company's current portfolio, or unrelated diversification, which is entering a new market with unrelated products.
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(Kotler et al., 2020d, p.46)
For Waterdrop company in this repot I choose market development strategy (expanding to new markets) and product development strategy (improving the product line).
· [bookmark: _Toc142908533]Market development strategy (expanding to new markets for Waterdrop).
A business that wants to expand will use market development to bring its current items into new markets. This may require expanding into new geographical areas or targeting and segments new type of client.
Take Waterdrop, the firm that creates those innovative hydration cubes, as an example. Currently, European countries are where they sell these cubes the most. If they decide for a market expansion approach, they might export their hydrating cubes to UK or USA, for example. By doing this, they aim to bring in fresh consumers without changing their offering.
· [bookmark: _Toc142908534]Product development strategy (improving the product line of Waterdrop).
To meet the demands and preferences of the existing client base, product development involves creating new products or improving existing ones. To keep clients interested, this method seeks to provide something new and interesting.
Let's assume that Waterdrop has had success with their hydrating cubes once again. They might experiment with new flavours like strawberry lemonade or even different vitamin combinations as part of a product development plan. By doing this, they're offering their current clients something fresh and interesting to discover, which can boost their loyalty and interest.
In conclusion, product development involves developing new features, variations, or innovations that attract to current customers, but market development focuses on expanding into new markets with existing products. Both strategies aim to expand and grow the company.
[bookmark: _Toc142908535]Conclusion
In conclusion, every organisation which is desire successfully to passe through the dynamic business environment, must do external analysis. The environment in which Waterdrop operates is affected by several external forces. This research has critically examined the macroenvironmental factors and the competitive environment that affect Waterdrop's operations in the UK using the PESTEL analysis and Porter's Five Forces Model. 
The PESTEL analysis showed that in the UK, where sustainability and health consciousness are highly valued, Waterdrop works in an encouraging political and social/cultural environment. Opportunities for expansion are provided by the strong economy and technological advancements. But difficulties like economic fluctuations and prospective regulatory amendments highlight the significance of flexibility and risk management.
A competitive environment with medium to high buyer power and a high threat of substitutes was identified by Porter's Five Forces Model as being faced by Waterdrop. To keep a competitive advantage, the business must differentiate itself, innovate, and build strong brands.
Focusing on environmentally friendly packaging, growing collaborations with health retailers, and expressing its dedication to innovation and sustainability are some suggestions for Waterdrop. Additionally, applying the product development plan to improve its product offerings and the market development approach to reach new geographic areas will help Waterdrop in expanding and keeping customers.
Incorporating these guidance and ideas into its strategic planning will help Waterdrop manage the opportunities and difficulties caused by the UK's external business environment. As a result, Waterdrop will be in a better position to fulfil its purpose of offering innovative and environmentally friendly hydration solutions, while also expanding into new areas and maintaining its competitive advantage.
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