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Task: Processes and stages of Marketing including the role of Marketing mix according to Dior
Introduction
This essay will demonstrate various marketing processes used by DIOR which helps the organization in developing its business in the UK. This essay also concerns on both macro (external) and micro (internal) situational analysis of retail industry of the UK so that DIOR could effectively evaluate and implement STP (Segmenting, targeting and positioning) model to make their product easily available to their target audience. 
[bookmark: _Toc46591016]Discussion
Marketing resembles various exercises a company incorporates for the promotion of their products and services (Tipa et al., 2018). Marketing process consists of different methods which enable an association to look for problems faced by the customers and evaluate opportunities in the market and thus manufacture products and deliver them to the appropriate customers (Grönroos, 2017)
The Mission Statement of DIOR is to turn into the world's most mainstream brand in every product that improves their way of life (Pouillard, 2018). Situational analysis helps in evaluating the macro and micro environmental aspect of DIOR. SOSTAC model supports DIOR to do a detailed situational analysis which illuminates ensuing choices made about systems and strategies. Objectives of DIOR are to give customers the most excellent limited time stock accessible around the world. In order to fulfil these objectives DIOR uses STP (Segmentation, targeting and positioning) marketing strategy. Dior utilizes a blend of segment, psychographic and behaviour division procedures, this ensures that their product reaches their target customers.  Implementing STP marketing strategy, this would help DIOR in expanding the business and also provides support in reaching out to their target customers for improving their sales, thus strengthening the customer company relationship. In order to take control over the entire marketing process, marketing managers and associated responsible authorities set KPIs or key performance indicators such as customer feedback, ROI, annual revenue growth etc. to understand the progress rate of marketing plan and make changes accordingly (Miralles et al., 2016).


[image: ]
Figure 1: Marketing process
(Source: Corrie and Jones, 2014)
PESTLE analysis plays an important role as analysing each and every factor in pestle analysis helps the company to study the impact of the external environment it has on DIOR. Evaluation of political factors in us is very important; since the government of the UK has opted out of the EU it has contributed in weakening the pound and has created an unpredictable trade environment in entire Europe. This has resulted in lowering the profit margin (Thompson and McLarney, 2017). Consumer protection rights have also impacted the DIOR market. This will lead in huge rise of consumer, who will start raising issue with every product. Therefore political factor are unfavourable for establishment of DIOR in UK as UK has seen an exit from EU that has impacted in the profitability of the organisation.
Although there is a tough political environment in the UK but it has a very stable economic environment due to high GDP in the UK which is now about £2.2 trillion (Lea, 2019), DIOR has a chance to make huge profits.  Apart from this due to the high population of the UK the demand of any products is much high therefore it provides DIOR with a high market to sell its product. Therefore due to high rate of GDP, economic factors of UK are favourable for DIOR.
Social diversity of the UK is high; this leads to a large variety of clothing habits and in all segments of the society such as age groups and genders. DIOR tends to make more profits in the age group of 40 to 65(Evans, 2017). In many parts of the UK, the demographic markets do not wish to work in retail business as labourers are not paid well; this is a concern for DIOR. Then  due to high social diversity of UK is highly favourable for DIOR. 
In the technological environment with the advancement of technology and easy access to internet e-commerce is developing at a very rapid pace, DIOR has now concentrated in e-commerce and is working on creating a strong foot in the e-commerce market (Kurnianto et al., 2019). Online websites are being developed for ordering various products. Apart from this, technologies like augmented reality and virtual reality have helped customers to shop better. So  due to significant rise in e-commerce and high technological advancement of UK immensely favours DIOR.
Legally in the UK with the inclusion of Equality Act 2010, Health and Safety Act 1974 and Data Protection Act in 2018 have helped in development of retail business. With the help of this, DIOR will receive high option in recruiting its employee and also provide them with workplace pension which will also attract individuals for working in DIOR. However, companies would have to face barriers in the business decision-making process as well. Therefore with the implementation of Equality Act 2010, Health and Safety Act 1974 and Data Protection Act in 2018, legal factors of UK favour DIOR significantly in recruiting process.
