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Executive Summary
The report has discussed the marketing and its importance in the organisation. it has also explored the marketing strategies of River Island. The company is concerned with the selling of fashion clothing and accessories. The report has conducted a PESTEL analysis that helped to determine the external environment of the business. It also has conducted a Porter’s five forces that have helped understand the positioning of the company in the market. A swot analysis has been done for River Island to identify the limitations and strengths of the company. Segmentation, targeting and positioning that the organisation has chosen to maintain its competitive advantage in the market has been evaluated. Lastly, the 7ps of marketing were done and the marketing strategies that River Island follows have been discussed.
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[bookmark: _Toc91240935]Introduction
[bookmark: _Hlk91157497]Marketing refers to the setting of intuitions and developing strategies to market or sell a product (Fahyand Jobber, 2019). It is also concerned with understanding the requirement of the consumers to make a profit from it. River Island is a fashion retailing company that is a clothing and accessories for boa fashion retailing. The company was founded in the year 1948 by Bernard Lewis (River Island, 2021). It has a revenue generation of 923.3 million British pounds in the year 2016. The company is headquartered in the East end of England. The report is going to conduct a Pestel analysis for the company to determine the risk and advantages of the external environment in the company (Statista, 2021). It will also determine the threats and bargaining powers of the suppliers and customers. It will also conduct a SWOT analysis on the company and determine the Segmentation, targeting and Targeting of the company. The report will also determine the marketing strategy through the marketing mix.


