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Marketing Fundamentals Analysis and Evaluation
[bookmark: _Toc48539173]1.0 Introduction
[bookmark: _Toc48539174]1.1. Defining Marketing
	Marketing is defined as the procedure to attract prospective consumers towards a specific or a range of products and services. The procedure involves a wide array of sub-procedures i.e. market research, advertising, selling, along with delivering the organization’s products and services (Wilardjo, 2016).
[bookmark: _Toc48539175]2.0 Marketing Process
	As per Gregory, Ngo, and Karavdic (2019), Marketing process is a series of stages enabling businesses to recognize consumers’ issues, conducting analysis on opportunities that industry offers along with tailoring materials, suited to achieve the prospective target market’s criterion in terms of products and services. There exists an array of factors that identifies itself as a part of marketing process and consists of 5 factors which are as follows:
· Situational analysis
· Marketing aims 
· Marketing approach 
· Marketing mix
· Application and control
[bookmark: _Toc48539176]2.1 Situational Analysis
	Regarded as the basis of a respective marketing strategy, situational analysis incorporates a wide range of elements that possesses the potential of impacting an organization such as SWOT analysis, PESTLE analysis, Porter’ five forces respectively. One of the said analysis’ i.e. SWOT analysis, presents a list of strengths and weaknesses along with underlying opportunities and threats with respect to Chanel (Simões, 2020). The author further mentions that PESTLE analysis pertains to external factors that may impact Chanel. The said analyses’ will be discussed in the subsequent essay. A situational analysis enables the said business to possess a better understanding of the said elements which will have its impact in the long term.
[bookmark: _Toc48539177]2.2 Marketing Aims
	Marketing aims is considered to be the commencing point of a respective marketing plan and are the desired outcomes the said business wants to achieve in the due process of promoting their products and services to their consumer base. Marketing aims are considered crucial as they enable the said business to oversee the advantages that the business can achieve from effective marketing strategies, enforcing training to its workforce along with maintaining a suitable hierarchy to realize their respective goals (Lim, 2016).
[bookmark: _Toc48539178]2.3 Marketing Approach
	     As per Sugimoto and Nagasawa (2017), the third constituent of the marketing process deals with the long term procedures to obtain the desired goals of the business. To realize their objectives, the said business is provided with an ample strategic approach that is tailored to meet the demands of the business which is known as segmentation, targeting and positioning will be discussed subsequently.
[bookmark: _Toc48539179]2.4 Marketing Mix
	The fourth constituent of the marketing process comprises of a series of 7 elements that are in effective hold of the said business which can be operated to achieve the desired marketing outcomes. The management of Chanel utilizes 7 elements; otherwise known as 7 Ps of marketing to gauge a better reception of its products among the consumer base and the elements are subjected to further elaboration in the subsequent essay (Sikora, 2018).
[bookmark: _Toc48539180]2.5 Application and control
	Towards the concluding element of the marketing process comprises of the component of application and the control that is deemed crucial for the desired result of the aforementioned market strategies. The efficiency of application can be enhanced by the hierarchy involved in outlining the marketing strategy in the said business by creating a sense of accountability around the strategy proposed and its respective application (Hollensen and Opresnik, 2019). The second component; control, is considered to be the concluding step that is taken by the said business which encompasses observing along with assessing the strategic procedure and guarantees that it is being worked out in accordance with the business’ desired criteria (Quix and van der Kind, 2019).
[bookmark: _Toc48539181]3.0 SWOT Analysis of Chanel
	Briefly mentioned in the aforementioned heading, this marketing strategy instrument is utilized by the management of the said business to conduct a situational analysis of the luxury perfume giant in terms of its Strengths, Weakness, Opportunities and Threats that the said business is countering in its respective industry. The strategic instrument holds the potential of being a very engaging procedure that demands an efficient channel of coordination among an array of departments within the said business that involves finance, strategic planning, research and development (Blythe and Martin, 2019). 
