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[bookmark: _Toc48599334]Introduction
Marketing is one of the essential aspects when it comes to company growth and development. A company is often affected by the marketing team and is one of the essential departments within an organisation. The analysis that is provided by the marketing team is used to devise product development, funding and human resource. Therefore, marketing is one of the departments that play a significant role in the growth and development of an organisation. In this report, a detailed study will be done on marketing and the various strategies used by the company for branding. The analysis will be done based on Ansoff's matrix, and a detailed analysis will be provided on stakeholders and how the company uses stakeholders to enhance growth and sustainability. The company that has been considered is Hermes Paris, a luxury brand founded by Thierry Hermes (Hermes, 2020). 
[bookmark: _Toc46500157][bookmark: _Toc48599335]Discussion
It is essential to understand the role of marketing in creating value for customers, which would be discussed hereunder. The societal marketing concept is the one, which discusses the fact that a company should not only consider consumers, but they should also consider other aspects namely society and company profits (Bresciani et al., 2016). It means that the company should ensure that they are providing several essential aspects which are valuable to not only the consumers but to the society as well. It is to say that the company will consider the development of long term products which will ultimately help in company growth even in the future. Hermes Paris takes special care to ensure that all of these three aspects are being maintained for the company. 
[image: ]
Figure 1: Societal Marketing Model
(Source: Brescianiet al., 2016)
The first aspect that needs to be considered is related to consumers. Hermes Paris develops the best quality products for consumers. The company ensures that the products they develop not only meet the consumer needs, but they also provide service in the future (Bresciani et al., 2016). Every product that is sold by the company has a five-year warranty, and even after that, the company is ready to provide services at quite nominal costs. The company ensures that the products that they are selling are of the best possible quality, and therefore their products are often quite costly. However, they ensure that the company is making no compromise in terms of the quality and sustainability of the product. 
The second aspect that needs to be considered is related to the future development of society. The company ensures that the products they make are not only for the present consumers, but they also help in overall social development. Every product is of the best possible quality, and they can function even after ten or fifteen years (Batat, 2019). The company also ensures that they are continuously in touch with consumers over social media to learn about the various consumer demands and social demand as a whole. This way, the company is always able to ensure sustainability in the future. The reason for this is that the more they interact with the community, the more they will understand the demands of the community and the more it will help them to gather market knowledge.
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Figure 2: Monthly activity of Hermes Paris on Facebook
(Source: Hermes, 2020)
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Figure 3: Monthly activity of the Hermes Paris on Instagram
(Source: Hermes, 2020)
The final aspect that needs to be considered is company profits, which is the primary focus of concern for the luxury brand. The company ensures that they recruit the best possible strategists in order to ensure that the profit of the company is being maintained. The reason for this is that the company has a large number of talented employees, and it is only ethical if the company is paying them an adequate amount of salary (Hermes, 2020). At the same time, the company needs to ensure that they have enough funds to fuel a new project. Therefore, maintaining a profit plays a significant role within the company, and the company ensures that the strategies they develop are the most efficient methods for gaining massive profits. Marketing has significant advantages when it comes to consumers. One of the first aspects that need to be considered is related to the fact that consumers are kept updated about the latest trends in the market. It helps the consumers to personalise their choices and it also helps them to develop a better relationship with the company. Marketing helps the consumers to develop a close relation to the company which is significant towards a sustainable future (Jin and Cedrola, 2017). 

