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[bookmark: _Toc46418127][bookmark: _Toc48907859]Introduction:
Marketing is the process of interchanging a product or service and money to provide effective and efficient service to the customer. Marketing could be referred as a function of an organization, which in this essay is DIOR, and implementing various methods for delivering quality product to the customers as well as understanding the business customer relationship in such a way that it could aid the organization as well as their shareholders. This essay is based on various marketing concept and its implementation for the growth and development of DIOR.  It also provides views of branding and how it impacts and benefits the customers.
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Figure 1: Products of Dior
(Source: Dior, 2020)

A. [bookmark: _Toc48907860]The role of marketing in creating value for customers
[bookmark: _Toc46418128][bookmark: _Toc48907861]Discussion:
Marketing concept is the study where an organization is required to evaluate their customer requirements and then implement appropriate measures so that they could fulfil their requirement much better in comparison with their other competitor (Patsiaouras, 2019). Many organizations have started to implement this concept today.  Prior to marketing concept organization were implementing other concept which was not as fruitful as marketing concept. Concepts like production concept and sales concept.  Initially while implementing marketing concept, organizations established various department related to marketing with the sole motive was to fulfil the requirements of the customers (Đorđevićet al., 2016). 
DIOR implements these market strategies allows them to be ahead of their other competitors and allows them to maintain their brand name in the market. DIOR is considered to be one of the most reputed and renowned companies. It has, from the beginning, been a trendsetter company and is able to carry forward with the same legacy and heritage which it had in the start. DIOR, a branch of Christian Dior group, has a big name in the international market, therefore DIOR manages to promote its name by sponsoring various fashion and exhibition shows as well as it has been able to link its name with many international celebrities such as Rihanna, Robert Pattinson and many others (Nylund, 2020). This gives DIOR an upper hand over its competitors. To make its product easily accessible, DIOR segregates its product in various platforms like e-commerce sites, high-end supermarkets, exclusive and many multi-brand stores. DIOR Group has about 4000 stores located globally in about 35 countries (Herba, 2019). This helps in attracting more customers and making huge profits. This helps in gathering a huge number of customers and building effective marketing strategies. DIOR has also been placed in a significant position in the market. It has built its name among companies that carry a rich heritage as well as is able to reform the trends of various fashion industries in the present society. There are also many local organizations, trying to copy designs of DIOR and manufacture counterfeit products which tend to hamper DIOR’s reputation in the market. To overcome such organization DIOR keeps reforming its sense of fashion and produces quality products so that customers could evaluate the difference between original and counterfeit products. To have an advantage over other competitor DIOR uses porter’s five forces and value chain analysis to measures its competitive position in the market.
These marketing strategies have provided advantages to customers in various ways. Proper marketing of DIOR helps to keep their customer acquainted with the current products and provides them with necessary information about the product. This eases the customer with their purchasing decision as they are equipped with the latest information and enable them to feel confident about the product. Marketing also helps DIOR in providing customer with convenient and quick service (Bala and Verma, 2018). This leads their customer to have a healthy relationship with the organization. Marketing also helps to improve customer experience and helps them to get proper information about the product they are interested in.  This also provides the customer with various options and enables them to choose the product what suits their interest.
Branding is an exercise performed by an organization through which it manages to build a name and symbol which could catch the eye of the customer. Branding aids DIOR in identifying product and separates its product from other. It is very vital as it helps DIOR to make an impression on the customer and also allows the customer to predict the type or quality of product they would receive from the company. It also helps DIOR to get an edge over their competitor and enables customer to judge their product above the product of their competitor (Séraphinet al., 2019).
Branding helps DIOR to enable the customers to differentiate their product from other.  A well established brand like DIOR, would allow them to function like a professional. Branding helps DIOR to enhance and helps in identification and gets loyal customers (Rufaidah, 2016). As customers tends to incline towards a brand, if they manage to deliver the same quality of product they promised, DIOR have analysed this and therefore give manufacture quality product to fulfil the requirement of the customers. Branding also assists DIOR to keep their things consistent and eases the decision making towards the customers. Customers have a tendency to connect with the brand and also share their experience with their friends; this encourages in the popularity of the brand (Sudhakaret al., 2017). A strong brand like DIOR, allows them to introduce new products in the market. It also lays a foundation for them to   move ahead with their business.
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                                             Figure 2: Dior Shops 
                                             (Source: Barreiros, 2019)
