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1.A    Definition of marketing

Marketing is the management process responsible for identifying, anticipating and satisfying consumer’s requirements profitably. (CIM, 2015) 
In other words, I would define marketing as researching, developing products or services and providing eventual customer’s needs and wants with these for an exchange of funds.

1. The marketing process

The marketing process is about understanding the competitive marketplace, adapting to key trends and providing the customer with the right product at the right time and place. (CIM, 2015)
Marketing process model is made of five parts. The first four steps direct one's attention to creating something valuable for the consumer, while the fifth one operates to get something valuable from the consumer. (Kotler, 2015)
The steps in the marketing process are analyzing the opportunities in the market, selection of target market, development of marketing mix, management of marketing efforts.


2. Diagram of marketing process
[image: ]
Author Vaeenma,2016


3. The stages in the marketing process

a) Situational analysis

A deep analysis of the situation of the place the company is in the industry should be done, as well as with an analysis for identifying customers’ needs and the environment which the company operates. (Business Knowledge Center,2010) The situational analysis should include past, present and future aspects. It should include a history on how things evolved and an analyze on future trends.
PESTLE analysis
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The PESTLE analysis is an analytical tool for strategic business planning that is used to recognize the key drivers of change the external business environment, as well as future product or service launches in the market. (Thiele A.,2018)
PESTLE means – P – political factors, E – environmental factors, S – social factors, T – technological factors, L – legal factors and E – economic factors.
The political factors involve governmental influences on how the business operates. These can be tax policies, labor laws, government policies etc. Brexit could have an impact on sales of Pandora, the inflation and fall of economy might influence customers in not buying as many products. These factors can be unfavorable.
The environmental factors are about ecological and environmental aspects and they also have increased in the past decade due the changes in pollution and the place where the raw materials come from.  These factors can include the pollution and emissions, reducing the carbon footprint and the decline of the raw materials. The watches sold by Pandora have a short life cycle and they might cause an issue with the disposal and inability of recycling and reusing. (Jenah Z.S.,2017) 
These factors can be favorable if they follow the norms and recycle.
Social factors are the factors that consider beliefs, trends and attitudes that affect the market. Trends, demographics, health consciousness are social factors. The trend of smartphones is in continue growth and it’s not easier than ever to just order online using the phone, Pandora offers a website where these requests can be fulfilled. 
These factors can be favorable if the company is flexible and willing to change and evolve.
Technological factors need to be taken seriously as technology is rising every day and this can impact the organisations on the market. These elements include producing goods and services, maturity of technologies etc. Pandora could develop smartwatches to be in trend with the new technological factors. These factors are favorable.
Legal factors are affecting how an organisation performs and certain policies can be applied. Legal factors can ruin a company if rules are not followed properly. These can be: health and safety, product labeling, advertising standards. These factors can be unfavorable if certain policies are not followed.
The economic factors determine the economy’s performance, and this can have an impact in profitability of the companies. These factors are inflation, economic growth, wage rates etc. The inflation due to Brexit has increased and the manufacturing costs would also increase for Pandora. These factors can be favorable as well as unfavorable depending on the growth or fall of economy.

SWOT analysis 
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SWOT analysis is a tool used in businesses to provide information for the strengths, weaknesses, opportunities and threats. This tool provides a new perspective and provides important knowledge to the business (Thiele A.,2018)
The strengths are positive important factors and they need to be used, improved and leveraged. These can be brand loyalty, organisational market position, company reputation etc. Pandora has important strengths like personalized jewelry where customers can buy products and create a connection with them, they sell globally and they are recognized and popular also, the Pandora bracelet was so popular they became a trendsetter. (Bhasin H.,2019)
The weaknesses are negative factors and they are inevitable in any company. These can be financial capabilities, insufficient research and development, low range of products. For Pandora the communication has been a weakness, they haven’t been able to establish a good advertising and communication strategy.
The opportunities are positive factors and they are usually out of the company’s capacity to control. These can be economic trends, market trends, government regulation changes. The popularity of online shopping has helped Pandora to create new opportunities where they can sell their new merchandise such as antique, gem, handcrafted jewelry etc.
The threats are negative factors and they are not controllable. These can be political changes, market trends, supply chain changes. Pandora has big competitors like Chopard, Chamilia, Tiffany&Co.


