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Hermès International S.A. (just Hermès) is a French maker of luxury products with headquarters in Paris. It was founded in 1837 when harness manufacturer Thierry Hermès opened a workshop in Paris's rue Basse-du-Rempart. 

As the father of four daughters, Émile Hermès transferred the baton to his son-in-law Robert Dumas-Hermès in 1951, who succeeded his father-in-law as the company's leader. He was responsible for several of the house's most outstanding achievements, including creating the first silk scarf, the Kelly bag, and the Chaine d'acrre bracelet. 

Axel Dumas, the nephew of Jean-Louis Dumas, was appointed executive chairman in 2013 and has strengthened the group's fast growth by opening numerous outlets globally. (Chcom, 2021)

The company's marketing strategy emphasises exclusivity and heritage. The brand also emphasises its history and craftsmanship, with many of its products being hand-made by skilled artisans. Hermès' products are only available in a limited number of stores worldwide. The company controls distribution and limits supply to maintain a high level of exclusivity.

The company also use various types of advertising and brand promotion, such as a print ad, social media, PR events, and collaborations with high-profile figures and organisations to generate buzz for the brand and to engage with its target audience. Additionally, Hermès also leverage its flagship stores as a crucial element to promote its brand and customer experiences.
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Marketing is discovering, predicting, and serving the needs and desires of customers through the development, marketing, and distribution of goods and services. Marketing is crucial because it enables companies to:

Understand customer needs and wants: By conducting market research and analysing data, businesses can gain insight into what customers are looking for and tailor their products and services to meet those needs.
Build brand awareness: Marketing efforts, such as advertising and public relations, help businesses to create and maintain a strong brand image, which can increase customer loyalty and lead to long-term success.
Generate leads and sales: Marketing helps businesses attract and retain customers, ultimately driving revenue and growth.
Communicate effectively with the target audience: A clear message marketing allows companies to communicate effectively with their target audience and differentiate their product or services from competitors.
Stay competitive: Effective marketing is essential for businesses to stay competitive in today's marketplace. Companies not marketing their products and services risk falling behind their competitors.
Facilitate long-term business planning: Marketing helps companies establish objectives, strategies and tactics to achieve long-term success.
Marketing strategies and tactics can vary depending on the business and industry, but a solid marketing plan is crucial for any business looking to grow and succeed in the marketplace.
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The company's brand strategy is the same across all product categories in which it is present. Hermès products, according to the company's annual report, fall into the following categories:: Silks and fabrics, fragrances, leather goods and saddlery, and ready-to-wear and accessories for men and women (including footwear, belts, gloves, and hats). In addition to watches and other items (including jewellery, furniture, home accessories and furnishing, tableware, and sporting accessories).

The company's strategy guarantees that the sense of exclusivity remains closely woven around its items. The Hermès approach, as exemplified by the following instances, centres around its six core values: a spirit of conquest, creativity, craftsmanship, quality, authenticity, and independence. 

Spirit of Conquest (entrepreneurialism): Store managers are in charge of their store collections and have the freedom to make purchases to fulfil the unique needs of their clients. One thousand store representatives from its global outlets attend a "Podium" event in Paris twice a year. The corporation instructs each flagship store to select at least one item from product categories other than the typical ones (handbags, scarves, ties, fragrances, and watches) to promote the sale of complementary products. This contributes to the appeal of the Hermès brand, as not all products are available in every location and the online site carries just a limited selection of the company's products. 
Designers are given a topic on which to base their products and design each year. The 2019 topic was "the pursuit of dreams." Moreover, collaborations with designers are integral to the company's creative pillar, particularly in home furnishings. The goal is for the designer and the firm to profit from their respective creative partnerships and reputations. 
Before an artisan can assemble any leather goods in the Hermès collection, he or she must complete a two-year training programme. However, the company's philosophy has always been to retain scarcity and exclusivity. The leather products branch of Hermès only hires 200 artisans every year. This custom has been followed by the company's six generations of artisans. 
Hermès has incorporated "patience" as an essential principle and component of its strategy for achieving the most outstanding level of excellence in its production. Customers cannot expect to purchase a Birkin bag just by entering a store. One must instead place an order and wait several months for delivery; instead of high rationing demand by price, as dictated by standard economic logic, Hermès rations via the queue. Economists frequently dispute whether the line for Hermès bags causes surplus demand that overflows into other Hermès "comfort" products such as wallets and belts. In addition, all new employees and artisans undergo a three-day training programme called "Inside the Orange Box" that chronicles the company's history back to its founders and the evolution of each of its product lines. This training aims to make every Hermès employee feel connected to, engaged in, and able to identify with the company's culture, philosophy, and values, so exhibiting the company's commitment to the excellence of its brand and legacy. 