The next idea that needs to be considered in this essay is based on branding. The concept of developing a symbol for a company is known as branding. Branding is an essential aspect, and the marketing team of a company is heavily responsible for ensuring that the company brand is maintained at best possible level (Batat, 2019). Hermes has been able to hold an iconic status through excellent craftsmanship and rich heritage in luxury fashion accessories. Quality and refinement had been the prime source of strength for brand value. Innovation is an integral part of the brand, especially with “luxurious recycling” of raw materials, which create value for the customers (Hermes, 2020).
Branding has several advantages, and it is important to realise those advantages before moving further. One of the first significant advantages of branding is the fact that helps a company to stand out in the market (Shen et al., 2017). It is especially true for a company like Hermes Paris, who have been able to maintain sales despite odds, and the brand logo plays an important part. Branding helps to develop credibility as a company like Hermes Paris will sell even their worst products much easier as compared to other companies (Kimand Sullivan, 2019). The reason behind this is that the people trust Hermes Paris for related fashion products over other companies. Branding helps to attract clients as companies like Hermes Paris will always attract celebrities much more than other companies, though they are not much involved with endorsements. They use game pop-ups and effective advertisements, which is well crafted and depicts the expertise that goes in everything they do hence maintaining their brand image (Hermes, 2020). 
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Figure 4: Hermes Paris Branding
(Source: Hermes, 2020)
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Figure 5: Branding symbol of Hermes Paris
(Source: Hermes, 2020)
It is clearly understood that Hermes Paris has an advantage when it comes to branding (Jin, and Cedrola, 2017). However, it is crucial to understand the value that they provide to the consumers that makes them such a valuable brand, in order to achieve that a VRIO analysis for Hermes Paris will be done to establish the reason behind their popularity. 
	Resources/products
	Valuable
	Rare
	Imitable
	Organisation