b) Objectives

Objectives of a company are the things they want to do and the goals they want to achieve on a regular basis. There can be long-term objectives or short-term. The objectives must be: affordable, measurable and understandable.


c) Strategy

Whatever strategies are chosen they will have to be understood and measured to determine how successful they could be. The strategy must have a detailed plan, consider the budget and other variables in order to succeed. The staff must be taken into consideration and their ideas must be considered. (LEADER W.G,1989)
The marketing strategy involves: segmentation, targeting, positioning the product in the target market and value proposition to the target market. Pandora is using concentrated segmentation where they focus on one segment of the market , in this case the young working women, even though they are trying to extend the segmentation by providing products for men.
Segmentation can be defined as ‘’the process of dividing a market into the homogeneous segments that collectively constitute the market that is being segmented’’ (LEADER W.G.,1989). Segmentation can be done in four divisions: demographic, geographic, buyer behavior and psychographic.
Demographic segmentation is dividing the market according to age, religion, gender, income etc. At Pandora the demographic segmentation is : women younger than 30 years old with regular income and medium to high education.
Geographic segmentation is about dividing the targeted market by areas such as, cities, countries, regions etc. Pandora is selling their products mostly in Europe and USA.
Targeting can be defined as selecting a large enough group of people with similar characteristics and interests and supply them with products that will satisfy their needs.
The targeted market at Pandora is the young working women 18-30. Pandora attracts young shoppers called millennials that show brand loyalty, buying power and have an open mind about technology.
Pandora use a concentrated targeting strategy because they mainly focus on women.
Positioning is a market concept that defines what a business should do to market their product and implement the image in the customer’s mind. (Lynn L.,2019) The brand pandora offers quality jewelry at affordable prices, so when customers think about this brand they think ‘’quality’’ . The fact that the brand use good quality materials and provide new products at a certain period has made the brand to appear as fresh, interesting and unique.

d) Implementation

The process of translating strategic intent into actions and achieving objectives is called marketing implementation. (Sashitall H.C.,2001)
The marketing plan has been developed and the product has been launched. 

e) Control

The marketing process will not end with implementation because continual monitoring and adaptation must be done to ensure the customer is satisfied. Pandora is continuing to adapt and promote their merchandise and provide customer service in order to survive on the market.


4. Marketing mix strategy

The market mix is the combination between product, price, promotion and distribution that results in the position of the product on the market. (J.P. Peter,1999)
The four P in the marketing mix strategy are: Product, Price Place and Promotion.
The first P, which is the Product, is being developed by the company after they research and find out what customers need. No company wishes to develop a product or service that will not be needed. The most popular product from Pandora is the charm bracelet that can be customized with different charms and people can have their own unique piece of jewelry. 
The branding strategy used by Pandora is umbrella branding where they use one name in order to sell two or more different product. In their case they sell things like bracelets, watches, rings, necklaces etc.
The second P is the Price is the only thing that will generate revenue, so the price must bring profit , it shouldn’t be too small to not bring profit at all or not too big for customers to not afford or pay. The price of a charm bracelet is from £25 to £250 and the charms can be bought separately for an additional price (Pandora, 2019)
Pricing strategy is required to add customer value creation, structure price decision and earn profit. (R. Lancioni, 2005). There are different prices strategies such as: skimming, penetration pricing, price bundling, price promotion, complementary pricing. Pandora is using as strategy the price skimming, where they set the highest price when the product is released and the customer buy it and after the customers are satisfied they lower the prices.
The third P is the Place is where the customer is buying the product from, it must be convenient, at right price at the right time. Pandora has many shops around Europe and USA and an online website where people can easily order their products. They utilize a direct channel of distribution.
The fourth P is the Promotion is the way the company communicates with the customers by promoting the products. The promotion must be appealing, interesting and eye catching it can be done with the help of social media, PR, advertising on TV, newspapers etc.(CIM,2015) The promotion used within the Pandora company is with the help of social media – blogs, YouTube, Instagram etc. as the targeted market are the millennials and they are more drawn into buying products with the help of technology.
Planning the marketing strategy starts with a detailed research investigation on the market. Companies use political, economic, social, technological, environmental and legal trends that can influence the market to gain knowledge. 