Hermès does not view celebrity endorsements as a brand-building strategy and has purposefully avoided this sort of advertising (a practice that is quite common in the LVMH brand stables). Only A-list celebrities and the ultra-wealthy can purchase and gain access to their most premium and exclusive products is a testament to the brand's authenticity. Additionally, Hermès does not implement methods for launching region-specific collections or product offerings, allowing the same product collections to be sold everywhere. In addition, Hermès has long been a prominent proponent and practitioner of the "limited edition" strategy. It restricts the distribution of its products in its stores, emphasising its devotion to selling only the most authentic items. In addition, Hermès products are never discounted. 

Hermès has always maintained its independence through its shareholding structure and family ownership. As a result, it can retain most of its production in France and fulfil its long-term goals. (Hermès - the strategy insights behind the iconic luxury brand 2021)
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People do business with those they know, like, and trust; nevertheless, 64 per cent of businesses are at risk due to a lack of a well-developed sales and marketing plan based on this fundamental principle. A healthy cash flow and a business's expansion depend on executing a plan. (Connor, 2020)
The marketing process typically involves several key steps, which include: 

Market research: This step involves gathering and analysing data about the target market, consumers, competitors, and industry trends. The information collected during market research helps companies to understand the market and identify growth opportunities. 
Target market identification: Companies can identify the target market for their products or services after conducting market research. This step is essential for developing effective marketing strategies tailored to the target audience's specific needs and preferences.
Market segmentation: This step involves dividing the target market into smaller groups based on demographic, geographic, psychographic or behavioural criteria. This helps to understand the specific needs better and wants of different groups of customers and develop marketing strategies that effectively reach them.
Product development: Once the target market has been identified, companies can develop products or services that meet the needs of those customers. This step includes designing, producing, and testing new products and services.
Pricing strategy: Companies will develop a pricing strategy based on the product's costs, competition and target market. Pricing strategy helps companies to be competitive and profit-oriented.
Distribution: Companies must decide how to distribute the product or service to customers. It can be through a company-owned store, a franchised location, or wholesale and retail partners.
Promotion: This step involves creating and executing a plan for advertising and promoting the product or service. Promotion helps companies to communicate with customers, create awareness and generate interest in the product or service.
Measurement and evaluation: Finally, companies must evaluate the marketing plan's effectiveness and measure the results. This includes analysing sales, customer satisfaction, and marketing RO data and then using this information to make adjustments and improvements to the marketing strategy.

It is worth mentioning that these steps do not have to follow a strictly linear process, and it is not uncommon that some steps might be repeated or modified during the marketing process. Additionally, not all steps might be required in all situations. However, generally, this outline gives a good starting point for developing and implementing a comprehensive marketing plan.
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Company analysis is an umbrella phrase describing the collection of information, methodologies, and tasks used to identify business needs, propose changes, and develop solutions that provide value to stakeholders. Although many modern business analysis solutions incorporate software and digital data-based components, many professionals may advise on organisational changes, enhance processes, develop new policies, and participate in strategic planning. 
Several analytical techniques can be used to analyse the business environment. Some of the most commonly used include:
PESTLE Analysis: This framework analyses the macro-environmental factors that can affect a business. PESTLE stands for Political, Economic, Sociocultural, Technological, Legal, and Environmental factors.
SWOT Analysis: This framework analyses a business's internal strengths and weaknesses and external opportunities and threats. (Academy, 2021)
Porter's Five Forces: This framework analyses the competitive forces within an industry, including the threat of new entrants, the bargaining power of suppliers and customers, and the intensity of competitive rivalry. (Paper & Paperboard Market 2022 2022)
Value Chain Analysis: This framework analyses a business's various activities to create value for its customers.
BCG Matrix: This framework analyses a company's product portfolio and identifies which products or business units should be prioritised based on their relative market share and industry growth rate.
Industry Life Cycle Analysis: This analysis helps to understand an industry's business lifecycle and the company's position in the industry lifecycle.
Competitive Intelligence: Using information from various sources such as financial reports, trade publications, and industry associations to gain insights about a company's competitors.
Business Model Analysis: Study of the underlying logic of a firm and how it operates and generates revenue.
Scenario Planning: Imagining and preparing for possible developments and their impact on the company.
Industry and Market Analysis: Using market research and statistical data to analyse a specific market or industry's size, growth rate, and trends.

