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Marketing
[bookmark: _Toc520488236]Introduction
This report will provide detailed analysis of marketing department functions, importance as well as their target market. There will also be an analysis performed for Coca Cola and H&M with regards to their communication methods which the brands use and their success will also be measured within the report. Primary focus in this report will be upon H&M as an organisation and comparisons will be drawn with Coca Cola as it is one of the leading beverage company in the world. By the end of the report, there will be a conclusion which will summarise overall performance of both brands. 
[bookmark: _Toc520488237]Discussion
[bookmark: _Toc520488238]Role of Marketing Department
According to Kotler (1998), “marketing is the performance of businesses that direct the flow of goods and services from the producer to the consumer.” That concept prevailed for a long time, but such a definition did take criticism of numerous marketing practitioners and gave rise to responsibilities for administrative functions and for systemic approach that was concerned with the orderly integration of its instruments (Fahy and Jobber, 2012).
According to Kotler (1998), it is possible to emphasise that the marketing department must deal with some fundamental questions of the present time, whether they are with regards to environment or with regard to the scarcity of resources and the deterioration of the environment, whether of a human nature, as regards the explosion poverty, hunger and global poverty. This extension of the concept therefore proposes that companies consider three dimensions to define their strategies: profits, the satisfaction of consumers' desires and public interest (Blomqvist and Posner, 2004, p.33).
In the case of H&M as well as Coca Cola, the philosophical and practical aspects of the marketing department is a business philosophy that assumes that the key to organisational goals is to be more effective than competitors to integrate marketing activities , thus needs and desires of target markets. In H&M, the company believes that marketing department is much more than the sales department of a company (Peirson-Smith, 2014). Marketing is a creative process of thinking and planning for markets. This process begins by searching the market to know its dynamics. The marketing department is responsible for segmentation of the market and the choice of those target markets. Marketing departments at both H&M and Coca Cola work closely along with other departments and this is the key to their success (Belz and Schmidt‐Riediger, 2010). 
From an administrative point of view, H&M and Coca Cola’s marketing department performs the role of analysis, planning, implementation and control of strategies and operations for trade with target markets in order to achieve the organisational objectives. For Coca Cola and H&M’s marketing department, thinking about them from a philosophical dimension is a correct approach as it helps to define it as an attitude, a way of thinking, and a philosophy that is oriented towards the client or customer satisfaction. This is directed from the very top and marketing team integrates and maintains effective communication with all departments to ensure that everyone is on the same page (Berthon et al., 2012). 
According to McCarthy and Perreault (1997), decisions to plan marketing strategies are very important to the success of a company. Marketing departments at these two companies presupposes the understanding of needs, perceptions, preferences and interest in the satisfaction and behavior patterns of the target audience, in addition to the adequacy of messages, the media, costs and facilities in order to maximise its activities in the area in which it is applied (Shen et al., 2014).
In H&M as well as Coca Cola, marketing department performs similar functions as they are used as an essential tool by the company as the brands have futuristic vision. These companies rely on their marketing team for coming up with strategies that are able to create a positive brand image in the mind of target audience and look for ways to achieve financial gains, because these brands believe that only having a positive image and brand equity is not good for survival. Marketing functions within these companies vary according to their projects to leverage revenue, win and retain partners and consumers (Homsuwan and Nanthapiwat, 2012). 
The key difference between both company’s marketing is department is the fact that marketing department at H&M is not aggressively pushing the products to the customer whereas the role of marketing department at Coca Cola is to constantly push and compete with the likes of Pepsi Co. Hence, aggressive marketing strategies are to be developed to stay ahead of competition (Hu and Chuang, 2009). In Coca Cola and H&M, marketing team is interacting with every other department but in case of Coca Cola, interaction of marketing is more with brand department and procurement whereas, at H&M marketing department maintains effective level of communication with its supply chain department mainly because of the fact that company plans on launching new products in a very short space of time and communication breakdown can be devastating for the business (Kim and Yang, 2015). 
In Coca Cola as well as at H&M, marketing team’s responsibility is of adding new partners, improving brand image, strengthening relationship with customers and other stakeholders and maximizing revenue. These actions are taken together so that the objectives of the brand are achieved. The capture of new customers, coming up with new means of communication, building positive brand association, personality and image and ultimately gaining competitive advantage are some of the key functions performed by marketing teams at both H&M and Coca Cola (Hartley and Claycomb, 2013). 
