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Cookies Product: Peanut Butter 
In the cookies aisle, I can see various elements of business. I can spot the element of place, product, price, and promotion. It is evident that the place, which Bruskova (2019) suggests as the location and channels of distribution, is taking a new dimension following the emergence of an online retailing system. The products: Fantasies Peanut is in capturing potential markets due to its high demand. In that line, the pricing strategy of peanut butter depends on customer segments: product promotion and its availability. Lastly, I observed that the communication strategies such as online advertising and the use of social media played a critical role in peanut butter promotion.
The delivery process of the groundnut to the store is mainly via railroads and roads on the land. The car transport facilitates the movement of the peanuts from the small scale commercial farmers. The car transport is preferred to other forms of transport as it enhances effectively delivery of the peanuts. Thereafter, the peanuts are roasted, grinded and mixed. In the grinding process, emulsifiers are used to keep the peanut oil in suspension thus leading to the production of a natural peanut butter. Moreover, the transportation costs incurred when transporting the peanuts to the manufacture’s store makes the prices of the final product: peanut butter relatively high. This is clearly justified in Shively & Thapa (2017) suggestion that labor and transportation cost of a commodity may make the product’s price to either increase or decrease.
[bookmark: _GoBack]The production, human resources, and marketing played a significant role in the development of peanut butter (Caldera et al., 2019). For example, the high increase of peanuts that were roasted and sold all over might have led to the rise of natural peanut butter. Again, the availability of human resources like labor, manpower, and personnel by the grocery made it easy to process the peanuts. Finally, the manufacturer's financial strength facilitated the bulk purchase of the groundnuts thus the rapid development of peanut butter.
To increase engagement across the marketing spectrum of peanut butter, a manufacturer must use a combined marketing approach (Walsh & Dodds, 2017). Combined campaigns on the product through the use of online video advertisements, social media, and other traditional advertisement techniques like print advertisements enable the manufacturer to reach a wider range of peanut butter consumers.
The competitive environment present on the shelves poses a great challenge on the sale of peanut butter. The direct competition is realized following the major rise of other peanut butter brands. As Walsh & Dodds (2017) argues, natural peanut butter brand faces stiff competition from other brands like the Peter Pan, Skippy, and Justin's peanut butter brands. Nonetheless, the manufacturer works hard in his product promotion sector to ensure the natural peanut butter brand leads in the corporate world.
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