Branding creates values to the customers as brands enable the customers to eliminate frustration and reduce fear of not getting quality products. Branding also resolves customer’s problems, as some problems are related to resources and help them provide those resources they require. Such brands empower the customers and allow them to feel confident while purchasing that brands products. Branding also sometimes is able to entice customers which help to stimulate the minds of the customers. Irrespective to business to business or business to customer, customers are required to feel gratified and engaged in that brand.  Customers also tend to look for benefits while purchasing an organization’s product. Various brands competing with each other for providing quality products to the customers in a lower price is beneficial to the customers (Utamiet al., 2016). The trust of customers on brands is dependent on the economic as well as quality of the product. As the availability of excessive quality products from different brands customers have an option to choose a product from a brand which they find economical as well as of better quality. Brands generally lower the risk of the purchaser. Thus selling of quality good helps the brands to survive in the market, as there is not much need for reference points when a transparency is provided in the product to the customers (Pinar et al., 2016). Customers could judge the quality of a product on three basis firstly product quality is judged by contact prior to purchasing of the product, secondly customers judge product quality with their experience after purchasing and using the product and thirdly when customers are unable to check the quality and are left with the option to trust on the brand for quality product. The first judgment is made on the grounds of visible characteristic of the product such as style, material used for manufacturing and price of the product. Client do not for the most part check for brands during this procedure, as they will in general pick an item which suits best to them independent of the brand it has a place. The second judgment is made on the performance of the item; here the brand name places an incentive in the judgment of the client. Brands assume a significant job in the third and last part as the clients will in general trust the items which are from an eminent brand. Brands play an important role in the third and final part as the customers tend to trust the products which are from a renowned brand. Brands provide the customer the assurance of the quality product and hence customers could have faith in the brand before purchasing the product (Khajeheian and Ebrahimi, 2020).
As stated by Ansoff in his matrix strategy that the development of a company depends on just two methods which is either by varying the product which is been sold or by varying the market where the product is been sold. “Ansoff Matrix strategy” has categorically divided the growth of a company in four aspects such as market development, product development, market diversification, product development and product diversification (Loredana, 2016). Market development for the company as it implies selling its product in the existing market and to their existing customers. It is possible only if growth is still going in the market and the organization is ready to utilize different aspect of its market mix strategy so that the organization could have an edge in the market over its other competitor. Product development strategy helps the organization to produce new product in the existing market. This strategy relies upon the organization which is able to do a study and impart knowledge to the customer and requirement of market along with their ability to develop new innovation. Market diversification illustrates the implementation of existing product in different new market (Yin, 2016). This strategy has a bit more risk than the first strategy, since it will be difficult for the organization to know the market complexity. “Product diversification strategy” enables the organization to try innovative new product in both existing and new market. This strategy involves highest percentage of risk among all four strategies since it involves the organization to a market which the organization is not familiar with. This section concentrates on how DIOR could use product diversification for the growth and development of organization.
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Figure 3: Dior Products
        (Source: Dior, 2020)
DIOR currently have a wide range of product in its retail market such as fashionable clothes for both men and women and accessories like jewellery, watches, glasses, shoes, make-up and perfumes. DIOR is thinking of introducing a new product which could enhance their sense of fashion. Introduction of product like bands (head and wrist) would help them add to their list of fashionable outfits. Wrist bands would also include bracelets which customer tends to link with their clothing sense and would complementarily think of purchasing with the clothes. Head bands gives a large variety of option such as fabric, plastic, toothed, velvet, knitted headbands for winters, scarf and many more. The inclusion of such vast variety of hairbands allows DIOR to fulfil the demands and requirement of the customers as per their needs. To include this new diversified product DIOR needs to take huge risk as the organization does not know whether customers would accept this variety of product or not as there are organization that retail these products and customers purchases these products from those particular brands (Pouillard, 2018). DIOR is still confident that they would attract customers for these products as they customers trust them on the quality and fashion sense. DIOR also has certain customers who are loyal to them and thus would enable the organization to sell these products to them. This would enable DIOR to expand their business and allow them to strategically introduce its new product into the market. 
[bookmark: _Toc48907862]Advantages and Disadvantages of the Ansoff Matrix Model
	
