




MARKETING MANAGEMENT


[bookmark: _p13oatezuor][bookmark: _Toc111543358]Executive Summary
Marketing management process and influence of it to evaluate customer journey for L'Oréal has been described in this report. Mission statement and environmental consideration of the company has been discussed in this report alongside the overview of communication significance. The report contains the information regarding the communicational techniques that supports the company in practicing effective marketing and promotional measures. The report also analyses the internal situation of the business using the SWOT framework. Purchase journey of customers of the organisation has also been explored in the report. The report also discloses the way applications of total engagement model can be implemented by the organisation. 
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[bookmark: _Toc111557568]Introduction
The importance of marketing management in maximising customer satisfaction has become noteworthy for international companies as it can be used to develop innovative marketing strategies. Inclusion of an end-to-end customer journey in this scenario briefly explains the necessity of marketing communication to promote brand services. As a globally known business corporation, L'Oréal has been focusing on developing an integrated marketing communication that can provide an elaborated evaluation of the company's customer journey and touch points. It is essential for improvising and raising awareness of the company to secure current and future organisational objectives. The report sheds light on these aspects to provide an in-depth understanding of the selected context.  
[bookmark: _aqjcj0jp20p1][bookmark: _Toc111543359][bookmark: _Toc111557569]Background of the company
The selected organisation L'Oréal has been one of the leading cosmetic and beauty brands globally. Established in 1909, L'Oréal has the aim of tapping into fundamental needs of human aspirations rather than appearance through innovative beauty tech services and products (loreal.com, 2022). The mission statement of this organisation in its operation is to offer every person in the world the best beauty products regarding efficacy, quality, safety, and satisfaction to beauty needs. Furthermore, the organisation is transitioning its business operations to a low-carbon business model with a target of an 81% reduction in CO2 emissions in L'Oréal production sites (loreal.com, 2022). This aim is expected to help this company to become carbon neutral by 2025. 
The targeted objectives considered by L'Oréal are essential for increasing the brand’s reputation further in the competitive global market. As of 2021, the company has earned a profit of 6.16 billion Euros with 19.1% sales growth whereas, the group sales have amounted to 32.28 billion Euros (loreal-finance.com, 2022). It is noticeable that L'Oréal has managed to secure a profitable market position in the global market while preserving its objective to achieve maximum customer satisfaction. The consumer product division alone generated 12.23 billion Euros in revenue in 2021 (statista.com, 2022). On the contrary, the company has a wide range of products making their possibilities of maximum satisfactory services to their customers. 
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Figure 1: L'Oréal S.A. - Worldwide Revenue by Division
(Source: statista.com, 2022)
[bookmark: _r4usvpmzpgfg][bookmark: _Toc111543360][bookmark: _Toc111557570]Defining communication
The presence of business communication and marketing communication in an organisation plays a vital role that can help it in achieving improved organisational practices with minimum error. Moreover, effective business communication is capable of assisting the betterment process of the interaction between employees and management that helps in retaining the topmost success in organizational goals. Sulaeman and Kusnandar (2020) opined that the implementation of direct communication in a business permits an organisation to enhance promotional activities, leading to improved brand awareness among customers and direct sales.  Being one of the global leaders in the cosmetics and beauty sector, L'Oréal has been more focused on its customer requirements to deliver quality products. Incorporation of effective communication in this context is essential for ensuring the successful execution of publicity activity with the preservation of service qualities. Hence, it can be said that the selection of proper communication approaches can act as a determinant of marketing and management in international organisations.
[bookmark: _f69m5nxzl959][bookmark: _Toc111557571]Portraying a communication model with the support of a diagram
The interactive model of communication or the convergence model supports two-way communication that helps in building a strong relationship between the message senders and the receiver. The organization of the current marketplace uses this model as it helps in conveying its core values among the consumer base and increases brand awareness. On the other hand, this model also supports consumer satisfaction through continuous product or service development (Kaczorowska-Spychalska, 2018). The interactive model is a two-way communication model that supports the consumer base to provide feedback for bringing changes in the product as per their requirements.
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Figure 2: Explanation of interactive communication strategy
(Source: Created by Author)
Better communication has been established with the support of two-way communication which conveys the message of the market to a company. Depending on that information the company can adopt different strategies that increase brand awareness and market shares. In a nutshell, the interactive communication model is the potential means of managing customer satisfaction and enhancing brand awareness. 
[bookmark: _cbbgqg45utl2][bookmark: _Toc111557572]Definition of integrated marketing communication model
The integrated marketing model can be counted as one of the potential models that a company can address to deliver a unified message using the channels that the company uses for promotion. IMC connects the voice of the company and joins the fragmented organizational promotional approach.
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Figure 3: IMC
(Source: Created by Author)
From a different point of view, it can be marked as a tool for enhancing the performance of a marketing campaign. IMC not only helps in consistently conveying the narrative of the company but also helps in retaining the attention of the consumers by making the consumer base understand the true values and activities of the organization (Laurie and Mortimer, 2019). It links different proportions of marketing for drawing the attention of the consumers to the product or service of the organization. 
[bookmark: _vc89fxfyrgy4] 
Marketing strategies for L'Oréal based on the above-mentioned analysis
Guest Blog and Key word practising
Consumers become smarter as they search online before purchasing any product. There are specific keywords for their industry which have been used by the consumers while searching for a product. That needs to be understood by the company to increase brand awareness. For instance, a consumer searches for some beauty item like shampoo or hair cream. The mentioned two are the keywords and based on the list will appear (Wang, 2019). As per the review of the brand and the position of the brand in the list the consumers choose the product. Loreal needs to invest in the promotion approach of google to be at the upper level of the list. The mentioned factor has not any connection with consumer satisfaction but is effective enough to increase brand awareness.
Purpose-driven brand campaigning for better awareness
The company deals in beauty products and the company needs to conduct campaigns that give confidence to the consumers. For instance, the company can focus on making the consumer base confident about internal beauty. The mentioned approach conveys a social message that retains the attention of the consumer base. By making a purpose-driven campaign the company can increase its awareness while managing customer satisfaction at the same point.