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                                      Figure 2: Products of Dior
                                       (Source: Dior.com, 2020)
Dior has now set out to manufacture products, which are more eco-friendly, due to the rise in awareness of ethical and environmental ideas in the UK. With its help the customer and organization relationship will get a boost. Currently during the outbreak of pandemic like Coronavirus have reduced the growth of DIOR, they should adopt various methods like sanitised products and hands free delivery to attract customers and improve their sales.
Conducting and analysing Porter’s five forces are important to understand market competitiveness. In the retail industry the bargaining power of the supplier is highs providers possess enough capacity to direct the business. Suppliers are the main aspects of retail industry and the significant job of every chain of supply happens because of them. In the retail industry customers possess a high bargaining power. During the present economic emergency customers are exceptionally sensitive to the price and pulled in towards the low costs, furthermore with accessibility of online e-commerce, the costs of items are effectively thought about and in this manner chosen. Items have little separation and are progressively normalized; the exchanging cost is extremely low along with the purchasers can without much of a stretch change, starting with one brand then onto the next (Kurnianto et al., 2019).
There is a high threat of new entries in the retail section in the UK regarding organization introduction. This is creating problems for existing organizations to grow and develop to a strong hold in the market. Although it is actually quite tremendous risk involved and any new organization trying to get into the retail industry must have to be strong financially and should keep up with the market during the time of recession. Threat of substitutes in the retail industry is high as it has a wide scope and could provide various types of products. An association with low cost product and variety of products available could easily substitute a well-established organization, since people mostly get attracted to buy products at a lower range (Boudreaux, 2020).The competitive force of serious contention in the retail industry is very high Threat of Competition in the retail industry also comes up with ideas in client business practices, needs and requests, publicizing interchanges, online exchange, etc.
The main strength is the strong branding of DIOR in-front of its target customer and its availability in each social platform has helped them enhance its popularity amongst a vast audience. DIOR has a wide product portfolio including quality spirits and wine, perfumes, fashion wear, leather goods and cosmetics that attracts people in opting for DIOR. Weakness of DIOR could be stated as DIOR is recognized for its brand and professional and innovative methods for manufacturing of goods. Thus the name of the brand relies on the quality and delivering methods along with its marketing strategies. Managerial team of DIOR is less efficient compared to any other departments, which could be a serious weakness of the firm (Boland-De Vito, 2017). Apart from this, its presence in various countries is open to threat of changes in economy in various countries. Opportunities provided by DIOR are the reformation in lifestyle and improving the middle class along with loyal customers in the UK helps DIOR to grow in this sector. Rising demands in quality products in the last decade and involvement with the current growing market scenario has helped DIOR to sustain in a highly competitive sector. There are various threats to DIOR as it is concentrated in manufacturing fashionable outfits there is always a sense of danger of changing the sense of fashion in the mind of the people this result in a very little life span of its products. There are many local organizations who also try to copy their design which will impact the growth of the company. The growth of this local organization is a threat to DIOR as it provides competition to DIOR.
PESTLE and SWOT analysis are very much related in regards to business analysis. Pestle analysis helped in observing the external environmental factors of the UK such as its political scenario, its economic stability and GDP this could lead to the growth of DIOR whereas SWOT analysis focuses on internal factors like DIOR’s strength and opportunity, for the development of DIOR. With the help of this analysis developed economic infrastructure would improve the financial stability of DIOR in business that is required for international expansion and accomplishing further growth opportunities (Islam and Mamun, 2017).
SWOT analysis plays an important role in building up strategies. Many successful retail businesses have used swot to grow their business. SWOT helps to build on their growth, eradicate their weakness, grab each opportunity and eliminate their threats. It also assists in directing towards goals and organising sessions to understand both internal and external aspects which are working for or against to achieve the objective of the organisation (Gürel and Tat, 2017). Apart from this it also restricts an organization and thus organizations are unable to handle these problems such as government legislation, economic culture, poor industrial relation and many more (Pan et al., 2017). 
The reason STP (Segmentation, Targeting and Positioning) strategy is so effective to DIOR because it helps DIOR to segregate huge market of UK into smaller market and thus makes it easier to implement methods which would help DIOR in their business growth(Heinemann, 2017). DIOR segments its customer demographically on the basis of their gender, as clothing and fashion sense of both males and females are different from each other. DIOR especially focuses in ladies’ fashion clothes and accessories. Due to this DIOR focuses in manufacturing ladies clothes, handbags, makeups, perfumes and shoes. This allows DIOR to attract and target ladies customers more. DIOR also segments its customers geographically in order to provide their products of the customers according to the demand and requirement in that particular area. Additionally, the segmentation of their customers according to their socio economic status is also very essential for DIOR. Generally the prices of different products of DIOR is too high, this assists DIOR deliver their products to the customers with strong socio economic status.
