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Introduction

          The fundamental aim of this essay is to conduct a critical analysis of marketing strategies applied by Christian Dior, one of the most popular companies in the fashion luxury industry. It will evaluate the importance of tactics applied to grow the firm income and brand reputation also, gaps in marketing and communication between stakeholders will be evaluated. Some recommendation and rooms for improvement and innovation will be given. The main purpose of advice provided is to increase the influence and dominate global luxury marketing. Marketing principles, models and theories are used to evidence the statements and strengthen the analysis. 
          Dior company was founded by Cristian Dior on October 8, 1946, in Paris. (Cullen, 2019)The company mission is to provide high-quality products that will create happy customers and will inspire elegance and modernism. Current creative director of Dior is Maria Grazia Chiuri which respects the traditions which have its roots from the Dior founder, Christian Dior. (Pochna, 1996) The question is whether maintaining tradition is actual in the fast pacing world where the generations, along with fashion and other industries, are changing. Is Dior using all the resources to ensure the brand maintain its dominance on the market? Are Dior tactics enough to manages the levers of influence over its stakeholders?
           The marketing department has a vital role in stimulating the sales and products awareness and ensure the firm succeed in achieving its mission, goal and objectives. The interpretation of the marketing process and stages will determine whether the team are ahead of their competitors. Also, how the marketing research conducted by them impacts the decision-making process related to marketing strategies.  On the other hand, the principles of marketing or marketing mix will be evaluated to understand the relevance of products, price, place of distribution, people, processes and promotions tactics. (Armstrong, 2017)
          Dior Marketing strategy lies upon an international retail scheme that mainly focuses on providing an ideology rather than focusing on product or price. Within it, the importance of autistic and high-class ideology of luxury it is observed in all the adverts shows exhibitions and social media campaigns that increased its significance and role in Dior marketing. (Aviram, 2006) Digital marketing not only changed the way the products are promoted but changed clients experience as well. A relevant example is “Dior Eyes” the VR headset innovation which it is a completely new virtual experience of fashion and new way of interaction with stakeholders which stimulate other similar activities due to its positive feedback from users. (Yong, 2016)
1. Processes and stages of marketing and the role of the marketing mix. 
          Marketing is a necessary part of a business. The marketers should guide their action based on the processes, practices and marketing theories that are appropriate to its target clients. Inability to build a connection with potential clients or existing one may lead to losing them to competitors. Marketing environment, the company culture contributes to launching a successful campaign that generates a positive outcome. Situational analysis models such as SWOT and PESTLE are used to understand where Dior stands in terms of products, market, customers and competition. Besides that, the segmentation, targeting and positioning aspects of Dior are evaluated along with barriers and strategies for innovation. 
          The marketing process involves five main stages, such as identifying opportunities, analysing the market, conducting a competitive assessment, optimizing solutions, strategy and the last aspect is strategic planning. (Hollensen, 2019)  So far, Dior has demonstrated an amazing result by positioning itself as a premium brand. However, the situation is rather uncertain for the company activity unless the marketing strategies will drastically change to adapt to the new society and to environmental changes especially in this period of Covid19 where most of the companies are trying to move online to survive. Does it require further action from the marketing department to smooth this transition, the answer is definitely yes, some recommendations will be provided in the following paragraphs. 
          As mentioned in the marketing stages, all of them involve decision making, which cannot succeed without marketing research. Therefore, marketing research incorporates numerous but vital aspects that must not be neglected, such as certain steps of data collection, decide upon research issues and objectives. (Albaum, 2005) Then, processing data and analyse it and forecast possible threats in achieving its objectives. The role of data collection is important, like never before as the information assists in developing a competitive advantage as an extent and speed of information characterize the modern world. Marketing management requires accurate, valid not only in decision making but also in planning to reduce potential risk.  The major type of marketing requirements is external information and internal. External information is divided into two main categories:  macro-environment (technology, international, economy legal institutional) and Market environment (consumers, competitors, suppliers).  Internal information includes micro-environment (top management, financial, production and technical, human resources, purchasing, marketing communication and prices). 
          