[bookmark: _Toc91240936]Situational Analysis
PESTEL Analysis
Pestel analysis is used to help business in determining the external environment of a business and study the factors that may or may not affect the company’s performance (Pan et al., 2019).
Political factors
[bookmark: _Hlk91158217][bookmark: _Hlk91161964]The corruption index of the United Kingdom is 77 out of 100 which is considered a good ratio as it indicates a low corruption rate in the country. River Island will not have to bribe a lot of people to run a smoother business (Statista, 2021). The Political stability index of the United Kingdom is 0.47 as of 2020 that indicating stable government (The global economy, 2021). This is an advantage for the company, as it will allow the company to run their business stress-free of constantly changing policies.
Economic Factors
[bookmark: _Hlk91162491][bookmark: _Hlk91162749]The interest rate of the country is 0.1%, which is a low interest (Trading economics, 2021). This will allow River Islandtoinvest and loan money to expand its sales and business without paying high interest on it. The inflation rate of the country is high at 5.1%, which will create a problem for the company, as they have to pay higher prices for raw materials (Trading Economics, 2021). The main reason behind this hike in inflation is the BREXIT in the year 2020. GDP growth rate of the country as in the year 2020 was -9.694% main reason for this fall was Brexit and the pandemic in that year (Trading Economics, 2021). However, the growth rate increase by 6% in the year 2021 that means the recovery of the GDP and more space to grow for the company.
Social factors
[bookmark: _Hlk91163452][bookmark: _Hlk91163775][bookmark: _Hlk91169509]The population growth rate of the United Kingdom in the year 2020 was calculated at 0.5% (The world bank, 2021). As long as the country has a growth in population the company will keep gaining a potential consumer base. The per capita income rate in the country as of 2020 was $41811 (Trading Economics, 2021). This indicates a high purchasing power of the company that means River Island will not have to cut prices of the products and can sell them at reasonable prices. The literacy rate in the United Kingdom is 99% as of 2018 this indicates a high literacy rate that will allow the company in recruiting more skilled labour and employee for better production (UNA-UK, 2016).
Technical factors
[bookmark: _Hlk91164623]The country spends 2.2% of the GDP on its research and development which indicates that the country keeps up generating new technology (The World Bank, 2021). River Island will have the advantage of getting new technology to improve its production speed and quality. 94.8% of the British population uses social media as an advantage of the company as it will allow them to reach the population through online advertising (The World Bank, 2021). The research and development also will be beneficial to gain better machinery for the production of high-quality products in the company. The innovation rate in the UK is 122, which means River Island will experience new infrastructure in the country for better transportation of the products.
Environmental factors
[bookmark: _Hlk91167826]Pollution environmental laws of the country include various laws such as Control of Pollution 1974 that covers the environmental issue such as air, noise, water and atmospheric pollution and wastage on the land. Environmental Protection Act established in the year 1974 prohibits any kind of harmful emission in the air by the industries and pollute the air (Field.org.UK, 2018). The climate change environmental laws in the UK prohibit carbon emission and encourage the company to use renewable sources. Following these laws will help River Island make better CSR policies and bring them better brand value and a higher consumer base. 
Legal factors
[bookmark: _Hlk91168285][bookmark: _Hlk91169212][bookmark: _Hlk91169124][bookmark: _Hlk91174000]The workplace bullying and harassment policy of the country gives protection to employees against bullying and harassment in the workplace (GOV.UK, 2021). It prohibits any kind of bullying based on age, marital status, gender, race, political opinion of an employee in the workplace. If faced such kind of harassment the employee is eligible to take legal actions against the employer. The employment contract policy bound the employer and the employee to the contract made between them (GOV.UK, 2021). They are supposed to stick to the contract until there is a breach from any end of the contract. The anti-discrimination act of the country prohibits any kind of discriminatory action towards the employee in a workplace (GOV.UK, 2021).Following these policies and implementing them in the workplace will help River Island in running an ethical business and keep good relations with its employees. The company must also follow the overtime policy for the countries which suggests that the employers cannot force an employee to work overtime and will have to pay for the overtime (GOV.UK, 2021).
Porters Fiver Forces
Porter’s Five Forces was developed in the year 1979 by Michael E Porter (Varelasand Georgopoulos, 2017). This framework helps in determining the company’s positioning and understanding the profitability of the business.
Rivalry in the industry
[bookmark: _Hlk91172966][bookmark: _Hlk91173034]River Island is a fashion retailing company that has a huge number of rivals in the industry. The company’s revenue generation is 923 million British pounds. However, the companies like Next PLC have a revenue generation of 3.53 billion British pounds. River Island operates in 18 countries worldwide and owns more than 300 stores across the world (River Island, 2021).  However, the competitors of the company like Next PLC have a bigger consumer base. The NextPLC operates in 70 countries in the world and owns up to 700 stores in the world (Next, 2021). It can be said the company has a high rate of rivalry due to large number of options among consumers.
Bargaining power of the Suppliers
[bookmark: _Hlk91171549]The company although has a large supplier base in the year 2019 they worked with 181 product suppliers. That shows that the company has a low switching cost, which means an opportunity to switch to another supplier. River Island also sources raw materials from 29 different countries for making fashion clothing, accessories and so on. In the year 2020, the top 12 countries supplied materials for their products (River Island, 2021). This gives the company to choose from a large pool of suppliers who will provide them with materials at lower costs. Therefore, it can be concluded that the bargaining power of the suppliers is low.
Bargaining power of the Consumers
The company owns more than 300 stores in the world and has a broader range of products (River island, 2021). The company also has an affordable prices range for their product than any other company. River Island also operates in 18 countries that gave them a very bigger consumer base. The consumers are also aware of the brand properly and the high quality of the products which gives them the leverage of attracting more consumers. However, the consumers still have various options of buying the same product from another retailer at lower prices and better quality so the bargaining power of the consumer is high.
The threat of the substitute
The clothing itself does not have a substitute however the company produces fashion clothing that has a substitute for casual clothing. Therefore, the consumers can easily shift their interest from their product (fashion) to other (Casual) companies that make the substitute if they provide with lower prices on them. That means that the company has possibility of loses their consumers if there is shift in interest.From all of this, it can be said that the threat of the substitute is moderate for the company.
The threat of new entrants
The new entrant in the industry can be less stressful for the company as it will take a long time and capital for a company for achieving the trust of the customers. It also will take for a company a lot of capital to gain such high-quality products and marketplace through promotions like River Island. The new entrants will have to struggle for a long time to reach such a position in the market. Therefore, it can be said that the threat of new entrants to the company is low.
Swot Analysis
SWOT analysis is a tool that is used by organisations to recognise their strengths and limitations. It enables the identification of the opportunities that are available to the organisation and the threats that they are likely to encounter (Gurl, 2017). A swot analysis will be done for River Island to identify the organisation's internal capabilities and threats that they might face.
	Strengths
	Weaknesses

	· River Island is one of the oldest and popular brands retailing clothes and accessories in the UK, High Streets for men, women and children (Riverisland, 2021). 
· The company is known to offer customers stylish and quality products that they can avail at affordable prices from River Island (Riverisland, 2021). The product designs of the company are exclusive and the company designs them in house. 
· Another positive aspect about River Islands is that the organisation is known to respect every employee and values equality and diversity. The employees are given chance to develop their skills and the employees are provided with a healthy and safe environment for working (river island, 2021). 
	· It has been stated that the company must improve its customer loyalty by adding more value to the products of the company. The emphasis on designing and ensuring quality is not up to the mark and needs to be enhanced to attract more customers (retail-insight-network, 2019). 
· Another weakness about the company is their falling revenue and there has been a fall in the revenue consecutively in 2019 and 2020. The revenue for 2019 was 843.5 million GBP and in the following year, River Island generated a revenue of 576.4 million GBP. However, this fall can be attributed to the emergence of covid 19 (Statista, 2021). 

