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[bookmark: _Toc45758559]Introduction
Marketing is an important operation for all organisations as it helps in engaging actively with the customers. It also helps in promoting the brand and the products sold by the brand. All global and local organisations focus on marketing and advertising to attract customers and sell their products to them. This report will identify the marketing process for Pandora Jewellers, which Per Enevoldsen established in 1982 in Denmark. The company sells a wide range of jewellery ranging from charm bracelets, necklaces, designer rings and watches. They manufacture their products in Thailand and sell them in over 100 countries worldwide (Pandora, 2020). The advantages of marketing to the consumers will be depicted through this report along with all the stakeholders who are involved in the process of marketing. The promotional strategies of the organisation and the strengths and the weakness of these strategies will also be evaluated in the report. Lastly, the company will also be recommended a few ways through which they can improve their process of marketing and gain more customers. 
[bookmark: _Toc45758560]Question 1: The marketing process and the marketing mix
[bookmark: _Toc45758561]Definition of marketing and marketing process
According to AMA, marketing is defined as “the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.” The marketing process consists of the amalgamation of all the activities involved in marketing such as identifying the problems of the customers, analysing the market opportunities and develop marketing strategies to reach and communicate with the desired target audience. These activities are conducted in the form of the stage; one after the other (Summers, 2019).
[bookmark: _Toc45758562]Stages in the marketing process
· Situation analysis, where the internal and external environment of the company is analysed
· Objectives, that are formulated as it helps in understanding the goals and targets needed to be achieved through the process
· The strategy is developed to achieve the above-identified objectives
· Implementation, of the strategy and how much time will it require to achieve the objectives
· Control, of all the activities, involved and evaluate the activities to ensure that the process was effective

[image: Marketing Process: 5 Steps of Marketing Process]
Figure 1: Steps of Marketing Process 
(Source: Summers, 2019)
[bookmark: _Toc45758563]Situational Analysis
PESTLE Analysis
	Factors
	Impact

	Political 
	Brexit has affected the jewellery industry along with the sales of Pandora due to the slowdown of the economy. The inflation rates and depreciation of the pound have reduced the purchasing power of the customers. Therefore, they are now spending less on luxury goods (Coulson, 2020).

	Economical 
	Due to the decrease in the per capita income, the disposable income of the consumers has reduced thereby affecting the sales of Pandora. The inflation rates have risen which has affected the inflation rates and prices of the raw materials for the company. The gold tax rates have reduced which might lead the customers to purchase the product (thediamondloupe, 2016).

	Social 
	Gold, diamond, platinum, all are considered luxury jewellery and hence people want to invest in them. It is also considered as a very luxurious gift. Therefore, the reduction in tax rates will attract more customers.  

	Technological 
	The company uses an online platform for selling the jewellery along with its physical stores. This helps to reach a wider range of customers. Moreover, due to the shutdown because of COVID-19, the online sales of all products are increasing. 

	Legal 
	The increase in the import prices will affect the legal compliances of manufacturing and purchasing jewellery. It includes certification of legitimacy for the jewellery, Hallmark certification. This ensures that the jewellery sold by the company is legitimate and authentic. Hence, it has become important for the company to get this certification from the government. Moreover, the company also needs to ensure that it abides by all the laws and regulations related to jewellery manufacturing and selling. 

	Environmental 
	Pandora jewellery must address and comply with all the ethical and social responsibilities related to the extraction and mining of the gold jewellery. There are various environmental issues associated with the mining of jewellery. Therefore, proper CSR activities are undertaken by Pandora to address these issues and reduce the negative impact of mining operations. 


Table 1: PESTLE Analysis of Pandora Jewellery in the UK
SWOT Analysis
	Strengths 
	Weakness 

	· The company sets trends instead of following them
· It has a global presence and this has made it the “most sold brand in the world”
· It also sells personalised jewellery and has proper control of its operations
· It has also repositioned its jewellery to make it more affordable 

	· The company only focuses on jewellery despite having opportunities to grow its business in other domains
· Poor advertising and communication strategy 
· High competition in the global market 

	Opportunities 
	Threats 

	· The customers are spending more on jewellery 
· Increase in the disposable income
· Advanced technology use leading to an increase in online purchasing 
	· High competition in the market
· The competitors of Pandora include Tiffany & Co, Mouawad, Chopard and Chamilia
· Increase in the prices of the raw materials 