          Situational analysis refers to the evaluation of internal and external conditions that may affect Dior Marketing strategies. This model helps identify methods to overcome potential threats or minimize the negative impact. On the other hand, it provides opportunities to improve the experience of internal and external stakeholders, fill potential gaps and ensure the mistakes are not repeated. (Hollensen, 2019) It is crucial to acknowledge the importance of this model to avoid potential financial loss and poor performance. SWOT and PESTLE Analysis are the tools used to scan the marketing situation of Dior company. 
          The strengths of Dior marketing strategy include promotion through celebrities such as Natalie Portman, Jennifer Lawrence, Johnny Depp, Mila Kunis, Sharon Stone etc. (Bloomberg, 2020) Another advantage of their strategy includes promotion via social media such as Instagram, Facebook, Twitter, WeChat. It not only provides room for new clients from all over the world but also helps engage existing consumers by keeping them up to date with new events and products. Furthermore, Dior keeps up to date with innovative methods. For example, the introduction of Dior Eyes, VR Headset is a totally new virtual experience in fashion. Despite global regulations related to the pandemic situation and inability to use strategies such as expositions and shows, Dior managed to continue their shows in a fascinating virtual world. On the other hand, if the reputation of celebrities drops the brand reputation drops, which as well may lead losing customers, some of this example includes the actors Sharon Stone and Johnny Depp. Other weakness includes targeting a limited group of audience. Moreover, Dior fails to launch new seasonal products which are affecting the customer's interest in following the brand and adverts as well. Dior has opportunities to expand on international markets such as China. (Forbes, 2019)Also, use online platforms for reaching more types of audience. The threat that Dior may face is high competition with a brand such as Chanel, Gucci, Armani etc. 
          PESTLE Analysis model provides tactics to understand better the factors that may influence marketing strategies.  These factors incorporate: political, economic, social, technological, legal and environment. (Combe, 2014) PESTLE forces can be favourable and unfavourable because all the factors are external and are variable as well which means that the company has no power over it however, this factor may influence how the company operate or distributes its products.  For example, political factor may limit Dior distribution or increase opportunities to extend worldwide. It is why Dior marketing team should consider strategies of promotion to avoid unpleasant scenarios that may affect the religion or culture of a different countries where it operates. As Dior distributes and has store worldwide local politic may impact upon well-functioning of procedures. Besides that, the advertising campaign may vary. An example of unfavourable situation for Dior is changes in power which can result in changes in ideology, and a potential conflict of invasion may disrupt the business activity.   The next factor is economical, during the economic crisis the consumer behaviour and values change, they tend to purchase less luxury products and focus on prioritizing their needs which leads to a decrease in sales. Scholars all across the world demonstrated that economic crisis affects luxury consumption. As a result, the clients are more price-sensitive than before the global crisis from 2007-2008. (Batat, 2019)
          The social factors also influence marketing tactics. The differentiated population can be favourable because of the huge advantage for Dior to promote its product to a large audience all over the worlds. On the other hand, the cost is high in order to target high-income classes. "Dior created images of live women, models whose life is overcome by the garment. In this sense, Dior provides a way of ambiguity of feminine figuration and the ambiguity of the industry itself collapse into one another by way of representation of time" (Parkins, 2012) On the other hand an example of unfavourable influence of social changes, new communities can change the meaning of how luxury products are perceived. As a result, it can distant the main goals of the organization and shape it according to new social requirements which may be a threat to its mission. 
          Technological trends can also be an important driver to change and shape marketing strategies. Society tends to increase the usage of gadgets, and most of them have an online presence, so the focus needs to be on Digital Marketing instead of the traditional one. Also, Dior has to come up with innovative options of promotion that can be used. The consumer uses the social platform as a part of their life, and regularly engaging to keep them interested can be challenging. (Chaffey, 2016) It is recommended for Dior to enhance their activity online by encouraging customer loyalty, using customer onboarding strategy, email marketing and invest new training and communication between internal stakeholder to boost their awareness and skills of new social standards and wishes. 
         Nest factor is legal requirements and issues that may affect the marketing campaign. These issues include data protection. It is vital to be aware of data protection regulation, intellectual property and copyrights. In addition to that false information, that mislead the customer can also be a challenge. An example is Dior's mascara advert that has been banned for airbrushing Natalie Portman eyelashes. (Sweney, 2012) L'Oréal complained with the Advertising Standards Authority. The marketers should be up to date with the new legal requirement for advertising used to be legal. The last factor is the environment. Every business may be affected by environmental conditions such as weather and other natural disasters.  The company must adapt their campaigns based on this change to stay actual. For example, in a pandemic, some of the marketing strategies of Dior has been cancelled, such as promotion via influencers that attend various events. (Bloomberg, 2020)With quarantine restrictions and regulations, in-home promotion should be pushed to engage with the audience. It can be extremely challenging for the fashion industry, but it is a necessity for them to apply digital tactics to survive the pandemic. 
         I would recommend for Dior to apply the following aspects to improve the marketing strategy. First of all, construct an internal marketing academy where staff can be up to date with requirements and in the same time learn to keep peace and be up to date with new trends, changes, risks and developments. Second, they should create a connected consumer experience, where the impact of automation can be analysed and discussed with them. Creating an online culture, communities will boost the positive experience, and at the same time, the sales may increase as well. Third, the usage of artificial intelligence in marketing can ease the amount of workload and deploy the campaigns faster and regularly in order to fill the appetite for new information and experience.  
         Modern strategies include the following aspects: segmentation, targeting and positioning. Segmentation refers to a strong strategy that gives fewer attributes in order to do not confuse the consumer. Mainly it is for purchasing intensions, and the marketer can influence consumer behaviour. (Greco, 2003) As mentioned previously, the Dior company target consumer includes high-class society. Marketers, on the other hand, are aiming to choose from a set of options and adapt the best possible solution to deliver adds for this specific group. A positioning strategy is connected to lifestyle market segmentation which differentiates it from competitors. For example, Christian Dior is positioned in the fashion industry as French rich heritage brand. (Teodori, 2019)
Marketing mix mainly refers to a combination of components that change how the business delivers value to its consumers. (Armstrong, 2017) These principles include product, price, promotion, place, people, process and physical evidence. (Charles, 2016)All of them must be strongly aligned with company objectives and values.  For example, Dior company sells premium products and experiences, so the price set is high. Mostly, all Dior adverts involve celebrities, and the target customers are the high class which value the whole Dior experience, not only the product. (Cullen, 2019)