	Opportunities
	Threats

	Technology keeps evolving with time and therefore River Island must keep updating the technology that the company uses in manufacturing its products and promoting them to the customers. Improving technology that is used by the company can enable them to attract new customers for purchasing their products. 
River Island has stores of the company in more than eighteen countries and therefore another opportunity that River Island can utilise is expanding the business in countries where they do not exist (ritechstyle, 2021). This can be advantageous for the organisation  as it can increase its brand awareness, customer base and revenue 
	· The major competitors of River Island are Topshop, Whistles, New Look, Arcadia, Sports Direct, Hobbs and several others. River Island is likely to encounter a constant threat from these organisations. Thus, it has to take adequate measures so that it can deal with these rivals and maintain a competitive advantage in the market. 
· Covid 19 is another threat that is likely to affect the organisation and if the variants of Covid 19 keep arriving at different waves over time then the business of River Island is likely to be affected negatively. There can be a further fall in the revenue generated by the company (Flynn et al., 2020).
· The third threat is the impact of Brexit and because of the same; the company is likely to be deprived of various potential customers residing in the European Union (Bolet et al., 2018). However, the company can resolve this if they can enhance their online sales channel and distribution. 


Table 1: SWOT analysis of River Islands
(Source: Created by the learner)


[bookmark: _Toc91240937]Segmentation, targeting and Positioning
Target marketing deals with identifying the most profitable segments in the market and involves three stages that are segmenting the market, targeting the potential customers and positioning the company's products in the minds of the customers (Camilleri, 2018). 
Segmentation
 Segmenting the market involves dividing the customers into groups of individuals possessing common needs and common characteristics. Segmenting the market allows meeting the needs of each group cost-effectively and keeps an organisation in an advantageous position. Segmentation can be done based on: 
· Demographic: This involves dividing the market based on personal attributes of the people like their age, gender, ethnicity, marital status, occupation and several others (Camilleri, 2018). 
· Geographic: When is the market is divided based on geographic locations like state, city, country or locality it is referred to as geographic segmentation 
· Psychographic: Classifying the market based on the lifestyles, values, personality and other psychological aspects is psychographic segmentation. 
· Behavioural: It involves dividing the customers based on the ways they use a product, the degree of their loyalty and the benefits the customers are seeking. 
River Island divides or segments the market based on demographics and the aspects that they have chosen to segment are gender and age. The company manufactures products for both male and female gender and children belonging to bond genders. As the organisation operates in around 18 other countries, it can be stated that the company divides the market based on geographic locations. River Island operates in South America, Ireland, UK, European Countries and the Middle East. 
Targeting
Targeting on the other hand deals with targeting those customers from the market segment that are like to make the business more prosperous. It deals with selecting the correct segment that is likely to be the potential customer of the company and increasing the sales and revenue of the company (Huang and Rust, 2021). River Island targets males and females belonging to the age range of 20-45 as their potential business customers. It can also be stated that the company targets the young generation in the country to be successful. The age range of 30-34 is the second-highest age range that comprises a large portion of the population. There are 3.82 million people belonging to this age range of 30-34 and there are only a few people in age ranges above 65 years (Statista, 2021). River Island has targeted the young generation in the UK as their potential customers because they for a large portion of the population and if this large portion chose to purchase from the River Island can enhance its sales and revenue.  
Positioning 
 (
Low Price 
High Price
High Quality 
Low Quality
River Island 
Next Plc
Top Shop
)
Figure 1: Positioning map for River Island
(Source: Created by the learner)
This involves positioning the products and services of the company in the minds of the people (Huang and Rust, 2021). The company positions the products of the company in the mind of people as being affordable and stylish. Products from River Island are most loved on the UK High Streets and are well designed. While Topshop one of the competitors of River Islands uses a penetrating pricing strategy where the prices of products are low, however the company offers good quality products to its customers at low prices.  On the other hand, River Island keeps the price moderately low and sells adequately good quality products at this moderately low price range. Next Plc one of the luxury clothing retailers offers customers high-quality products at high prices. The pricing strategy that Next Plc uses to place its products in the mind of the people is premium. 
[bookmark: _Toc91240938]Marketing mix Strategy
A marketing mix is a set of activities or actions that an organisation perform to promote the services and products of the company to enhance sales. The marketing mix makes up the business plan of an organisation and if done adequately it is likely to bring great success to an organisation (Ravangardet al., 2020). The 7Ps of marketing in context to River Islands will be discussed here 