Table 2: SWOT Analysis of Pandora Jewellery in the UK
The SWOT analysis depicts that the company has high potential to be successful in the market if it focuses on the opportunities and improve their marketing and advertising potential. 
The advantages of using PESTLE framework-
· Easy to use and simple framework
· Aids strategic thinking and reduces potential threats to the organisation
· Helps in identifying and using new opportunities
· Various external factors can be analysed together (Skurpel, 2016)
The disadvantages of using PESTLE framework-
· The external factors keep changing, therefore, the analysis has to be done frequently
· Cost and time consuming
· Limited access to external information 
· The information can be mishandled (Rastogi et al., 2016)
[bookmark: _Toc45758564]Strategy
Segmentation
· Demographic- Urban men and women in the higher income group and possess a love for gold and diamond jewellery.
· Geographic- The company will sell its products in the UK. 
Targeting- The urban upper income and middle-income group of women within the age group 25-60. 
Positioning- The company will place its products in the niche market. The USP of the company is that it offers both luxury, high-end jewellery as well as affordable pieces. Therefore, the customer range for the company is huge.
[image: Brand Positioning – Competitor Analysis | TIFFANY & CO]
Figure 2: Positioning Map for Pandora Jewellery
4Ps of Marketing Mix
· Product- High-quality products are sold by the brand and they use the corporate umbrella branding strategy for selling their products. It means that all the different kinds of products are sold under one brand name. The jewellery is hand-made by highly skilled craftsmen and workforce (Pandora, 2020). 
· Price-The premium pricing strategy will be followed by the brand as the brand name is more important for the customers than the price range.
· Place- It will have a physical store in the centre of the city of London. They will sell the products both in-store and through their online website.
· Promotion- The company has high brand visibility and uses various promotional strategies. Some of the promotional strategies used by the company are word-of-mouth, advertising through celebrities, print media, newspapers, magazines and social media platforms. 
[bookmark: _Toc45758565]Question 2: The advantages of marketing to consumers
[bookmark: _Toc45758566]Marketing concept
The marketing concept refers to the concept that organisations must understand the needs of the customers and analyse them before making any decisions regarding their product (Đorđević et al., 2016). This will help them to satisfy those needs and gain a competitive advantage. The marketing campaigns must be developed to make the product appealing to the customers so that they feel the need to purchase it. Various concepts had come into play before the marketing concept such as the production concept and the sales concept. This concept believes in engaging in market competition. It believes that success can only be gained by putting efforts in developing a better value proposition than the rivals (Fuciu and Dumitrescu, 2018). Pandora Jewellery focuses on the demands of the target market group and works towards fulfilling those needs so that they get a higher position in the competition. Their marketing activities should be such that the customers will prefer this brand over the competitors. Focusing on advertising and promotions using both online and offline methods will help in fostering awareness regarding the products sold by the company thereby gaining the attention of the customers. 
The marketing concept focuses on 4 main things- customer needs, target market, profitability and integrated marketing. Firstly, the company will determine the needs of the consumers which in this case are the need for gold and diamond jewellery. Secondly, the target market will be identified who will purchase the products manufactured by Pandora (Gupta and Rajan, 2020). Then the profit from the customers will be analysed after deducting the marketing and other costs. Lastly, an integrated marketing plan will be created to reach out to customers. Pandora has a marketing department as one of its functional units which formulate the marketing strategies and implement them.
[bookmark: _Toc45758567]Advantages of branding
Branding refers to the activity of shaping the product in such a manner that it will reflect the values and believes of the brand. It is a marketing practice where the company will create a symbol, name or design that can be easily identified by the customers as a product of a specific brand. Branding helps in differentiating one product from similar products of other brands (Baumeister et al., 2015). The advantages of branding are discussed below-
· Branding helps in increasing the value of the business in the market thereby giving more leverage to the company
· Strong branding will help in attracting more customers and forming a positive impression with the customers thus increasing their sales
· Branding increases the credibility of the business and customers will prefer this brand over others
· Having a strong brand helps in building proper customer recognition 
· The loyalty of the customers will also increase as they will be attracted to the brand with which they share the same values (Gunawan, 2015)
[bookmark: _Toc45758568]The Ansoff’s Matrix
The Ansoff’s Matrix is a strategic marketing model used by businesses to understand the opportunities for growing their revenue through the development of new products/services or entering new markets. It also depicts the advantages if the business improves its existing products or expands their customer base (Tsatsoula, 2018). It has four segments which are depicted below [Figure 3].
[image: ]
Figure 3: The Ansoff’s Matrix
(Source: Tsatsoula, 2018)
Businesses can either choose one segment or more than one depending on the resources available or the objectives of the business. The various strategies include market penetration, product development, market development and diversification. Out of these, Pandora will be using the Market Development strategy where the company will be entering a new market (UK) with their existing products (Loredana, 2016). The chosen market is the UK where the company will start a new business venture with its existing products. This will help the company to widen its consumer base and enhance its revenue. The resources of the company will be fully utilised. By entering a new market, the organisation will be able to expand more in the international market thereby strengthening its global presence. 
[bookmark: _Toc45758569]Question 3: Stakeholders
[bookmark: _Toc45758570]Definition of stakeholder and internal and external stakeholders