	 Advantages
	Disadvantages

	Market Development

	Market development by DIOR assist in increasing customer base this helps DIOR in generating more revenue. This also helps DIOR in the expansion of its business plans that leads in enhancing the growth of the company.
	The only setback DIOR faces in while implementing market development strategy of Ansoff matrix is that this strategy does not enable DIOR to consider the practices and activities of its external competitor. 


	Product diversification
	Product diversification helps DIOR in increasing its sale and collects more revenue.
	Mismanaged Product diversification can lead DIOR in impacting their brand name as a result it will make an impact on the sale of DIOR original products.


Table 1: Advantages and Disadvantages of the Ansoff Matrix Model
                                           (Source: Tsatsoula, 2018)
Relationship marketing differs from the conventional transactional marketing, which enables the organization to improve their sales. Previously, conventional transactional marketing had an insufficient return over the customer purchasing cost. This hampers the customer and organization relationship as initially a customer is able to choose a particular brand but does not build a strong relationship marketing strategy. Organizations have now started to implement both relationship and transactional marketing to build a market which is based on customer relationship. The implementation of relationship marketing have brought a positive impact in the market and helped the organization in reaching more customers (Sheth, 2017). Therefore based on these positive results DIOR have also implemented relationship marketing in order to help expansion of the organization and conducted Adobe Campaign to implement and aid information which lead to establish a successful customer relationship marketing. 
[bookmark: _Toc48907863]B. Stakeholder engagement and their impact on the marketing activities according to DIOR
Stakeholders are usually individual or groups who have an interest in a company and are able to impact or get affected by the business. Stakeholders in associations are mainly its employees, suppliers, investors and customers (Miles, 2017). Stakeholders could be categorically divided into two categories, internal and external stakeholder. Internal stakeholders are individuals who are connected to the interested organization directly such as employees, proprietor or investors. External stakeholders are individuals or groups who are not directly linked with the interested organization but are affected by the final result of the company. Stakeholder engagement is an activity of communicating with the stakeholder to have a cumulative profit from a project. Completing a project successfully relies upon how stakeholders of that project see it (Kuljiš and Lunić, 2016). The needs, agendas, expectations, concerns and perception of the stakeholder will have an impact project, module the success and will lead to impacting the result which is required by the project. Involvement of a prosperous stakeholder is important for managing a project (Viglia et al., 2018). This also provides aid to the organization to successfully implement their strategies of collecting necessary information and recognizing the main trends which could have an impact on their functionality and encouraging transparency in their products (Leonidou et al., 2018).
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Figure 4: Matrix for Stakeholder engagement
(Source: Sánchez et al., 2020)
In the first quadrant it shows that stakeholder helps the organization to fulfil the needs of their customers. Key players include customers, employees, shareholders and suppliers of DIOR. The customers and suppliers are external stakeholders whereas the employees and shareholders are the internal stakeholders. The marketing activities help the organization to reach its target audience. Stakeholder engagement has had many positive impacts on DIOR as it has helped the organization in building their trust among the customers on their products. This has helped DIOR to increase their sales and improve the number of the customers who have trusted their products. To maintain this trust in the customer DIOR focuses on regularly providing better quality products and maintains their progress (Reilly and Larya, 2018).  Stakeholder engagement also creates an overall awareness of the brand of DIOR amongst the customers from every section, this eases the path of DIOR to enter new markets and sustain their growth in that market.  DIOR utilizes the method of stakeholder engagement by involving important stakeholders, like shareholders to get a better understanding to obtain desired results. This practice of DIOR is also considered as an important method as it allows DIOR to engage their stakeholders to understand and reflect on the challenges DIOR face to sustain their products. Stakeholder engagement has also helped DIOR in understanding the challenges they require to face in the market and therefore strategies accordingly. Absence of engagement of stakeholders creates a risk of unpredictable results in the organization, as DIOR would be unaware of the idea of their customers and their views on DIOR’s product. This will lead to the insignificant distribution and distraction of DIOR’s resources. Without engagement of stakeholders employees will tend to have an unprofessional and unethical behaviour towards their customer which will thus hamper the relationship a customer has with the organization. 
[bookmark: _Toc48907864]The impact that the “internal and external stakeholders” will have on the marketing activities of DIOR
[bookmark: _Toc46418129]The needs, agendas, expectations, concerns and perception of the internal stakeholder such as employees and shareholders will have an impact on project, module the success and will lead to impacting the result which is required by the project. Therefore active involvement of prosperous stakeholder assists DIOR in effectively managing the marketing project as well as successful implementation of DIOR’s marketing strategy of collecting required information about its target market. Internal stakeholders, like shareholders enable DIOR to get a better understanding of the market and helps the organisation to obtain desired results (Lyrback et al., 2018). Employees will assist DIOR in providing relevant inputs according to the present market scenario. This will help DIOR in proper decision making and reforming its production strategy.
External Stakeholder engagement creates an overall awareness of the brand of DIOR amongst the customers from every section, this eases the path of DIOR to enter new markets and sustain their growth in that market (Reilly and Larya, 2018). Customer will create a huge impact in the marketing strategy of DIOR as the organisation has o regularly maintain the change in marketing strategy according to the needs of the change of requirement of the customers. 


[bookmark: _Toc48907866]Conclusion
It could be concluded that marketing concept is a method where an organization evaluates their requirement of their customers and take appropriate steps to fulfil requirements of the customers. This also leads to build a healthy relationship between the customers and organization. Apart from this marketing concept was built to have a better result than previous concepts such as selling concept and product concept. Another vital role is the brands as it impacts their customer in regards of purchasing their products. Product diversification has helped in the growth of DIOR, with the help of Ansoff Matrix Strategy. Product diversification is suitable for Dior. It can develop products and newly designed items that will attract the customers. It can provide personalised services to the customers which might increase loyalty.
[bookmark: _Toc48907867]Recommendations:
DIOR can analyse and evaluate the current market environment as well as can have a proper research on all of its external competitors before entering in that particular market. DIOR can also recruit skilled employees that will help them in managing their product diversification effectively. This will help DIOR in maintain its brand name and provide quality products to its customers (Kim and Phua, 2020). Loyalty points and offers can be given during seasons to attract customers. Dior can maintain sustainable business practises and conduct CSR activities which will make the stakeholders have faith in it values
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