









Student name: Rinkal kishan Parekh
Student ID: 2110585

Module name: Marketing Management (ASSIGNMENT 2 25%)
Module code: LCMB001
Lecturer name: Tushara Bendran



1.0 Introduction
Marketing is one the basic or primary terms of any type or any kind of company. This particular word marketing is based on or mostly related with some other organizations which help a particular company to create some important values for the loyal customers of the company. The process or procedures for marketing are also helping the companies in building or making relationships that lasted for long times and also helps in the business transactions to increase the overall values of the business. The marketing process includes some special activities and the activities are like communications or interactions, innovations of the products, manufacturing of the products, supply of the products, distributions of the products and many other things that are very much associated with marketing strategies. In this particular project the marketing analysis and marketing management of a particular company would be done. The name of this particular company is Iceland Supermarket Ltd. The background of the particular company, the environments of the company for marketing analysis would be described in this particular project. The PESTLE Analysis and SWOT Analysis of this particular company would be done in the particular sections of this project. After that the Five Force model of Porter’s would be discussed in the particular section of this project. The marketing strategies and planning would also be described in the particular sections of the project. Almost all of the marketing techniques that a company should take to improve the business quality would be analyzed and discussed throughout this project. 
2.0 Background of the Organization 
Iceland Supermarket Ltd. is the company that is also known as Iceland Foods Ltd. this particular company is a British supermarket company and has its chains in the supermarket industries. The founder of this particular company is Malcolm Walker. This particular company was founded in the year of 1970 on 18th of November. The company was founded in the United Kingdom. The headquarters of this particular company are situated in Deeside, Wales, and United Kingdom. Iceland Supermarket Ltd. is a company that sells frozen foods, prepared meals, vegetables and all kinds of grocery items (Andreeva et al. 2017)
. Along with all these frozen foods the particular company also sells some other non frozen items of groceries, meat, dairy products and dry goods. This particular company is now working with almost thirty thousand workers or employees throughout the entire world. The company held almost 2.2% share of the food market of the United Kingdom. Iceland Supermarket Ltd. is the leading food specialist and frozen food supplier of the entire food market of the United Kingdom. This particular company respects the environment along with the programs that are activated to reduce the demands of the energies and maximize the use of gasses that are eco friendly. This particular company has taken some programs that help them to reduce the cutting of woods and packaging of the wastes. The Iceland Supermarket Ltd. has already grown to 752 stores all over the world (Brown et al. 2019)
. This particular company is enjoying almost around 25 years of profit growth and sales. In the year of 2014, this particular company has announced a sub brand named Food Warehouse. This Food Warehouse is the store of large wholesaler type that is selling the items as the other stores of Iceland Supermarket Ltd. The numbers of Food Warehouses stores are almost 140 as of 2021 surveys. In this current year, in the month of April, this particular company announced another sub brand named, Swift (Chang et al. 2018)
. It is a convenience store. In the year 2018, this company announced that they would draw a closure to the use of palm oils in their own products as the environment has severe impacts of the palm oil. This company became the first supermarket of the United Kingdom that helped to ban the use of palm oils.    


Figure 1: Products of Iceland Supermarket Ltd.
(Source: https://www.google.com/search?q=Iceland+Supermarket+Ltd.+images&tbm)
3.0 Marketing Environments
3.1 Macro Environment or PESTLE Analysis 

	Political
	Economical

	The political factors or challenges that are being faced by this particular company are the guidelines of the climate, duties of the employees, laws of the business, strategies for the charges of something, limited exchanges, changes in parties that are political, political steadiness, legislatures that are incorporated, issues of administrations, issues of merchandise, revolutions or protests in the company, corruptions, policy changes, bureaucracies are some of the important political factors of the company (Chernev, 2018). 
	The monetary loans, salaries of the employees, fees, charges, swelling economy, development scheme, management costs, technical costs, cost for producing and manufacturing the items, working hours, waging rates of the staff or employees, trading rates are some of the economical factors of the company that the company might be going through (Christodoulides et al. 2019). 

	Social
	Technological

	Demographic trending factors, equalities, distances from the power plants, roles based on the gender of the employees, social norms, class distributions, methods or strategies for online shopping, behavior patterns of the employees, planning and strategies to improve or develop both the business qualities and the marketing qualities are some of the important or significant social factors of this particular company (Danko et al. 2018). 

	Marketing is a word that is already associated with various kinds of technology. Social media, innovation of the technologies, development or improvement schemkes for technologies, managements for technologies, research and studies based on technologies, impacts or effects of the new technologies on value chains, structures of the costs, product life cyclones and so on are some of the important technological factors of this particular company (Ellram et al. 2019). 


	Legal
	Environmental

	Laws that are related with the employees’ protection, consumer protections, customer protections, protection of intellectual properties are some of the significant legal factors of this particular company (Evert, 2021).  
	Waste management system, recycling, uses of renewable technologies, weather or climatic conditions, eco friendly products, reactions of the customers to the eco friendly products, rules and regulations associated with the environment, avoiding the depletions of the resources are some of the important factors that the particular company might be facing or going through (Foroudi et al. 2017). 