	Clothes
	Yes
	Yes
	Yes
	Yes

	Shoes
	Yes
	No
	No
	Yes

	Watches
	Yes
	Yes
	No
	Yes

	Perfumes
	Yes
	Yes
	No
	Yes


Table 1: VRIO Analysis of Hermes Paris
(Source: Created by Author)
From the above table, it can be studied that the company provides a wide range of products and there are certain aspects where the company excels over the other and is one of the reasons behind their products. The clothes developed by the company are valuable and rare as they include special linen that is exported from various parts of the world. However, it is imitable, as other companies can also achieve the same. The shoes, on the other hand, are valuable; however, they are not as rare, due to the resources being readily available to the companies. However, the products are not imitable due to the supreme quality as used by Hermes Paris. The Watches and Perfumes that are developed by the company are of the best possible quality and are not at all imitable. The watches have a concrete design and the perfumes excel in their fragrance, and that is something, which the company ensures, is exclusive to them. The watches and perfumes are developed explicitly in Paris with raw material that is both developed in France as well as exported from Switzerland.  
 (
PRODUCTS BY HERMES PARIS
)
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Figure 6: Products by Hermes Paris
(Source: Created by Author)
It is now vital to understand the steps that the company takes in order to sell their products over a varying range of markets. In order to achieve this, it is essential to analyse with the help of Ansoff's Growth Matrix. 
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Figure 7: Ansoff’s Matrix
(Source: Okonkwo, 2016)
Hermes Paris is quite exclusive when it comes to development, and one of the areas where they excel is market development and market penetration. It can be explained quite vividly with the help of Ansoff's Matrix (Okonkwo, 2016). Usually, when it comes to existing products and existing market, the company would only use market penetration strategies, which include advertising with the help of television commercials as the name of the company is already well-known; therefore it is easy to introduce the products.
However, when it comes to new markets, then the company often uses celebrities as one of the primary methods of market entry. It is because it becomes easy to advertise the product with the help of celebrities and is also efficient and cost-friendly. The company would, however, use television commercials as well as promotional events in order to advertise their product in the new market (Jin and Cedrola, 2017). 
When it comes to product development in the existing markets, the company does not have to put much effort. The reason is that the risk factor is lower in this case, as the company can easily use marketing segmentation strategy and focus towards only one particular market. The company would not have to think about other segments as they never buy Hermes Paris products either way. 
However, when it comes to new markets and new products, the company cannot use market segmentation as conveniently. The company has to conduct surveys and analyse data over the course of at least two years in order to understand the needs and demands of the consumers. The risk factor, in this case, is much higher and performing survey can help to mitigate that risk quite effectively. For instance, Hermes Paris initially failed to enter the Asian market because they could not understand the consumer demands initially (Jin and Cedrola, 2017). 
Relationship marketing is a form of marketing that emphasises customer retention and satisfaction instead of sales transactions (Zhang et al., 2016). In other words, relationship management is the specialised technique of marketing that a company uses to focus on customer loyalty as well as long-term customer engagement rather than focusing on short-term goals or one-time acquisition (Steinhoff et al., 2019). It has been found that the marketing approach of Hermes Paris is called Anti-marketing. However, they mainly focus on relationship marketing or developing one-to-one or a personal relationship with customers (Roll, 2019). 
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Figure 8: Hermes marketing
(Source: Zhang et al., 2016)
In the process of relationship marketing, Hermes focuses on their networking because networking is a significant way to do relationship marketing (Roll, 2019). Here, Hermes built their strong presence in online as well as their offline market. Therefore, the company offers luxury leather and other goods and accessories through its online stores and offline stores. Hence, customers can easily search for their products and share their feedback. Henceforth, the company can identify customer preferences regarding their products. Also, Hermes’s create trend of their goods by sharing launched posters to their social media and digital media platforms. Therefore, customers can communicate with the brand and complete relationship marketing. 
In the next process, Hermes focuses on listening to their customers. The company push little survey once in a month regarding their performance, product quality and pricing. Every end of the month, they analyse the like, dislikes, comments feedback and survey result (Steinhoff et al., 2019). Therefore, they get the idea of what customers like as well the scope of improvement. Then they reply to customer feedback regarding their questions. Hence, it also helps Hermes to do relationship marketing by engaging and building a relationship with customers.
Moreover, as they believe in making a long-term relationship with customers so that Hermes organised a loyalty program to provide loyalty rewards to their customers. The name of this programme is PAYBACK partner, where customers earn points on their every purchase and can redeem it while purchasing products (Hermes.com, 2020). It works as a discount offers to customers. The members of this program are notified first with the details of new products, and they can pre-book their products by enabling these reward points. It enhances marketing and tends people to become a member of this program. Besides, the members get quarterly bonuses and extra offers on their purchase. Hence, it builds a relationship as well as helps in marketing. Hermes also organise events and campaigns such as ‘Artistic in the Community bursaries’, ‘New Setting 2020’, and many more, where they launch new products and organise other social events to market their brand and products as well as enhance the engagement (Hermes.com, 2020). That is how they do relationship marketing.
[image: ]
Figure 9: Partner reward
(Source: Hermesworld, 2020)
The stakeholder engagement deals with the strategies with respect to engaging new as well as existing customers and their impact on the marketing activities of an organisation. 
A stakeholder can be defined as a party that has an interest in the company or involved in the company (Nghia, 2018). However, a party can also be called a stakeholder if they affect or affected by the business operations. In other words, it can be said that a group of people that impacted by a company's operations is called a stakeholder. According to Rusconi (2019), stakeholder theory is a view of capitalism that interconnected relationship between a company and its customers, suppliers, employees, investors, communities, shareholders and other involved groups. Therefore, stakeholders involve customers, suppliers, employees, managers, investors, and the board of directors, communities, shareholders and others.
[bookmark: _GoBack]Stakeholders can be divided into two groups, such as internal stakeholders and external stakeholders. According to Dholakia (2017), internal stakeholders are groups or individuals who are directly involved with the company or working within the organisation. Hence, internal stakeholders are entities within a business. 
Internal stakeholders of Hermes are employees, managers, the board of directors, shareholders and investors (Hermesworld, 2020). These group of people are directly connected with Hermes and working with the business internally. As stated by Nghia (2018), external stakeholders are an outside group of people that are affected by the business or affect the business. Hence, these are the business entities that are involved with the business and work externally. 
External stakeholders of Hermes are such as customers, suppliers, competitors, media, contractual partners, business associations and the government (Hermesworld.com, 2020). These groups of people or business entities are externally connected with Hermes. 
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Figure 10: Hermes’s forum
(Source: Hermesworld, 2020)
Power-Interest Matrix
	







Power
	Level of Attention

	
	Low
	
	High

	
	
	Minimal effort:
· Employees
· Customers
· Competitors
· Business associations
	Keep informed:
· Shareholders 
· Government 
· Media
· The board of directors
· Managers

	

	
	
	Keep satisfied:
· Shareholders
· Customers 
· Government
· Employees
· Contractual partners 
	Key Players:
· The board of directors
· Government 
· Shareholders 
· Managers 
· Media
	