These are just a few examples of the many analytical techniques used to analyse the business environment. It is important to note that these are different techniques, and a combination can be applied to gain a more comprehensive understanding of the Business Environment. The choice of technique will depend on the specific business situation and the available information. (Simplilearn, 2023)
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The benefits of PESTLE analysis include cost effectiveness, a greater understanding of business, heightened sensitivity to dangers, and a mechanism for capitalising on opportunities. We will provide additional information on each. (FrFree2020)

Political:
Hermès operates in a global market and must comply with regulations and laws in various countries.
The luxury goods industry is heavily taxed, and changes in tax laws can impact Hermès' financial performance.
Trade tariffs, agreements, and currency fluctuations also impact the company.

Economic:
The luxury goods market is heavily influenced by economic conditions, with consumer spending and disposable income critical factors in the industry's success.
Hermès is also impacted by inflation, as the cost of raw materials and production can fluctuate.
The company's success also depends on its ability to maintain its exclusivity and high-end image.

Sociocultural:
Hermès' target market is affluent consumers, and the company's success depends on its ability to appeal to this demographic.
The brand's image and reputation are critical to its success, as it must maintain a strong, luxury image to attract consumers.
Cultural trends and consumer preferences also influence Hermès' branding and marketing efforts.

Technological:
Hermès utilises technology in its production process and must stay up-to-date with advances to maintain efficiency and quality.
The company also uses technology for e-commerce and digital marketing efforts.
Hermès must also stay ahead of trends in technology to ensure their products remain relevant and in demand.

Legal:
Hermès must comply with laws and regulations in the countries in which they operate, including labour laws, product safety regulations, and anti-corruption laws.
The company must also protect its trademark and intellectual property rights.
Hermès is also subject to laws and regulations governing the luxury goods industry.

Environmental:
Hermès is impacted by environmental regulations, laws, and changes in consumer preferences for sustainable and eco-friendly products.
The company must also consider the environmental impact of their production and supply chain processes.
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The Five Forces model, developed by Michael Porter, is a framework for analysing the competitive dynamics of an industry. Companies and investors widely use it to assess an industry's attractiveness and inform strategic decision-making. 
Companies can better understand the competitive environment and identify opportunities and threats by considering each of these forces. Additionally, the Five Forces model can identify potential areas for cost reduction and assess the potential for profitability in an industry. (Cunnah, 2020)

The threat of new entrants: Low
Hermès is a luxury brand with a strong reputation and an established customer base. The high costs of starting a luxury brand and the difficulty of building a similar reputation make it difficult for new entrants to enter the maThe threat

The threat of substitute products: Low
Hermès products are unique and of high quality, making it difficult for substitute products to compete. Additionally, the brand has a loyal customer base unlikely to switch to substitute products.

Bargaining power of suppliers: High
Hermès uses high-quality materials and artisans to produce its products. These suppliers have a high level of bargaining power due to the specialised nature of their products and services.

Bargaining power of buyers: High
Hermès customers are willing to pay a premium price for the brand's luxury products. This gives buyers a high level of bargaining power as they can easily switch to other luxury brands.

Competitive rivalry: High
The luxury market is highly competitive, with many established brands like Louis Vuitton, Gucci, and Prada vying for customers. Hermès must constantly innovate and maintain its reputation to remain competitive.
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Strengths:
Strong brand image and reputation. 
Wide range of luxury products, including fashion, leather goods, and accessories. 
Strong financial performance and profitability. 
Global presence with stores in major cities worldwide. 
Strong collaborations and partnerships with designers and artists. 

Weaknesses:
They have limited product offerings in specific,n categories, such as home decor and furniture. 
High prices and accessibility to specific customer segments. 
Dependence on a small number of key markets such as Asia and Europe. 
Limited e-commerce presence compared to some competitors. 

Opportunities:
Expansion into new markets, particularly in Asia and South America. 
Increase in e-commerce sales and online presence. 
Development of new product categories such as home decor and furniture. 
Increased focus on sustainability and socially responsible practices. 
Further partnerships and collaborations with designers and artists. 