Proving freebies to the consumers
Every consumer like free gift items with the main product and L’Oréal needs to practice that in their promotional framework (Zhu et al., 2019). For instance, one of the best-selling products of L'Oréal is Smooth Intense Shampoo. Along with the shampoo the company can provide free sampling products like Colour Protect Conditioner. It surely helps in mouth-to-mouth brand awareness and extends the consumer base at the same time. 
[bookmark: _rwrlym4rf3p0][bookmark: _Toc111557574]Defining the branding and brand equity 
Brand can be defined as an intangible marketing concept that increases the popularity of the company among consumers. On the other hand, it also helps the consumer base to identify a particular company based on its products or services (Bilgin, 2018). A brand is a potential key that makes a company distinctive from the other major players in the market. Through using some specific things like logo, vision statement, marketing styles, commitment to the consumer's name and symbols a company creates a brand that resists enlisting the company in common.
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Figure 4: Brand and Brand Equity
(Created by Author)
The concept of brand equity is slightly different from the approach of branding. Brand equity shares the information regarding the importance and characteristics of the brand from the viewpoint of the individual consumers (Keller and Brexendorf, 2019). Brand equity also signifies the consumer loyalty that enables a company to penetrate deep into the market. Brand equity is not only a tactical aid that assists in generating short-term sales but also provides strategic support to meet the long-time goal of consumer base extension. 
[bookmark: _od31tdy5f1ci][bookmark: _Toc111557575]Evaluating Keller’s brand equity model in regards to the organisation
There are different variables that determine the position of a brand from the positive and negative both viewpoints. The main principle of this model says that to get a strong brand, the company has to make the right brand image depending on the brand encounters and practical experience. The main motive here is to make the consumer base understand that the brand can provide high value to them. It also increases the brand equity and the convictions of the clients spread to others. The model has been segmented into a four-part pyramid that contains Identity, Meaning, Response, and Relationship.
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Figure 5: Keller's Brand Awareness model
(Source: researchleap.com, 2022)
The very first stage of this model is brand identity which uses salience as a tool for measuring brand awareness. In other words, how effectively, the consumers can recognise the brand has been measured in this stage (Świtała et al., 2018). The unique logo of the company is effective enough to make the consumer recognise the brand by its glimpses. The approaches of the brand and its appearance also make the consumer base sure about the products in which the brand competes.
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Figure 6: Logo of L'Oréal
(Source: loreal.com, 2022)
The second stage or the meaning stage has been divided into two which are performance and imagery. Performance defines how significantly consumers are satisfied with the product of that company (Cheung et al., 2019). On the other hand, it also objectifies how the company advertise the product, it actually works like that. L'Oréal’s advertisements are beauty-product centric and its products are also capable enough to enhance the natural beauty of consumers. Thus, the products are reliable. The imagery phase of this stage reflects the social currency of the brand. L'Oréal has a great hype in the market that objectifies good communication between the brand and the consumer base has been established.
The response stage is also divided into two major parts which are Judgement and Feelings. In this phase, brand awareness has been measured depending on the judgemental approach (Susilowati and Sari, 2020). The judgement includes the perception of overall quality, credibility, superiority and consideration. For instance, a person looks beautiful because she uses the product of L'Oréal. This judgemental approach drives the consumer base to purchase the product of L'Oréal and its brand awareness automatically increases. The emotional attachment of the consumers is also attached to it as all of them want to look beautiful. 
In the last stage of the pyramid, active loyalty between the brand and clients can be spotted. The resonance or the nature of this relationship symbolises behavioural loyalty, a sense of community, active engagement and attitudinal attachment (Maharani and Ali, 2019). The relationship can be forged with the supportive responses from the consumer base of L'Oréal which effectively helps in promoting the brand in the market. However, the model also has some drawbacks as it focuses on elevating the brand from the viewpoint of the consumer but does not show how to increase the engagement of the consumer base to the brand. 
[bookmark: _b1yiebk9vagz][bookmark: _Toc111557576]Discussing the consumer journey and touchpoints of the organisation
The consumer journey denotes the detailed buying process of a consumer from the decision-making to purchasing the product. Every interaction point of the consumer with the company is under the subsection of the consumer journey - from awareness, researching the product, to advocacy. The awareness phase objectifies the problem of the user for which that user finds an effective solution (D'Arco et al., 2019). Research on the product gave a product-oriented concept to the consumer and promotional contents of the organisation play a vital role in this approach.
During the consideration phase, an individual consumer compares the product of the company with the products of major competitors in the market. Price and quality of the product play the role of determiners in this section. In the beginning, the consumers identify the features of the product and look into the price. After that, they research which brand offers the same features (Lockrey et al., 2020). A company that offers the same features with fewer prices retains the attention and depending on their brand awareness the consumer buys that product.
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Figure 7: Customer Journey Map
(Source: channelsight.com, 2022)
The previous phase leads the consumer to purchase the product. In the decision-making phase consumers already short-listed the companies from which the product can be purchased. External approaches like a review of the product, its offerings, and benefits have been verified by the consumers. The retain phase is conducted after that which is post-purchasing activities. By following up with that consumer with other products L'Oréal can influence them to be with the brand and maintain the attention of the consumer. The last phase of the consumer journey is the advocacy phase where the consumer becomes the vocal supporter of the brand. As L'Oréal provides the requirements of the consumer, they started to preach the product among their known ones. It impacted brand awareness of the company positively.
Touchpoints can be counted as the key that leads the consumer base to choose a particular brand and become loyal; to that specific brand. The touchpoints that influence a consumer can be segmented into three major parts which are before purchasing, during purchasing, and after purchasing (Wagner et al., 2020). In the before purchasing phase physical approach of the product influences the consumers. During purchasing, touchpoints depend on the features provided by the company in and with that product. Delivery effectiveness and practical benefits of the product have been considered in the after-purchasing phase.