Marketing department of H&M is their own advertising agency globally, this is where the company creates different attractive campaigns and design marketing material. This is also the place where H&M is able to successfully develop their brand and further improve upon it with communication techniques which allows the brand to be loved by everyone. Marketing department of H&M consist or comprises of “Project Management, Production Management, Purchase, Art Buying and Fashion Coordination” where all departments work along each other to improve global market offering and design high quality advertising or promotional material for their customers (Career.hm.com, 2018). 
[bookmark: _Toc520488239]Target Market
For marketing department of H&M, its primary target for communication and interaction is the customer base. H&M segments its customers based on sex and age. Primarily, target audience of H&M is divided into women, men, children and young people as well as age brackets which include potential customers aging 18 to 35-year-old. The segments of its customers are composed of innovative consumers those who are fast followers of fashion. In the fashion world these consumers are called victims of fashion, they are young people who know fashion, are not loyal to brands and are inclined to spend. These types of consumers are essential for the success of the fast fashion model, since they guarantee a quick turn of stock (Dahlén et al., 2010).
H&M’s marketing department is having a focused or segmented target market which it targets and aims to attract and this includes customers who are interested in fashion products. Whereas on the other hand, Coca Cola is different in this regard as their marketing department is not only looking towards a specific group of people but it is targeting mass audience. Target market of H&M’s marketing team are customers who are fashion oriented and are interested in shopping and staying up to date with new trends in the industry. 
[bookmark: _Toc520488240]Communication Methods
H & M sees the store as a strong information channel because it is there meetings with customers occurs. Each employee is therefore considered to have an important role to play as a representative of H & M towards the customers. In order to offer customers a pleasant environment and to strengthen their Buying houses are regularly rebuilt by renewing and adapting the furnishings. H & M informs customers about the offer through display windows, presentation and information on the labels in the garment. Each label in the garment is labeled with country of origin to enlighten where they are produced. H & M is working on its business idea through several advertising campaigns each year (Magrath and McCormick, 2013, p.115). 
The advertisement is to invite customers in an attractive and informative way. The campaigners' message is to convey fashion that the design and purchasing department believes in. Because all advertisements are made centrally at the headquarters located in Stockholm together with independent buyers, all advertising is in general put it on all markets. The media mix, however, is adapted to local conditions and needs. In order for H & M to be able to strengthen and clarify its brand in a cost-effective manner, this means that various communication and PR activities are regularly carried out. The central message advertisement aims to convey what H & M stands for and what they offer the customer. H & M is running continuously contact with the media and often invites press to different hits in the sales countries where H & M's Fashion and trends are displayed. In this way, dialogue and interest in the coming collections can be achieved created between the company and the media (Hines and Bruce, 2007).
In order for H & M to reach customers, new offers are constantly being developed. During spring 2007 Women's collections were complemented with a matching shoe range. H & M wants to offer their customers the latest trends from top to toe, and therefore think that even shoes are important accessory. Initially, the shoes were sold across 200 H & M stores in different counties during spring period. During the year 2007, H&M came up with the name Collection of Style which included products for men and women both but on a premium price. H & M's ambition is even here to offer the best price on compare. This product range is currently only available on one limited number of places and has not yet arrived in Europe. H & M is also planning to launch a home textile initiative called H & M Home. The range contains selected products for the “home such as bedspreads, sheets, curtains, towels, blankets and pillows”. To begin with, sales for H & M Home took place through distance trading via catalog and internet in the Nordic countries and the Netherlands as well as via internet sales in Germany and Austria (Aaker, 2010).
H & M design collaborations would not be considered as a pure endorsement celebrity strategy form given that collaboration implies a knowledge transfer and the brand experience of the designer. However, one could argue that by advertising the designer's face, with the new design collection, attracts a greater advertising for recognition, and the celebrity advertising effect endorser .H & M has been investing in celebrity support strategy since 2006, and has collaborated with style icons like Madonna, Kylie Minogue, David Beckham, Anna Dello Russo and Beyoncé. In addition to said Strategies H & M has partnered with athletes in an attempt to extend their brand in new markets. H & M sponsors Csech Tomas Berdych, one of the brightest and most talented of tennis in the world (Esch and Strödter, 2008). 
In addition, H & M sponsors the riders on horseback: Malin Baryard-Johnsson and Peder Fredricson. On its website, H & M states that Malin has partnered with H & M in 1996. In 2003, a fellow member of the Swedish national team and Olympic medalist, Peder Fredricson, joined her in "Team H & M". However, there is no evidence of equestrian-related fashion in clothing ranges at H & M, neither mention the development of products or designs together. Therefore, this sports sponsorship differs from that of H & M has with Tomas Berdych, since there is no creative relationship or knowledge transfer between riders and H & M (Esch and Strödter, 2008). Celebrity endorsement strategy is not actively used by Coca Cola as much as it is used by H&M for marketing communication. 