The authors also mentions that framework is designed which enables Chanel to recognize its internal strategic components i.e. strengths and weakness along with external components i.e. opportunities and threats. The key purpose of the proposed matrix is to recognize its respective advantages to mitigate its threats and embrace opportunities along with mitigating any weakness in the business.
[bookmark: _Toc48539182]3.1 Components of SWOT analysis
The components of the respective matrix are as follows:   
· Strengths: The elements that constitute as strengths for Chanel is its cohesive brand portfolio. With its establishment over a century ago, the luxury brand has managed to maintain its stranglehold in the respective industry with the appropriate record of developing novel products along with; due to robust cash flow, enables Chanel to venture into research and develop innovative products for its consumer base. Another strength that is thoroughly identified as an advantage is the continued level of consumer satisfaction pertaining to the luxury giant’s product and services along with a highly expertise personnel that is achieved by conducting a thorough training program. Lastly, Chanel commands a vast dependable base of suppliers ensuring a steady flow of raw materials.
· Weakness:  The weaknesses that is identified by the luxury giant is the restricted scope of its respective development in a different product segment. It also offers no diversity in their product line that leaves a considerable amount of gap that can be capitalized by its respective competitors in terms of gaining advantage in the industry. Another weakness is attributed to the lack of fluidity in adapting to novel work environments and is committed to a similar strategy of handling its business operations.
· Opportunities:  The opportunities that are provided to the luxury giant is in the form of emerging trends in the respective customer buying and preference pattern which allows the business to foray into more pronounced streams of additional profits. In accordance with the mentioned trend, an upward trajectory in spending has been observed in the recent decade which allows the said business an ample opportunity to gauge and enhance its customer base. The strength identified in the aforementioned paragraph that denoted about a steady backup of cash flow provides a considerable opportunity to the business to finance its products that is compatible with the modern trend of products in terms of innovation. 
· Threats: Last element in the matrix, this element denotes that the luxury giant faces a considerable amount of rivalry from its competitors due to the industry’s increased lucrativeness witnessed in modern times. Another threat that persists for the said business is the lack of expertise personnel as the business demands specific skill to develop its products.
(Haddara et al., 2020) 
[bookmark: _Toc48539183]4.0 Pestle Analysis of Chanel
	PESTLE analysis is a strategic metric that is planned and developed to perform a detailed analysis that takes external factors into consideration of the business situation of any respective industry. It is considered to be a crucial stage for plotting an outline that can efficiently cater the demands emanating from the competition to increase the said business’ probabilities in terms of viability along with productivity (Patel, Kalita, and Asthana, 2018). PESTLE is a combination of its initials that pertains to multiple external factors that may affect the said business comprehensively (Karayev et al., 2018)
[bookmark: _Toc48539184]4.1 PESTLE analysis
· Political factors: The initial factor in the said analysis tool pertains to the respective political factors’ impact on the luxury giant. The degree of stability that the country provides is conducive to the business’ growth and success which can be in the form of transparency it provides along with the atmosphere that is deemed conducive to conduct its business operations along with any prohibition that can guarantee roadblocks for Chanel to function to fulfill its business requirements.
· Economic factors: This particular factor concerns itself with the financial condition of the country that the said business operates e.g. exchange rates, interest rates, GDP (Gross Domestic Product) etc. The mentioned economic factors are subjected to fluctuation and it depends on the country’s ability to counter it so as to contribute to the business’s ease in conducting the business. Another factor is the ability of the business to raise its capital at the required rate so as to maintain feasibility in terms of affordability of the raw materials. 
· Social factors: These factors pertain to the society of the particular country i.e. UK, that incorporates respective ethos, views, outlooks and core values of the respective community. The effect of these factors registers a crucial undertaking not only on the functioning aspect of the said business but also on the marketing feature of the respective said organization. Therefore, it is crucial to have a refined understanding of the consumers and the mentioned social factors that is pertaining to the consumers to tailor the products and services in accordance with their respective demands.
·  Technological factors:  This factor is considered a crucial element for any business irrespective of the industry it operates in due to the amount of fluidity prevalent in the consumer’s demands. The amount of technological prowess that is harbored by the business is a predetermining factor in generating revenues.