	
	High
	
	


Table 2: Power-Interest Matrix of Hermes Paris
(Source: Created by Author)
As a multinational company, Hermes engages and communicates with its stakeholders excellently. According to stakeholder management theory, a company or a firm should create value to their all stakeholders equally, not just focused only on shareholders (Ranängen, 2017). Every stakeholder differently creates value to the company. Therefore, it is necessary to pay attention to all stakeholders. Hence, Hermes effectively manages and communicates with its stakeholders with specific dialogues.
For communicating with employees, Hermes does employee survey, internal courses and events. Through these activities, they analyse the issues and excellence regarding some aspects such as fair working condition, training and development and diversity (Hermesworld.com, 2020). Therefore, employees can share their views, issues; that is how Hermes communicates with their employees. Similarly, for customers, they arrange customer surveys, customer contact monitor, analyse feedback and comments in social network channels (Blogs, Twitter, newsroom, Facebook, Instagram, and client magazines). Through them, they communicate with customers regarding their satisfaction level, flexible and reliable range of services, socially compliant services and others. For communicating with business associations and board of directors, Hermes arranges conferences, meetings, events, Hermes newsroom once or twice per month to discuss issues, and future plans for the company (Hermesworld.com, 2020). They also communicate with media, government, contractual partners and competitors through the press conferences, where Hermes talks about their initiatives and what they do well for their stakeholders. That is how Hermes communicates with stakeholders and enhances stakeholder engagement. 
Stakeholders play a vital role and have a significant impact on the marketing activities of Hermes. Customers are active in different social media platforms; therefore, Hermes has to market their products on various platforms to reach more customers. Hence, the company cannot rely on a single platform for promotion and marketing (Domegan et al., 2019). Moreover, employees also show their involvement in marketing campaigns, so their marketing of products is effectively done. Suppliers or contractors also have a significant impact on marketing. When suppliers of Hermes increase their pricing of supplies, then the company has to change their marketing plan as well their product pricing (Pensap and Mekhum, 2020). Hence, marketing is affected by a change in pricing by suppliers. Media conferences help to promote the initiatives and products of Hermes so that it boosts up the marketing and make a strong presence of the brand in the market. Competitors such as Prada, Louis Vuitton, Burberry and many others bring new and comfortable luxurious goods that gathered customer attention (Hermesworld.com, 2020). Therefore, Hermes becomes unable to gathered attention of people from the market so that it negatively impacts marketing. Sometimes the government increases the interest rate on borrowings and tax rate. Therefore, it increases the marketing budget and might not be done accordingly to the plan.
[bookmark: _Toc48599336]Conclusion
This essay has been successful in explaining the marketing fundamentals and elements of Hermes. Through this essay, it has been found about the societal marketing concept and its application by Hermes. Moreover, it has been found the meaning of branding and its advantage. By applying the Ansoff matrix, it has been found that how Hermes creates value to their customers. Stakeholders of Hermes have been assessed and analysed how Hermes communicate with the stakeholders. Also, the impacts of stakeholders have been identified on the marketing activities of Hermes.
[bookmark: _Toc48599337]Recommendations
Hermes should provide new reward systems to all of their customers. In the new system, customers will be provided with purchase points, which will work as a discount offer to all customers, because their recent reward program is only for subscribers or members. It will create value to their customers and attract them towards Hermes’s products. The company should also expand to the Asian market because previously, they failed to do it due to the lack of market research (Bernaciak, 2015). Hermes should conduct a market survey and market analysis to identify their preferences and choices regarding luxury products and leather goods. It will give a clear idea to Hermes. Moreover, Hermes should also frequently notify their customers regarding new products and offers by sending them emails and messages. Therefore, it will enhance customer engagement and keep the attraction towards Hermes. Hermes should also use ReplyBot in social media and other platforms, which instantly replies to their customers regarding any issue (Kumar and Soni, 2018). Hence, it customer can get a reply from the company very fast. Also, the company should develop its products continuously according to their customer's feedback so that it will enhance customer loyalty.
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