Targeting customers helps DIOR in making effective and quality ladies products and earns more profits. DIOR targets its female customers and provides them with exclusive and attractive offers that help DIOR in increasing the sale of its products. For encouraging male customers DIOR offers high variety of products this variety of product helps to create more appeal towards the male customers which leads to increase in the sale of male concentrated products. DIOR has enable itself in positioning its brand name fruitfully in in the present market situating this conveys rich legacy as well as challenges the usual trend of modern society and different fashion industry. DIOR has also managed to position itself as a professional brand in the present market.
[image: Dior grows in Latin America: opens first stand-alone stores in Mexico]
					Figure 3:Dior Shops
					(Source: Barreiros, 2019)
Many businesses have utilized marketing mix as an instrument to improve and sell their product. Understanding and building elements of a marketing mix enables an association to take decisions which will result in high profit in each level. Such decisions aid any organization to enhance its strength and restrict its limitations and enable an organization to adapt according to changes in the market (Išoraitė, 2016). 
Unique selling point (USP) of DIOR’s product is its unique fashion sense. This gives an edge to DIOR’s product over various similar products which are available in the market is a key feature of DIOR. Company has a wide product portfolio to attract mass customers. DIOR implements its value based positioning strategy to improve its brand name in the market. This strategy of DIOR assists the organisation to significantly create a premium brand name for itself. Dior has been using a competitive pricing strategy and offering best quality products to customers at the most affordable price rates that would definitely help the company to scale up their sales and profitability figure(Furukawa, 2019).DIOR has implemented prestige-pricing strategy as the organisation need to ensure its customer that it provides product of optimum quality and even provide effective service to the customer after selling of their product. Analysing the places DIOR wants to sell its product such as online or wholesale is very important. Evaluating the place used by their competitor and understanding the place where their target customers are available and analysing the modes for buying of their target customer is a key feature. DIOR focuses on direct channel for making its products available and not indirect channel because has established 210 outlets in different location of UK to provide a direct channel for distribution of its product. This helps DIOR in reaching out to more customers and sells their products directly to the customers.
DIOR consists of almost 2811 brands which are distributed among 445 stores across the globe (Barreiros, 2019). DIOR does not depend only on a single mode for their promotion, they also analyse the modes of promotion used by their competitors and then evaluate which among those would be best for them to use for their promotion. DIOR uses both online and offline promotional channels such as Facebook and daily newspaper so that it reaches a greater audience. DIOR has been following systematic business procedures to uphold their business performance standard and market competitiveness in the global business arena. 
Analysing the target customer and evaluating their mind-set, needs, skills and attitude helps DIOR in delivering products which are demanded by the target customer. As per 2018, DIOR have employed almost 85 thousand individuals (Rini and Setyowati, 2019), these individuals are the real asset for the organization. DIOR ensures that they use effective processes to deliver their product to them efficiently. Making user friendly approaches and processes are key features. In order to increase its customer satisfaction DIOR has set up a customer service department where it allows customer to complain through e-mail or phone about their issue with any type of products. These complaints then reach DIOR’s customer service department which promptly addresses the issue of the customer and provide necessary solution as well. Physical evidence of DIOR products includes packaging, brochures, internet pages, paper work, business cards and many more. DIOR inspects the look of their various elements and ensures that the look is matching with the name of the brand (Baer et al., 2018).
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Figure 5: Dior Products
(Source: Dior.com, 2020)









[bookmark: _Toc46591017]Conclusion and Recommendation
It can be recommended that DIOR can implement product diversification and product development strategies from Ansoff matrix in future. DIOR will implement product diversification in order launch new and innovative product in the market that will help the organisation in increasing its sale and attract more customers to sell its product. Product development can be then used by DIOR to regularly modify its new product as well as produce more variety of the same product. This will help DIOR in increasing the customer satisfaction and thus generate more profits in future. It could be concluded that marketing fundamentals is an idea where every organization should understand the requirements of the customer and then make appropriate decisions to fulfil their requirements.
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