· Legal factors: The legal factors constitute a role in the business which incorporates legal obligations in terms of intellectual property that safeguards its patents. Health and safety laws also incorporate in these factors which are pertaining to the wellbeing of the business’ workforce.
· Environmental Factors: The present ecological factors play their importance in the transportation of raw materials in terms of weather conditions of the country i.e. bad situation in weather can delay the delivery of crucial raw materials that contributes to a delay in honoring consumer commitments.  It can also impact the durability of the product’s quality.
(Matsina, 2017.) 
[bookmark: _Toc48539185]5.0 7Ps of Marketing
The 7 Ps  as signified by Yan et al. (2018) are as follows:
· Product:  This element denotes that the company sells its products under various product lines along with brand names which enables its consumers to choose that suits their requirements. Its products are considered to be of high quality compared with its rivals which garners trust and is reflected in the amount of enthusiasm of its consumers in terms of their willingness to purchase.
· Price: The price planning is done in accordance to mitigate competition from its rivals such as bundling of products to sell at a reduced price and follows a different trajectory when it sells on online mediums to retain competitive advantage.
· Place: It pertains to the choice of medium the business adopts to sell its products either online or in physical stores which follows an Omni-channel distribution system which is thus created as it integrates both offline and online mediums.
· Promotions: The company utilizes various media channels to advertise its products that is a blend of both conventional source i.e. TV or social mediums i.e. Facebook, Instagram.
· People: Workforce of Chanel has been according their services in multiple departments that caters the consumer base along with aiding in marketing endeavors.
· Process: To safeguard the business, it maintains systems to inform regarding its inventory to the updated level, along with delivery statuses. 
· Physical Evidence: This denotes the manner in which the products are sold i.e. packaging of the products that distinct itself from their rivals.
[bookmark: _Toc48539186]6.0 Porter 5 Forces of Chanel
· Competitive rivalry:  The rivalry among the business’ aid in recognizing the profitability of an industry where the business are working hard to maintain their stranglehold and the luxury giant is competing based on diversity and the rivalry is considered to be high (Polan and Tredre, 2020).
· Threat of new entrants: Galetić and Požega (2019) mentions that threat is measured as low due to the ability of the business to create barriers which can constitute to be of legal or industrial in nature i.e. access to raw materials.
· Bargaining of suppliers and buyers: Stakhovska (2018) states that bargaining powers of both suppliers and buyers are considered to be high and moderate as the suppliers can demand high prices for their materials and the readiness of the customers to buy their luxury products at any given price.
·  Threat of substitute: It can be considered to be high if the substitute can manage to produce a better product than the luxury product (Polan and Tredre, 2020) 
[bookmark: _Toc48539187]7.0 Segmentation, Targeting and Positioning of Chanel
	The market segments of the business is women comprising of all ages who are aware about the brand and its repute in delivering quality products. It identifies a precise base for its product by dividing its consumer base into additional fragments reliant on demographics, age, and range in income (Jutkowitz, 2017). For introducing a product, it plans on the mentioned criteria so as to enhance probabilities of its products to find eligibility within its target base. It caters particular products to precise fragments based on their income (Camilleri, 2018). 
Targeting contains elements that are being accommodated by the said company’s rivals based on products’ value. It also permits the business to analytically evaluate its own competences in delivering customers since it’s a huge brand known internationally. Positioning accommodates the views and analysis from the consumers in contrast with the business’ competitors which is crucial in allowing Chanel to gain competitive advantage over its competitors (Schlegelmilch, 2016).
[bookmark: _Toc48539188]8.0 Conclusion
	In the concluding analysis, Chanel are facing acceptance to current generations as they play a role in the luxury market sales Nowadays, consumers of today are buying luxury at an early age and, Therefore, Chanel should develop strategies to maintain its appeal by adhering to the marketing strategies proposed to maintain relevance and ensuring continued revenue growth and its brand strength.
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