According to Tantalo and Priem (2016), a stakeholder is defined as someone who is involved with a company or a business and has a certain amount of impact on the activities of the business and vice versa. The decisions are taken by the business entity also impacts the stakeholders. Every organisation has various groups of stakeholders which can be internal and external. 
Internal stakeholders- The internal stakeholders are those individuals or groups who have a direct relationship with the business. This includes the owners, investors, managers and the employees. They are directly involved with the strategies and the operations of the firm and also influence them. Each group of internal stakeholders are rewarded immediately when the firm gain success or increased profits (Farooq et al., 2017).
External stakeholders- External stakeholders, on the other hand, are groups or individuals who are not directly involved with the operations of the company (Korschun, 2015). Nevertheless, they are affected in some manners due to the operations or actions of the business. The external stakeholders include the customers, suppliers, government, communities and society. 
[bookmark: _Toc45758571]Relationship and impact of two internal stakeholders on the company
Two internal stakeholders for Pandora are their employees and the managers of the company. The employees are directly related to the company as their contribution is what drives the organisation towards achieving the business objectives. The organisation, Pandora, ensures that the employees are valued in the organisation and they are motivated to boost their productivity for the benefit of the business as well as their personal development (Ormazabal, 2018). The managers, on the other hand, are responsible for working and guiding the employees towards the correct path. They take decisions and then pass them to the employees who carry out the tasks. Therefore, this ensures that the tasks are carried out effectively leading to higher performance of the firm.
[bookmark: _Toc45758572]Impact of two external stakeholders on the company
The two external stakeholders for Pandora include the customers and suppliers. The customers are one of the most important stakeholders for the company as they determine whether the business will flourish in the market or suffer losses. The company tries to attract more and more customers with their marketing strategies. On the hand, the suppliers are responsible for supplying the raw materials to the company without which the manufacturing the products will be impossible. The company focuses on maintaining cordial relationships with the suppliers to ensure the acquisition of high-quality raw materials at economic prices. 
[bookmark: _Toc45758573]How the company communicates with its stakeholders
Pandora communicates with the stakeholders using different ways. Communication with the internal stakeholders is done through emails, seminars, notices and conferences. Communication with the external stakeholders is done through the promotion of products, emails and official notices and letters. 
[bookmark: _Toc45758574]How stakeholders influence each other 
There is mutual influence among all the stakeholders of the organisation with their decisions and impact. Every stakeholder of Pandora is aware of the impact of their decisions on each other and this can be seen in the form of customer service provided by the company. If the employees offer effective services to the customers, they will be happy with their purchase and become a loyal customer of the company. 
[bookmark: _Toc45758575]Question 4: Promotion
[bookmark: _Toc45758576]Definition of communication
In the words of Bovée et al., (2016), communication is defined as the method through which exchange of information takes place between individuals through verbal or non-verbal actions. Communication is an important aspect of any business. 
[bookmark: _Toc45758577]Communication model
A communication model that can be used by Pandora is the Shannon Weaver Model of Communication which states that there are various components in communication. These are sender, encoder, channel, decoder and receiver. It starts with the sender having the information and sending it to someone through a channel. The encoder (computer, smartphone) deciphers the message and passes it to the decoder (receiver) through a channel (Popescu et al., 2015).
[image: Shannon and Weaver Model of Communication |]
Figure 4: Shannon and Weaver Model of Communication
(Source: Popescu et al., 2015)
[bookmark: _Toc45758578]Definition of Integrated Marketing Communication
In the words of Valos et al., (2016), integrated marketing communication (IMC) is defined as the amalgamation of all the marketing activities is linked. It combines all the promotional activities and tools to create a seamless and unified brand experience for the consumers. Through this, the communication efforts of the brand are enhanced. 
[bookmark: _Toc45758579]Different promotions used by Pandora
Pandora uses a wide range of promotional activities such as online and offline marketing, word-of-mouth marketing, digital marketing, social media marketing and print media. For traditional marketing, the company uses print media, television and radio. Advertisements are given in newspapers, television, magazines and others regarding the products sold by the company along with the USP. 
[bookmark: _Toc45758580]Critical analysis of two promotions by Pandora
Television
Strengths- It combines audio-visual aspects about the product thus grabbing more attention.
Weaknesses- Attracts high costs and effort (Todor, 2016)
Social media
Strengths- A wide range of audience can be reached in a time and cost-effective manner.
Weaknesses- A lot of time is needed for formulating the marketing campaigns (Dwivedi et al., 2015).
[bookmark: _Toc45758581]Conclusion and Recommendations
The above report studied the marketing strategies and the promotional strategies of Pandora jewellery. The various external and internal factors were discussed through which the company will develop its marketing plan. As per the Ansoff’s matrix, the best strategy is the market development where the company will be entering a new market (UK) with its existing products. After assessing the external market strategies of the UK, Pandora will be able to decide the marketing campaigns and promotional activities. 
· Using the market development strategy of the Ansoff’s matrix, the company will be able to enter a new market with their existing products and sell them to the new customers (Mbithi et al., 2015)
· It is also recommended to understand the external market environment for the company before establishing in the new market (Brace, 2018)
· More focus must be given to digital marketing and social media marketing strategies as it will help in reaching a wider audience (Felix et al., 2017)
· 
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