[bookmark: _Toc111557577]SWOT Analysis
	Strengths
	Weaknesses

	· Lo-cost offerings compared to the competitors 
· Wide range of product lines with multiple brands underneath
· Strong brand position 
· The strong presence of the business online 
· With a massive amount of revenue, the organisation has enough investment capabilities 
· Effective human resource capabilities 
	· The management of human resources is a significant matter of concern in the business
· The profit margin of the business is low


	Opportunities
	Threats

	· Indication of opportunity to attract an increased number of customers 
· Opportunity to enhance an increased sales of the offerings online
· Opportunity to attract customers from all financial categories for product purchases
· Opportunity to expand the business more globally
	· Management failure of human resources result in loss of productivity
· Threats of customers attracted to purchases of premium-price cosmetic products offered by the competitors 








Table 2: Identification of the internal environmental factors at L’Oreal using the SWOT framework
(Source: Created by the Author)
Analysis
It has been found that the prices of the cosmetic products that are offered by L’Oreal are lower compared to a wide range of its competitors. The product lines of the business are vast as a variety of products is offered by the organisation under 15 brands. Those brands of the business are organised into four divisions that are L’Oreal Luxe, consumer products, active cosmetics and professional products (loreal.com, 2022). Low-cost offerings can help the business to attract customers from lower financial categories as well. These factors together assure the business of the availability of opportunities to attract customers in marketing communication and for the purchases of the offerings.  The strong brand position of the business is also predicted to do the same for the business mitigating threats from the activities of the competitors. It has been found that in the last decade, the business has gained rapid growth as at the end of 2019, the business acquired net assets of 161.0 million and 107.6 million of profits after tax (Uk.globaldatabase.com, 2022). 
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Figure 8: Growth of L'Oreal UK from 2011 to 2019
(Source: Uk.globaldatabase.com, 2022)
It has also been found that, currently, 85,252 people are employed by the organisation globally (statista.com, 2022). Based on the facts it can be projected that the organisation has enough capability in terms of availability of finance and human resources to enhance more activities related to marketing efficiently.  Managing the massive number of workforces that are distributed in different channels of the business globally is challenging and failure to organise the organisational workforce could lead the business towards a loss of productivity. 
[bookmark: _lhmlk9yvrjii][bookmark: _Toc111557578]Explanation of customer journey map
	Customer journey:
	Awareness
	Discover
	Purchase
	Use
	Advocacy