5. Advantages of marketing for customers

The advantages of marketing for customers are : they can spend an amount of money on products or services that bring benefits for them, they can satisfy their needs for certain factors, they can have a variety of products and services from where they can easily choose, the customers are called the ‘’kings of the business’’ and they can make or break a company if they are satisfied or not.(my personal opinion)

6. The marketing concept

The marketing concept holds the key into achieving the organizational goals which are being more creative than the competitors, better service delivery and communicate customer value to the targeted section of consumers. The advantages customer get with this element is that they get customer service before, when buying and after buying, service delivery and good value for their money.
This marketing concept is made of four aspects: target market, customer needs, integrated market and profitability. (Kotler P.,2000)

The societal marketing concept

Pandora is trying to differentiate themselves from other brands by recycling and encouraging to recycle. Their paper bags and gift wrapping come from wood from sustainable forestry, all the gold and 88% of the silver in 2018 originated from recycled resources. (Pandora,2018) The fact that the brand is recycling and being conscious is making the customers more aware of protecting the environment and creating a better future.


7. Advantages of branding
 
Branding is an important part in the projection of a certain product , the branding is a name, symbol, tagline, customer service  that is given to the product in order to be recognized and have its own identity, so consumers can easily assimilate and identify it and to understand what the product can deliver. (LEADER W.G.,1989)
The advantages would be: customer recognition , when consumers see the brand they know what to expect from the brand, customer loyalty where people tend to be loyal to a certain brand even if the prices go up for example, brand equity which is the value that comes from the customers perception of the brand name , credibility where people know what are they buying and they are happy with it, gives confidence etc.
When customers hear of see the symbol of Pandora they immediately think about jewelry, quality and uniqueness. The advantages for customers from the brand Pandora would be that they will receive quality, the chance to have their own unique style and all of these at affordable prices.

8. Ansoff matrix

The Ansoff growth matrix is an additional marketing planning tool that helps a company to establish their product and market development strategy.
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Product development strategy is about selling new products on existing market, for example Pandora was first selling the charm bracelet and now they have available rings, charms, earrings, necklaces etc.
The advantage would be new value for the customers, also the quality of the products will be improved and more variety provided.
Market development when the products are sold on new markets, like Pandora started in Denmark in about a few years they started to expand in USA, Australia and other countries and they had a great success.
The advantage is the market will expand more and more people would have access to buying the products.

9. Stakeholders

a) Definition of stakeholder

A stakeholder is a group or an individual who can be influenced or influence by the accomplishment of the organisation’s objective. (Freeman R.E.,1984)

b) Internal and external stakeholders
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The internal stakeholders are people that are already involved into serving within the organisation like employees, volunteers and donors.
The external stakeholders are people affected by the organisation such as customers, rivals, community partners.

c) How does the company communicate with the stakeholders?

The company can communicate with its internal stakeholders with conference calls, meetings, emails, newsletters etc.
With its external stakeholders the company can communicate with social media such as Twitter, Facebook etc. events, emails etc.

d) The influence of stakeholders on the marketing strategy

The internal and external stakeholders have their own percentage of influence on the marketing strategy. For example, on internal stakeholders like employees, they must be trained and aware of their job in the company, they must engage and come with ideas in order to help the company grow. They have a big influence and they must be chosen wisely in order to succeed.
The external stakeholders, like customers for instance have again, a big influence. Customer is the king of the business market where they dictate what they need, and they chose what to buy and the company must be flexible enough to satisfy their needs.

1.B. Promotion

1. Definition of communication

Communication is the process of sending and receiving information by oral communication, writing, graphical representations, signals and behavior. (Nordquist R. (2019) 

2. Diagram of communication
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Autor Communication Theory (2014)
3. Main promotion used by the company

Pandora is targeting the millennials and people below 30s, they are using Instagram, YouTube and blogs in order to promote their product. They send PR packages to online influencers that are followed by regular people and this strategy makes people buy the products. Many people post videos online where they show their Pandora products and these facts affect others into buying or at least consider buying.