Product: River Island sells a large number of clothing and accessories for children, men and women. The various products that are available in River Islands are shoes, bags, hats, belts, jewellery, scarves, loungewear, winter wears, jackets, hoodies, joggers and various other clothing items and accessories (river island, 2021). The company sells these products to its customers and these products are exclusive in their design. 
Price: The two types of pricing strategy River islands use are affordable pricing and competitive pricing strategy. The products that are offered by River Island are set at affordable prices so that they can be purchased by all income groups (Riverisland, 2021). An affordable pricing strategy has been set by River Island because it makes the products to be availed by a large portion of the customers. Nearly 11.7 million individuals in the UK belong to low-income groups (Francis-Devine, B. (2021). Thus a large portion of the population in the UK still belong to the low-income level and this affordable pricing strategy enables the companies to cater needs of these segments. The company uses a competitive pricing strategy so that it can set prices similar to or lower than that set for similar products by its competitors. This makes products of the company affordable to its customers in comparison to that of their rivals and maintains a competitive advantage in the market. 
Place: River Island distributes the products of the company through both online and offline channels. In the UK the company has over 300 stores and they too have six devoted online stores from which the company can sell their products (Riverisalnds, 2021). They sell both online and offline as this increases reach to a greater number of customers and ensures that people that do not have access to the internet can also purchase the products of the company from in-stores. 
Promotion: Promotion refers to the ways a company let its customers know about the products and the offers that they give their customers (Siripipatthanakul and Chana, 2021). River Island promotes the exclusively designed products of the company through both online and offline channels. However, the online channel is used the majority of the time by the organisation. Social media platforms like Facebook, Instagram and Twitter are frequently used by River Islands to promote the company’s products. Pictures of attractive models wearing the clothes and accessories of the company are uploaded on Instagram and other platforms of social media. The offers and the deals are communicated to the potential customers through various online channels. Other than promoting through online platforms, they have attractive commercials that are uploaded as videos on YouTube. Moreover, the company is known to collaborate with bloggers to communicate about the exclusive offers of the company.  
People: River Island employs approximately 8400 colleagues under them and are committed to providing the people with a safe and healthy environment for working (Riverisland, 2021).The organisation had part-time employees amounting to 4979 and had more than 2800 full-time employees working under them in 2020, globally (Statista, 2021). River Island has an all-inclusive workforce and there is no discrimination made among the employees of the organisation on any grounds. It promotes the personal development of the employees and gives benefits to them to ensure employee wellbeing. 
Process: River Islands deliver and distribute the orders to the customers at their door. However picking up from in-store is not possible for people that reside in countries where River Island do not have a store (Riverisland, 2021). The majority of the products of River Island are designed in-house and they provide customer services through their website. Where customers can track orders, looks for offers and promotions, avail for refunds, returns, and several others. 
Physical Evidence: It includes the factors that are integrated into the service for making it measurable and tangible. It ensures the existence of the organisation and its presence in reality (Do and Vu, 2020). The headquarter of River Island is located in Chelsea, London, United Kingdom and this is evidence for the existence of the company. Another evidence of the organisation's presence is its original social media accounts and pages. Additionally, the packaging or plastic bags that are given to the customers which have the company's logo printed on them is another evidence of the presence of the organisation. The bills that are given to the customers on purchasing the products of the company are also evidence of River Islands existence. 


Conclusion 
Thus, it can be concluded that an introduction has been provided on marketing fundamentals. A PESTEL analysis has been done to identify the macro-environmental factors that are likely to affect the business operations of the River Islands. SWOT analysis has been done for the company to identify River Island's weaknesses and strengths. Segmentation, Targeting and Positioning have been done for the products of the company and 7ps of the marketing mix in respect to the organisation has been discussed. It has been found that there are can both positive and negative impacts of the environments on the organisation and its operations. River Islands has been found to follow an affordable pricing strategy to attract customers and uses social media promotion the majority of the time to communicate about the brand to its potential customers.
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