Threats:
Intense competition from other luxury brands. 
Economic downturns and consumer spending reductions. 
Potential for counterfeit products and brand dilution. 
Changes in consumer preferences and trends. 
Political and economic instability in key markets.
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Segmentation, targeting, and positioning (STP) are three essential concepts in marketing that Hermès Paris likely uses in its marketing strategy.

Segmentation refers to dividing a market into smaller groups of consumers with similar needs or characteristics. Hermès Paris likely segments its market based on age, income, and lifestyle. (Antony, 2022)

Targeting refers to selecting specific segments of the market to focus on. Hermès Paris likely targets high-income consumers willing to pay a premium for luxury goods.

Positioning refers to creating a unique image and identity for a brand in the minds of consumers. Hermès Paris is a luxury brand synonymous with high-quality craftsmanship and exclusive design.
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The Hermès marketing mix includes the following elements:

Product: Hermès is a luxury fashion brand that offers a wide range of products, including handbags, clothing, footwear, jewellery, and home decor.
Price: Hermès products are known for their high prices, which reflect their exclusivity and luxury status.
Place: Hermès has a global presence, with stores in major cities worldwide. They also sell products through their website, department stores, and luxury boutiques.
Promotion: Hermès uses a mix of traditional and digital marketing to promote their products. They also use high-profile events and collaborations to generate buzz around their brand.
People: Hermès has a team of highly skilled and experienced craftspeople who design and produce their products. Additionally, the brand's customer service and sales associates are well-trained and knowledgeable about their products.
Process: Hermès prides itself on its traditional craftsmanship, with many of its products made by hand. The company also uses sustainable materials and production methods.
Physical evidence: Hermès stores are designed to reflect the brand's luxury image, with elegant and sophisticated interiors. They also use high-quality product packaging to enhance the customer's unboxing experience.
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A marketing strategy is a plan or approach that a company uses to promote and sell its products or services. This can include a variety of tactics and methods, such as advertising, public relations, social media marketing, and direct sales. A marketing strategy aims to reach and persuade potential customers to purchase a company's products or services. A successful marketing strategy should be based on a thorough understanding of the target market and the products or services offered and should be regularly reviewed and adapted as needed. A marketing strategy should align with a business's overall goals and objectives and consider factors such as target audience, competition, and budget. A marketing plan will typically include specific, measurable targets, such as sales targets, and will be reviewed and updated regularly in response to changing market conditions.
A marketing plan aims to expand the business by acquiring, converting, and retaining new customers. Therefore, we must have one if expansion is essential to our organisation. (Brenner, 2022)
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Marketing recommendations will vary depending on our business, industry, target market, and goals. Some general best practices for effective marketing include:

Clearly defining our target audience: Understanding our target market's demographics, behaviours, and needs will help us create compelling marketing messages and campaigns.
Developing a solid brand: Our brand should be consistent across all marketing materials and accurately reflect our business's values and personality.
Utilising multiple channels: Different marketing channels, such as email, social media, and content marketing, can reach our target audience differently and at different stages of the buying process.
Testing and optimising: Regularly testing and optimising our marketing campaigns will help us identify what is working and what is not and make data-driven decisions to improve performance.
Measuring performance: Use tools to measure the performance of our campaigns, such as website analytics and A/B testing tools. This will allow us to see what works best and improve our strategy accordingly.
Keep up with the latest marketing trends and tools and adapt them to our audience and goals.
Ultimately, finding a balance between creativity and effectiveness is essential, testing and analysing our efforts' impact and making adjustments as necessary.
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Marketing identifies, anticipates, and satisfies customers' needs and wants by creating, promoting, and distributing products and services. Marketing aims to connect with consumers and create value for them while generating revenue for the company.

Marketing is an essential aspect of business and is essential to the success of any business. It helps companies to understand customer needs and preferences, identify new market opportunities, and develop effective strategies for reaching target audiences. By understanding consumer behaviour, companies can create products and services that meet their needs and develop effective marketing campaigns to reach and engage with them.

Marketing also plays a crucial role in developing and launching new products and services, as well as maintaining existing products and services. It enables companies to communicate with customers, build and maintain relationships, and generate sales and revenue.

Marketing also includes researching and analysing the marketplace, competitors, target audience and industry trends, creating a marketing plan and budget, and measuring and assessing the effectiveness of marketing activities.
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