         Dior launched lines for women and men as well. Dior displays a series of products for women bags, ready-to-wear clothes, shoes, fashion jewellery, accessories, couture shows. There is a variation of vogues and patterns such as handbags, mini and belt bags, messengers. The products are of high quality and designed by famous designers. It is why they focus on providing a luxury experience, including a deluxe packaging as well. The products sold for men include suits, jackets, coats, leather goods such as backpacks, briefcases, sandals, sneakers, sunglasses etc.
        Price refers to the product value, payment terms and discounts. When deciding upon the product cost, the following aspects are measured, the production costs, the supplies cost and demand. Dior adopts a premium price as they try to produce a unique, high-quality product. Also, considering its high price, the clients perceive it as being uncommon, less accessible and a branding product which increases its worth. Dior develops a personalised relationship with their clients by embedding their products, experience and feeling about it, which somehow drives its high price. Luxury products with high-quality materials involve a luxury price.  
      Dior distributes products through channels such as fancy shops, e-commerce such as Amazon, John Lewis, through their websites, and supermarkets. It expanded globally, and it registered a total of 198 shops worldwide. The company attracts clients via direct marketing, establishing public relationships etc. Its adverts involve celebrities, promoting via fashion shows, exhibitions, social media and influencers. The most popular social media platforms used are Instagram and Facebook. 
         Some of the main barriers that Dior may face include a trading barrier in exporting due to pandemic and issues with package or product deterioration.   Also, currency fluctuations when trading worldwide. Not only that but also, the closure of stores will definitely affect the revenue for this year and the years to come are uncertain as well. It is recommended to direct the focus on digital technology such as producing fashion movies where the products can be evidenced. Also, to ensure the smooth transitions of a physical store to online stores and to make customer experience unique. 
         To summarize, marketing strategies play a crucial role in company performance. Dior has demonstrated an amazing result by positioning itself as a rich heritage brand. However, the situation is rather uncertain for the company activity unless the marketing strategies will drastically change to adapt to the new social and environmental changes, especially in this period of Covid19. Dior adverts involve celebrities, and the target customers are the high class which value the whole Dior experience, not only the product. Dior keeps up to date with innovative methods. For example, the introduction of Dior Eyes, VR Headset is a totally new virtual experience in fashion. Despite global regulations related to the pandemic situation and inability to use strategies such as expositions and shows, Dior managed to continue their shows in a fascinating virtual world. However, factors such as political, economic, social, technological, legal and environmental factors influence marketing strategies, and it is vital to analyse them to minimize the risk. In addition to that, some solutions can be implemented in order to maximize efficiency or marketing strategy. These include constructing an internal marketing academy, creating an online culture, communities and increase the usage of artificial intelligence. 

