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Introduction
Kotler, Armstrong and Opresnik (2018) defined marketing as “the process by which companies engage customers, build strong customer relationships, and create customer value in order to capture value from customers in return”. To further understand this process, we will first need to look at different stages of marketing including the role of the marketing mix, marketing research and marketing environment. Lastly, the relevant stakeholders will be identified and their influence on the marketing activities of a business will also be explained.
Company background
Selfridges is one of the most emblematic department stores in London and was founded in 1909 by Harry Gordon Selfridge, an American - British retail businessman. Thanks to the high standard of customer service and quality products, the retailer has been able to develop its distinctive position in the retail industry and has won multiple World's Best Department Store Awards. The flagship store in London is the second largest store in the United Kingdom and has recently been listed as Grade II* meaning "building of more than special interest” (Selfridges, 2020)
Processes and stages of marketing
The success of Selfridges is dependent on a highly effective marketing strategy. The aim of the organisation is to find a way to recognise and accommodate the expectations of its customers through a series of steps that structure the marketing process. There is a five-step model of the marketing process and the first step is comprehending the needs of the consumers and the marketplace. The second stage is creating a customer-oriented marketing campaign to reach target buyers, followed by delivering superior value through an efficient marketing program. The fourth step is creating customer delight and build profitable customer relationships. Finally, the organisation gains the advantages of good customer relations and the business generates happier, loyal consumers that are willing to spend more. This ensures long-term returns for the company (Baines et al. 2019).
The role of the marketing mix
One of the main concepts of modern marketing is the marketing mix. It provides a simple framework and includes four basic elements, product, price, place, promotion. These 4 Ps need to be combined for the business to engage customers, provide customer value, increase product demand and establish strong market positioning (Kotler, Armstrong and Opresnik 2018). 
Products: Selfridges focuses on offering high quality products and services that create customers’ loyalty. The products offered include jewellery, watches, beauty products, fashion shoes and clothing, luxurious goods, as well more sustainable choices, such as second-hand pre-loved, vintage, ‘Project Earth’ products. When a product is great, clients still come back, even though the price is high. A premium product creates unshakeable trust to consumers that in turn,  generates improved profits and revenue. Research reveals that maintaining an existing client is five times cheaper than acquiring a new one. Losing a consumer means more than losing just a single transaction, it means losing future transactions and also reputation, if the customer tells family and friends or posts on social media about the negative experience (Kotler, Armstrong and Opresnik 2018). 
Price: The pricing approach that Selfridges uses is based on a premium pricing strategy, that indicates high-end products and distinctiveness. In this case, the luxury and limited-edition products offered are viewed by customers as high quality and exclusive. While products are expensive, the experience of customers is greater than shopping elsewhere and the capacity of Selfridges to charge higher prices has produced impressive revenue and profit. A premium price strategy also has the advantage of increasing the brand value for all products offered by the company. In addition, using this technique would help Selfridges to charge premium prices for the new items that are expected to be launched because their customers are loyal to the brand (Rennhoff and Serfes 2009).
Place: The element of the marketing mix that encompasses how the product is distributed to consumers is place or distribution. Without a proper placement, no business can ensure productivity and profitability. Place aims to maximize the reach of distribution in order to achieve widespread product availability while minimizing transport, inventory and storage costs. Selfridges follows a direct-channel distribution strategy and the customers can purchase directly from the Selfridges stores located in London, Birmingham and Manchester or online, via Selfridges.com website and Selfridges App  (Chaffey and Ellis-Chadwick 2012). 
Promotion: The marketing mix component that relates to the way companies use marketing communications to inform clients and other stakeholders about their products, services and special offers is the promotion variable. Selfridges uses advertising, sales promotions, direct marketing, public relations and sponsorships to promote the products online using its social media channels, Twitter, Facebook, Snapchat, Instagram, and also, in-store events, TV, magazines and radio (Xavier, Moutinho, and Moreira, 2015).