4. Promotion – strengths and weaknesses

Promotion attempts to convince people to respond in a favorable manner to a company and to accomplish the goal a large variety of communication methods are used. The methods of promotion are: advertising, sales promotion and merchandising, public relations and personal selling.(LEADER W.G.,1989)
Instagram is currently the biggest platform on social media where people can research, buy, sell or influence with just a click. On there can be sold Pandora product or people can show their PR packages and influence others into buying.
The strengths of promotion are good sale promotion result in a close relationship between the company and customers, getting attention toward a new product, attracts more retailers or dealer to stock the product, can create good public relation. The strengths on selling on Instagram are the big public, easy access, big sales, the word is spreaded easily and lots of feedback.
The weaknesses are after the promotion the customer might switch to another brand, if the promotion is not done properly the company can lose money and not get enough credit etc. The weaknesses on selling on Instagram are the feedback can be negative if customers are not happy with Pandora products, the promotion can not be appealing by using uninteresting influencers.



Conclusion and recommendations 

In conclusion in this assignment I have emphasized the analysis on Pandora brand, the marketing mix, SWOT analysis, PESTLE analysis , pricing strategy etc. I would like to recommend that the brand should extend their focus on other targeted markets, improve their promotions and bring new products outside of the jewelry area.






[bookmark: _GoBack]
References


Books

Lancioni R., Schau H.J., Smith M.F. (2005) Intraorganizational influences on business-to-business pricing strategies: A political economy perspective Industrial Marketing Management p. 123-131
Leader W.G. (1989) Fundamentals of marketing p.107-108
Freeman R.E. (1984). Strategic management: A stakeholder approach. p.53
Leader W.G. (1989) Fundamentals of marketing p.194-195
Leader W.G. (1989) Fundamentals of marketing p.50-51


Online

Lucidhart Content Team (2019) Strategic planning through PEST analysis. Can be found at : https://www.lucidchart.com/blog/pest-analysis ( Accessed on 09/12/2019)
Thiele A. (2018) PESTEL analysis what is it and why do we use it? Can be found at : https://andet5.com/2018/02/pestel-analysis-what-is-it-and-why-do-we-use-it/ ( Accessed on 09/12/2019)
Thiele A. (2018) SWOT analysis what is it and why do we use it ? Can be found at : https://andet5.com/2018/02/swot-analysis-what-is-it-and-why-do-we-use-it/ ( Accessed on 09/12/2019)
Research Methodology (2015) SWOT analysis. Can be found at : https://research-methodology.net/theory/strategy/swot-analysis/ ( Accessed on 09/12/2019)
Vaeenma (2016) Diagram of marketing process. Can be found at : https://www.dreamstime.com/stock-photo-diagram-marketing-process-opportunities-to-planning-image84304794 ( Accessed on 09/12/2019)
Sashitall H.C. (2001) Marketing implementation in smaller organisations: definition, framework and propositional inventory. Can be found at : https://search.proquest.com/docview/224862017/337E0DB1E5E9419CPQ/2?accountid=130472 ( Accessed on 09/12/2019)
Netmba (2010) The marketing process. Can be found at : http://www.netmba.com/marketing/process/ ( Accessed on 09/12/2019)
CIM (2015) 7ps A brief summary of marketing and how it works. Can be found at : https://www.cim.co.uk/media/4772/7ps.pdf ( Accessed on 12/12/2019)
J.P. Peter (1999) Consumer behaviour and marketing strategy. Can be found at : https://s3.amazonaws.com/academia.edu.documents/43639258/Consumer_Behaviour_Notes.pdf?response-content-disposition=inline%3B%20filename%3DConsumer_Behaviour_Notes.pdf&X-Amz-Algorithm=AWS4-HMAC-SHA256&X-Amz-Credential=AKIAIWOWYYGZ2Y53UL3A%2F20191212%2Fus-east-1%2Fs3%2Faws4_request&X-Amz-Date=20191212T090947Z&X-Amz-Expires=3600&X-Amz-SignedHeaders=host&X-Amz-Signature=3a0ff237e13d86d9f58326d365481f9c770d502b355108f65b52c2f1845fe4a9 (Accessed on 12/12/2019). 
Lynn L. (2019) What is the positioning in the marketing plan? Can be found at : https://smallbusiness.chron.com/positioning-marketing-plan-22983.html ( Accessed on 12/12/2019)
Kienzler M. (2017) Pricing strategy: a review of marketing research. Can be found at : https://www.sciencedirect.com/science/article/pii/S0148296317301510#bb0140 ( Accessed on 12/12/2019)
Kotler P. (2000) The marketing concept. Can be found at : http://www2.nau.edu/~rgm/ha400/class/professional/concept/Article-Mkt-Con.html ( Accessed on 12/12/2019)
Cass J. (2018) 8 Benefits of branding : why you need a strong brand. Can be found at : https://justcreative.com/2018/09/27/benefits-of-branding/ ( Accessed on 12/12/2019)
Administrator (2017) Ansoff Matrix: how to grow your business? Can be found at : https://www.business-to-you.com/ansoff-matrix-grow-business/ ( Accessed on 12/12/2019)
Nordquist R. (2019) What is communication ? Can be found at: https://www.thoughtco.com/what-is-communication-1689877 ( Accessed on 13/12/2019)
Bhasin H. (2019) SWOT analysis of Pandora jewelry. Can be found at : https://www.marketing91.com/swot-analysis-of-pandora-jewelry/ ( Accessed on 13/12/2019)
Jenah Z.S. (2017) Pandora marketing report. Can be found at : https://issuu.com/zainabshah-jehan/docs/marketing_report_for_issuu ( Accessed on 13/12/2019)
Pandora (2019) Charm bracelets. Can be found at : https://uk.pandora.net/en/jewellery/bracelets/charm-bracelets/?src=categorySearch&position=top ( Accessed on 14/12/2019)
Seturi M., Urotadze E. (2017) About marketing process model and relationship marketing. Can be found at : https://www.researchgate.net/publication/313561456_About_Marketing_Process_Model_and_Relationship_Marketing ( Accessed on 14/12/2019)
Thomas G., Hult M. (2011) Stakeholder marketing: a definition and conceptual framework .Can be found at : https://link.springer.com/article/10.1007/s13162-011-0002-5#Sec18 ( Accessed on 14/12/2019)
Moniquelowesib (2017) Stakeholders. Can be found at : http://moniquelowesib.weebly.com/internal-and-external-stakeholders.html ( Accessed on 14/12/2019)
Communication Theory (2014) Aristotle’s communication model. Can be found at : https://www.communicationtheory.org/aristotle%E2%80%99s-communication-model/ ( Accessed on 14/12/2019)
Pandora (2018) Precious recycling. Can be found at : https://www.pandora.net/en-lb/jewellery-guide/responsibility/precious-recycling ( Accessed on 14/12/2019)
2