	Customer actions

	Customers are aware of the online advertisements, be audiences in Facebook media campaigns and be aware of the offerings from friends (Mixon, 2020). 
	Customers get involved in comparing the features and prices of the offerings of the business with its competitors. 
	Customers finalise the purchases of products if the prices and features of the products seem justified. 
	Customers use the products and try to be connected to the customer service executive of the business in case of any query related to products and defects in the products (Alvarez et al., 2020). 
	Customers are seen to make repetitive purchases if the products satisfy them. They are often seen to encourage others to purchase the products. 

	Touchpoints
	Websites, Facebook, Web form, call centre
	Word of mouth, Facebook, Websites, event
	Website and store
	Call centre, Facebook, Website and store
	Word of mouth, Facebook and event

	Customer experience
	At this stage, customers are interested but are in doubt regarding the effectiveness of product purchases. 
	Customers are seen as excited as well as curious
	Customers are seen as excited
	Customers are seen as frustrated
	Customers are seen as excited being satisfied with the use of the offerings


Table 3: Purchase journey of customers of L’Oreal
(Source: Created by the Author)
[bookmark: _3hu2d4nie3je][bookmark: _Toc111557579]Analysis
Based on the created purchase journey map of the customers of L’Oreal, it has been observed that the internet-based platforms of the business are the touchpoints that make customers aware of the offerings of the business and proceed to the discovery stage. Internet-based platforms are the most significant elements that are used by customers to get the best deals. Customers make purchase decisions when the prices and features are seen as attractive enough. Customers get frustrated to be connected to the customer service team of the business being dissatisfied with the purchase and use of the offerings.
The organisation gains customers in the market through referrals of existing customers if the existing customers are satisfied with the purchase and use of the offerings. As in the awareness stage, customers are not completed with product evaluation or the process of comparing the organisational offerings with the offerings of the competitors, customers are seen as excited but are in doubt as well regarding the finalisation of purchase decisions. Customers are seen as excited about the purchase but curious to be aware of the alternative deals offered by the competitors in the discovery stage of the purchase journey. Customers are seen as excited in the purchase stage because at this stage they get assured of the appropriateness of the features and prices of the offerings. Frustration is seen among customers in the use stage when they receive defective products and face issues in the use of the products. Excitement is also seen among the customers at the advocacy stage of their purchase journey when they get satisfied with the purchase and use of offerings. 
[bookmark: _hfj27nu4i43p][bookmark: _Toc111557580]Application of total engagement model 
The total engagement model, into an effective and efficient system, puts everything together. According to the model, in order to improve customer engagement, L’Oreal should focus on aligning business activities on a unified plan for customer engagement that includes advertising, products and the internal culture of the business. 
Therefore, by adopting the model, the organisation should be focused on the improvement of the value proposition of the business. In order to improve the value proposition of the business in the market, the organisation should start manufacturing products based on the needs and demands of the customers (Marruffo, 2017). 
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Figure 9: Total engagement model
(Source: engagedstrategy.com.au, 2017)
The organisation should also be focused on the establishment of an organisational culture, where the employees can consistently focus on value proposition and satisfy the customers more effectively. By considering the suggestion from the model, the organisation should also be focused on the enhancement of increased interactivity with the customers. In order to do that they can use multiple channels of marketing including direct marketing via email (Marruffo, 2017). In addition, during interaction with customers, the markets of the business should be suggested to highlight the unique selling points of the offerings that differentiate those from the offerings of the competitors.
[bookmark: _Toc111557581]Conclusion
The report concluded about the marketing process that needs to be considered by L'Oréal for effectively managing consumer satisfaction and product promotion at the same time. Strategies that might increase the brand awareness of L'Oréal also has been discussed in this report. The evaluation of customer journey and how L’Oréal needs to utilise them for marketing promotion has been concluded in the report. It also depicts the process in which the company needs to use its logo to make brand recognition and retain the attention of the consumer base.
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