The role of the marketing research
According to Kotler, Armstrong and Opresnik (2018), marketing research is defined as “the systematic design, collection, analysis, and reporting of data relevant to a specific marketing situation facing an organization”. In a wide range of cases, businesses use marketing research to assist them with decision making, to determine consumer needs, motivations and purchasing habits. Burnett (2018) stated that when completing a marketing research, there are five steps that need to be followed. The first stage is identification of the problem faced by the organisation, followed by development of the research plan. After developing the plan, the collection of data starts with a summary of any existing research, accompanied by the current research. The fourth step is to interpret the data gathered and turn it into valuable information, usually a detailed report or a presentation. The final step is recommendations and taking action based on the marketing research results.
The role of the marketing environment
In order to develop successful marketing strategies, an organization must first consider the marketing environment in which it works. The marketing environment consists of external and internal factors that have a close impact on the organisation and may change the way the company operates. There are five basic elements of the organization’s specific business environment and these are customers, competitors, suppliers, as well as the government and legal factors (Bruton, 2020).
Customers: A customer analysis is a vital component of any strategic plan and consists in  classifying the target consumers, their revenue, location, gender and unique needs. The target customers of Selfridges are people from the wide audience, from consumers who live in the UK to tourists and international customers who order online via Selfridges.com website. Recently, the company completed a refurbishing plan of the Oxford Street store, launched a shoppable App and initiated Project Earth sustainability programme, focused on targeting younger buyers who are perceived to be more environmentally friendly.
Competitors: A business should only enter markets in which it can build superior consumer value to its competitors and achieve advantages. Selfridges has to be vigilant of potential competition initiatives, evaluate their financial and marketing success and implement appropriate strategies. In the retail clothing sector, Selfridges faces competition from Liberty, Harrods, Kids Plaza, Soko Glam, Yoox group (Mandhachitara and Piamphongsant, 2016). 
Suppliers: Suppliers have a great influence on every company. They can inform the organization of modern concepts, processes, and materials that can be used to make new products. Selfridges understands the need to develop collaborative working relationships with its suppliers in order for both sides to benefit from trade. Their major suppliers are brand partners who produce clothing and beauty products, as well as local, independent suppliers, that create artisan products for the Selfridges Selection brand.
Government and legal factors: Regulations often have beneficial consequences on customers and companies alike. They provide the public with a strong amount of confidence in the products' safety and effectiveness. Governments are designing public policies to direct commerce, sets of laws that regulate industry for the benefit of society as a whole. Almost every marketing activity is subject to a wide range of laws and regulations that also discourage competitors from attempting to join a market with substandard and low-quality products (Taylor, 2018).
Selfridges Project Earth: Today, well informed businesses go beyond the regulations of the government. More and more businesses are making environmental protection an aspect of their core missions (Kotler, Armstrong and Opresnik, 2019). For instance, Selfridges is committed to finding the most exciting environmental concepts and technologies in line with the company's goal to drastically transform the business with Project Earth. According to Alannah Weston, Selfridges Group Chairman, “Now more than ever we must double down on our efforts to reinvent retail with sustainability at its heart and a way of working which is regenerative for humans and nature. Achieving our ambitions won’t be easy, but we are in a unique position to be able to work with our team members, partners and customers to co-create change and explore possibilities for a sustainable future”. 
Project Earth is a long-term sustainability promise has been unveiled by Selfridges and began with Project Ocean, another initiative launched in 2011, to help protect oceans from plastic pollution and overfishing. Project Earth is built on the environmental measures Selfridges has taken over the last 10 years and promises to transform the retail industry. The store tries to improve the way we shop in three major ways: launching innovative retail formats such as repair and reselling, collaborating with partners and consumers within its departments to encourage a change in mindsets, and also addressing the materials used in products. By 2025, Selfridges aims to use the most ethically sourced materials throughout the business and works with all of its suppliers to challenge how products are made (Selfridges, 2020).