image3.png
Weaknesses

SWOT

Opportunities LIGELS





image4.png
MARKET

NEW

EXISTING

ASIY

Low

ONILSIX3 el

10Nnaoyd

HIGH

a
o}
S

o





image5.png
-

Compstitors

 spacia

Interest

Managers!
Directors.
Shareholders
Internal
Employses

Eramal} o

overnment

( supmiers
Lo

Community





image6.jpg
Speaker |—» Audience
Occasion

ARISTOTLE'S MoDEL oF COMMUNICATION




image1.jpg
Identifying

Opportunity

Unmet needs
Opportunity prioritization

Marketing Process

Optimizing

it
> ; - : Solution & > }Y)tlr;ant:ig’:c
Marke ssessmen. Sthatagy g

Defining market Core competencies Solution design Forecasts

Sizing market Current competitive Positioning Sales models
Understanding key trends landscape Quantifying ROI Pro forma financials
Segmenting customer base New entrants Market access strategy Risks and uncertainties
Understanding purchase Sales models Financial viability
drivers

Understanding purchase

barriers

Download from
Dreamstime.com

Tnis watermarked comp image Is for previewing purposes only.

‘@ (3 84304794

[E)l vacenma | Dreamstime.com




image2.png
‘Stability of goverment

Potential changes to
legislation

Global influences.

Econoric growth
Employment rates
Ifiation rates
Monetary policy

Consumer confidence

Income distribution
Demographic influences

Lifestyle factors.

Intemational influences

Changes in information
technology

Take-up rates

ENVIRONMENTAL

Tax policies Regulations and
restictions
Employment laws
Customer atitudes
Industry regulations

Health and safety
regulations

Made in

<! Lucidchart