[bookmark: _Toc520488241]Measurement of Success
H & M has through its collaboration with renowned designers found a new way of strengthening its brand. From H & M's own perspective, they have linked to a loyal clientele that may not otherwise be H & M customers by attracting higher quality products and products market. Through all the media attention that H & M received for the collaboration and as they themselves advertising makes it easier for customers to recognise the collection of Cavalli. They are attracting customers also have something out of the ordinary budget range that is otherwise seen in each and every other chain of stores. From the perspective of competitors, it has become something of a model (Kapferer and Bastien, 2012). 
H & M also works as a value creator on that through their collaborations, they make commitment to the customers. They create discussion and Expectations and Exchange through the Internet due to the unique collections of the designs. Also, the customers are less price sensitive as the partnerships are considered so popular, it results in Customers "have to" wear the clothes at any price, even if they are otherwise shopping for H & M's regular prices (Schuiling and Kapferer, 2004, p.97). As mentioned earlier, customers are expected to choose branded products that they would like to see together with. H & M has managed to create an attractive niche through its collaborations with renowned designers. By using celebrities and photo models in the advertisement they choose to show it idealised user of the clothes. Customers identify with the beautiful people on the pictures and buy the clothes to catch what the advertisement radiates (Youell, 2013).
H & M holds a leading position in its market, trendy fashion at budget price. The truth is that when a brand has become a leader, it can do as much as it wants. In the short term are leader almost unbearable in principle. As long as a company such as H & M has the lead they do not need to advertise because they are number one, they are already known and if they advertise, they may instead wonder why the company is so uncertain that they must claim this. Better instead to improve its product category in the interests of the stakeholder, like for example through a celebrity collaboration that generates in a unique collection (Easey, 2009). 
To succeed with that it is important to build a leading position according to the customer's terms, so you have to make use of different strategies. Firstly, as mentioned earlier, the company has to get stuck in the people's consciousness, and then for to stay there reinforcing the original brand. The level of all other brands later will be judged after. Leading companies must also count on all opportunities, they must be able to swallow his pride and be able to take over every new product development when it begins to show be promising (Ginsberg and Bloom, 2004, p.79).
An error assessment many leaders make is that they believe the product's strength comes from the organisation's strength. But, in fact, the strength of the organisation is based on product strength, in the position the product has in the customer's consciousness. H & M was first  to collaborate with renowned designers and has therefore achieved a higher level of customers' awareness (Pahl and Mohring, 2008). Success of marketing communication and strategies can be evaluated by looking at the market share which H&M enjoys in the highly competitive fashion clothing industry. Both companies Coca Cola and H&M are highly competitive and successful and this reflects within the market share which they enjoy (Onkvisit and Shaw, 2008). 
This assessment of marketing success doesn’t mean that Coca Cola lags behind H&M as both of these brands belong to different categories, their success measurement can be looked upon by analyzing their market share in their respective markets. Along with this, it is important to note that marketing of Coca Cola is far more efficient, catchy, attractive and effective as compared to H&M because of the fact that Coca Cola is a global brand name in beverage industry and the company has established itself as a market leader within the category around the globe. It can be identified that H&M and Coca Cola both are doing their best to come up with attractive marketing, advertising and promotional campaigns for their customers and the brands are interested in making sure that their competitors don’t get their share of market. Coca Cola has been awarded with several awards for effective marketing and advertising in recent years and this is one of the major contributors to their global success. On one hand, Coca Cola focuses on catchy advertisement whereas on the other hand, H&M focuses on using celebrity endorsements as a medium for effective message delivery and communication. 
[bookmark: _Toc520488242]Conclusion
By the end of this report, it can be concluded that marketing departments play a key role in both brands and the fact that H&M and Coca-Cola both are top brands within their category and this is backed by the looking at the success of the organisation in the market which indicated that H&M and Coca-Cola are both able to achieve their set objectives and dominate the market segments where they exist.  H&M’s success is primarily due to its efficiency in marketing department and the fact that H&M integrates its marketing department across all channels contributes extra towards its success. It allows the company to come up with new and attractive promotional campaigns and ideas which are able to grab customer attention and ultimately leading to H&M converting their ideas into revenues. 
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