Situational Analysis of Selfridges
This type of analysis is often labelled the marketing plan foundation as it is essential to every company's marketing strategy. It is usually conducted with the aid of Porter’s Five Forces and PESTEL models and a marketing plan can only be structured after reviewing the situational analysis. It consists in examining different external and internal environmental elements that are influencing opportunities and present possible risks on the performance of the company and its products and services (Mandhachitara and Piamphongsant, 2016). 
Porter’s Five Forces
This framework was designed by Professor Michael Porter and it is one of the most popular and most regarded business strategy approaches. According to Michael Porter, all sectors are influenced by five major competitive forces which are known to be the primary factors of competitive pressure within any market. In an optimal scenario, when the business has a low threat level across all Porter's five forces, it potentially means that the company is well placed inside its field for long-term profitability and domination (Satryo, 2018).
Threat of new entrants: Selfridges is a well-known department store and has been around for more than 100 years. Shoppers in the UK usually tend to choose an existing, trustworthy retailer, especially when it comes to investing large sums of money in high quality and luxury products. In addition to capital costs, high expenses to keep up with the industry pioneers and the lack of experience of potential entrants create a competitive disadvantage right from the very beginning (Satryo, 2018). As a consequence, new competitors are not apparent at the moment, particularly taking into consideration the present Covid-19 and Brexit scenario, where a high number of businesses have collapsed into administration or moved abroad. 
Competitive Rivalry: Offline retail industry has tremendously suffered from decline in revenue. The digital world provides numerous different ways for retailers to connect with consumers and maximize e-commerce opportunities. Selfridges has invested in introducing a shoppable app, redesigned its website and launched Project Earth, in an effort to attract more tech-savvy, younger retail consumers who seem to be more interested in eco-friendly products and are likely to spend more on online platforms (Selfridges, 2020). Competitors also invested in online platforms, however, some of them are too slow to adjust to the digitized world we all live in. Thus, there is a medium threat of competitive rivalry from other companies.
Buyer power: Selfridges focuses on delivering premium goods and puts significant importance on outstanding customer support. It has loyal customers, who buy high-end products despite the high prices. Luxury brands are deliberately establishing a higher price that represents the uniqueness and prestige of their goods. We should, however, take into account that there are other businesses who offer similar or even exactly the same products. Buyer power relates to the demand that consumers may place on companies to supply good quality goods, better customer service and lower prices. Taking all this into consideration, the bargaining power of Selfridges customers is moderate (Miller, 2013).
Supplier power: The supplier power of bargain refers to the tension which suppliers can place on businesses by increasing their prices, reducing the quality and even their product availability. Companies are best positioned when they have multiple suppliers to choose from (Mulvihill et al. 2017). Selfridges is considered to have a high reputation and very profitable results. The retailer is in a favourable position with its suppliers, who are aware that their sales and performance are directly related to Selfridges success. Therefore, the bargaining power of suppliers is quite low.
Substitutes: The danger of substitutes in luxury retail sector is usually moderate to low. However, under these challenging economic times, customers could be more willing to shift from Selfridges to other stores who offer much lower prices. In contrast, when the economy is thriving, consumers are more inclined towards luxury products rather than a low-priced ones. The diversity of items available provides customers with a number of options that meet comparable needs. Thus, threat of substitutes can be considered moderate to high at the moment (Mandhachitara and Piamphongsant, 2016).
PESTEL Analysis
The six parameters of the PESTLE analysis are Political, Economical, Socio-cultural, Technological, Environmental and Legal. This framework is valuable in carrying out a competitive review to identify a company's external environment and enhances the capacity of the organisation to respond to anticipated changes in the market. Adaptation to each case, facilitating planning and minimizing the impact of adverse scenarios, and visualising upcoming trends in such a way that the company will be one-step ahead are some of the advantages that this model provides (Montalván Espinoza et al., 2019).