Table 1: PESTLE Analysis of Iceland Supermarket Ltd.
(Source: Self-Created)


Figure 2: PESTLE Analysis of Iceland Supermarket Ltd.
(Source: https://www.google.com/search?q=pestle+analysis+images&rlz)
3.2 Micro Environment or SWOT Analysis 

	Strengths
	Weaknesses

	The strengths of the company are improved as they have gained the strengths of the entire food market and the stabilities of this particular company are getting developed as well. This is the way in which the people and the customers of the company are started to prefer the company and have trust in the products that are sold by this particular company. The products of this particular company are sold on a daily basis. Hence, the company has the strength to being profited or benefited by the loyal customers of the company based on the rate of everyday selling (Gölgeci et al. 2020)  . 
	With the strengths of the particular company the weaknesses of this particular company are being exposed too to the customers. Sometimes it has been proved that some of the particular products that are being sold by the company are not meeting all the required or necessary criteria of the consumers. Some products of this particular company are not sufficient enough for the customers. The innovation control for this particular company is seemingly very poor (Gornostaeva et al. 2019). 

	Opportunities
	Threats

	This particular company has many opportunities that are very much helpful for the company in taking the raw materials that are helpful to produce and make the products. The ideas are helpful as with the help of these ideas the company is able to pick the raw materials directly from the farmers. It will both helpful for the company and as well as for the farmers (Hurth et al. 2017). 
	This company is threatened by the competition of the market locally. Nationally and internationally. Many different kinds of competitors are there in the markets and they are trying to threaten the company with the same kind of product that they are producing. 


Table 2: SWOT Analysis of Iceland Supermarket Ltd.
(Source: Self-Created)


Figure 3: SWOT Analysis of Iceland Supermarket Ltd.
(Source: https://www.google.com/search?q=SWOT+analysis+images&tbm)
4.0 Porter’s Five Forces Model 
Porter’s five forces model is a significant model that helps the companies or organizations to recognize and analyze the five important forces that are competitive also. These five forces also help the companies to be in appropriate shape. The model is often used by the companies or organizations to identify the structures and determine the strategies of the particular organization that are suitable for the organization and help the organizations to improve the business qualities, the weaknesses and strengths of the companies are also identified by this model (Hutt et al. 2021)
. This model is very much effective for the companies that it can be applied or implemented to any sector of the company. This particular model is used for enhancing the long term profitability of the companies. This model is named after the professor of Harvard Business School, Michael E. Porter. The five forces of the company that are being identified by the model are, the competition in between the industry, strengths or potentialities of the new companies in the industries, suppliers’ power, the powers of the customers or consumers and last but not the least is the threat of the substitute products. The first force that is already mentioned above refers to the competitors’ number and the capabilities of the competitors to undercut the company. The power of the particular company could also be affected by the entrance of the new companies in the industrial market (Johnsen, 2018)
. The next force refers to the powers of the suppliers who can easily drive the costs of the raw material very high. This also ruins the business of the particular company as the raw materials are necessary to run any kind of business. The last thing that is also important is the substitute threat of the product. The availability of the substitute products in the markets can leave some options for the customers and they might go to the other available options. This will weaken the particular company. 


Figure 4: Porter’s Five Forces Model related with Iceland Supermarket Ltd.
(Source: https://www.google.com/search?q=Poter%27s+five+forces+images&tbm)
 

5.0 Advantages and Disadvantages of SWOT Analysis:
	Advantages
	Disadvantages

	It is very simple and very easy to understand for everyone.
	This model is oversimplifying the types and extending the factors. 

	It helps to analyze the internal matter or factors of the particular company and to solve the problematized factors. 
	Also ignoring some strength and weakness factors of the company that might affect the business of the company. 

	Helps to encourage the developmental or improvement strategies. 
	Focusing on the external environment is too broad and integrative for the limitation of the company. 

	Helps the managing body of the company to focuses on the strengths of the company and build the opportunity for the company. 
	Sometime it is not representing or prioritizing the issues that might affecting the business. 



Table 3: Advantage and Disadvantages of SWOT Analysis
(Source: Self-Created)
6.0 Recommendation: 
There are some recommendations for the marketing strategies that should be practiced by every company of every industry. The first one is the company should educate the employees about the products, they have to personalize the messages of marketing, data should be creative, the company should invest in the original research, the contents of the product should always be updated. The company have to try the subscription and made the products branded, the company should expand the guest blogging opportunities, to advertise the branded products the company have to use more videos.  
 

7.0 Conclusion 
The particular project is based on the marketing analysis and marketing management of Iceland Supermarket Ltd. The project contains various sections. The first section or the introduction contains the basic information about marketing. The introductory part builds or sets up the connection line throughout the project. Then, the next part contains the background of Iceland Supermarket Ltd. the background of the company and all the basic or primary information about this particular company is given in this portion. After that, the marketing environment is divided or classified into two different sections. The macro environment analyses the PESTLE factors of this particular company with the help of a table. The micro environment section analyses the SWOT or Strengths, Weaknesses, Opportunities and Threats of the company with the help of another table. After that, the planning or strategies for marketing are discussed. The situational analysis is also done to complete the project. After that the marketing process and segmentation processes are also analyzed in the particular sections. Then, the techniques and analysis of the strategies are also discussed in the particular sections. The brands products of the company are identified, the equity of the branded products are described in particular portions. After that, the techniques that are used to communicate or interact with the market are analyzed and described. After that, the strategies for digital marketing, the converged strategies, and the socializations of the customers are described. At last the conclusion consists of  the entire framework or infrastructure of the project. The information that is given in the project is readily available in the internet sources. All information is easily accessible and very easy to understand for the students as well as for the beginners. The information is collected and given from various literary pieces and journals with all the possible perspectives, wisely to complete the project.   
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