2. Stakeholder engagement and their impact on the marketing activities of an organisation

         In order to fulfil the marketing plan, stakeholders are those who contribute to and engage in this process. There are two main categories of stakeholders internal and external. Internal stakeholders are the following categories the owners, management of the organization, and employees. (Brown, 2020) Whereas, external stakeholders include suppliers, society, government, creditors, shareholders and customers.  Therefore, three main questions are addressed in this section first the importance of stakeholder engagement, second their impact on marketing activities and third the ways of communication between Dior and its stakeholders. 
The value of stakeholder is a subject of dispute between researches. From a rather reflective perspective, Michele Greenwood argued that instead of thinking about organization as being in a stakeholder network, we could consider organizations as being a stakeholder network. The idea of assessing the value and the role stakeholder as a whole network that builds and maintains the organizations just like a web is rather intriguing. (Greenwood, 2019) However, it is important to note that even if the stakeholder is an entity, some of them may support activities and change of organization and others may oppose it. So those gaps can whether lead to a positive outcome or negative. For Dior company, like any other, the most powerful shareholder has the most influence. (Kapferer, 2012) If we were to relate the influence of employees on marketing activities and strategies than it clear that marketing department has to communicate closely with other departments to ensure that close collaboration and reach a mutual agreement. Also, employee's satisfaction and confidence, positive and creative attitude can impact upon building a successful marketing strategy and transmit this feeling and experience to consumers. Otherwise, if the higher hierarchy does not hear the employee's ideas than the innovation and creative prospects toward adverts can be affected. As a result, the relation of external stakeholder(customer) will be less efficient. 
         The relation of organization and government, on the other hand, can have both positive and negative impact. Despite the positive relationship that should be established between organization and government, potential conflicts may be registered. It is why the company should operate by aligning the company values and objectives with policies and abide the law. (gov.uk, 2020) Based on Colin Combe statement, Dior relies on the effective collaboration of creative staff. In addition to that, they exhibit management styles designed to heighten the creative tension between designers, production staff and marketers who can communicate and transfer knowledge across different groups. 
           The influence that stakeholders wield on the organization can affect performance, strategy and consumer and public opinion. Dior needs to engage with all of them and prevent negative publicity. (Combe, 2014)Nerveless, there is value in forming communication channels so that business perspective and goals are heard. Constructive engagement is a key factor to establish a system of control and practices that should be followed by both internal and external stakeholder. Frank Jenkins argued that marketing communication is about transmitting the message between the network and forming a harmonious effect as wrong interpretation may affect the meaning and entire advertising campaign. (Jefkins, 2012) Certainly there various techniques that has been approached by many scholars, however because of the fast pacing technology and changes there is still room for research. There can be no doubt that, stakeholders whether internal or external impact upon marketing strategies of a business. The quality of communication and relationship established between internal stakeholders and external stakeholder will be evidenced in the company success and performance. 









Conclusion

         In conclusion, marketing strategies represent a significant function in business success. Christian Dior has shown an astonishing result by placing itself as a strong luxury brand. Nevertheless, the circumstances are rather unpredictable because of external factors.  The company may be forced to come up with innovative marketing strategies to adjust to the new social and environmental transformations, particularly in this time of the pandemic. Dior adverts involve a series of effective strategies such as promoting via celebrities; nevertheless, it implies its risks such as celebrity communication in public or conflicts involved may turn away the customers. Additionally, the company keeps up to date with trends which a positive aspect. For example, the introduction of Dior Eyes, VR Headset is a completely distinct virtual experience in fashion.  In addition to that, some solutions can be realised to maximise profitability or marketing strategy. These include forming an internal marketing academy, designing online communities and grow the usage of artificial intelligence. Next important aspect is keeping high-quality communication standards and build strong relationships between internal stakeholders and external stakeholder; as a result, it will build a good corporate image. So, stakeholders’ engagement is a crucial aspect that should not be neglected in marketing as it determines whether it creates a positive and negative impact on marketing activities and methods of communication between Dior and its stakeholders.
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