Political environment: There are rules, government institutions and forces in the political system which impact and regulate different organisations in any society. The political decisions play an important role in determining the factors that can influence the political environment and the long-term profitability of businesses (Kotler, Armstrong and Opresnik 2018).  Some of these factors are the level of corruption, political stability, wage legislation, mandatory employee benefits and current and future taxation policy. For example, Boris Johnson, the UK prime minister, stated that the government would not move through with the proposed reduction from 19% to 17% in corporate tax and this decision has a direct impact on Selfridges.
Economic environment: The economy in the UK has been fluctuating since the Brexit vote in 2016. According to De Lyon and Dhingra (2019), investments have dropped, the pound has lost value, GDP growth has also dropped and the consumers’ purchasing power is lower. The Bank of England has modified the monetary policy, especially lowering the lending rate and increasing the borrowing rate and is encouraging company owners to invest or finance their businesses. Selfridges did not seem affected by these changes as in 2019, the organisation had an overall turnover of £809.9 million, which marked a rise of over £100 million from 2017 (Sabanoglu, 2019). However, it has been affected by the pandemic and announced 450 job cuts. 
Social-cultural environment: This environment reflects the demographic features, norms, customs, beliefs and behaviours of the society under which the business operates, as well as any potential cultural obstacles. The purchases of customers are deeply influenced by social, cultural and psychological features. Changes in demographic, cultural norms and lifestyle trends lead to opportunities for businesses. Consumer behaviour has changed as a consequence of the coronavirus pandemic and businesses have to adapt to the change accordingly.   (McCollum, 2013). For example, all major retailers, including Selfridges, have begun to market face coverings and hand sanitizers.
Technological environment: Innovation of new technologies is now used in most sectors so it has become essential for the businesses to utilize this appropriately. Since online shopping started, the retailing industry has been experiencing new shopping trends that directly impact the sales strategy. Selfridges has successfully incorporated mobile technology in its offerings to reach new clients and has an accurate positioning across social media networks. In addition, the retailer has made good use of online technologies to market the products internationally, via its Selfridges.com website (Mandhachitara and Piamphongsant, 2016). 
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Environmental factors: Taylor (2018) analysed the effect that natural calamities have on the businesses, especially on the retail companies that have to take into consideration their impact on our environment. There are multiple ecological impacts in the production of a product, from the extraction of raw materials to the way it is manufactured and even disposed of by the consumers. Selfridges has addressed this issue by launching sustainability campaigns, such as Project Ocean and Project Earth, and strives to minimise its impact on the environment by offering sustainable products and recyclable, reusable or home compostable packaging.
Legal environment: In this environment, retail companies need to abide by all sorts of laws including employment acts, business contract acts, health and safety, privacy protection laws and so on. Although these laws and legislation are relevant, companies are often regulated by a set of unwritten codes and principles of professional ethics that address how the organisation works, how management choices are taken, and how employees are treated (Satryo, 2018). Selfridges, like any other business, needs to respect these rules and regulations to avoid any legal issues that could affect its brand value and reputation.
Stakeholder identification and the influence on the business activities
A stakeholder is an individual or a group of individuals that have a direct interest in a company. Stakeholders are influencing the decision-making process of the organisation and ensure that the workplace climate is productive, stimulating and fair working conditions prevail. There are two categories of stakeholders within the business, internal and external, or primary and secondary (Mulvihill, Beckman, Maynard, and Davidson, 2017). The individuals and parties within the organisation and take part in its management are referred to by internal stakeholders. In contrast, the individuals who are not part of the company but who are indirectly influenced by its operations, are called external stakeholders. At Selfridges, the internal stakeholders are the board of directors, shareholders, employees and managers and the external ones are customers, suppliers, the local community and the whole society, in general, media, creditors, competitors and the government (Baines, Fill and Page, 2013). 
Conclusion
To conclude, marketing is the process that encompasses identifying and satisfying the needs of the customers in a profitable way and it is essential to keeping a company successful. It is predictable that Selfridges will continue to have a long-lasting success in the retail sector. Although it has announced a plan to cut 450 jobs, the retailer is planning to sustain a strong partnership with the customers and to invest more in its online platforms, as based on the reports, their online sales have doubled during the coronavirus pandemic.
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