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Introduction
There is no doubt, that great marketers put the consumer at the heart of marketing. However, you can’t do it if you are not well informed. 
This report is all about an environmental marketing analysis that helps permeate a marketer’s conscious mind with information on how to identify unfulfilled customer needs.
To do this, first this report will focus on a detailed examination of a situational analysis, describing internal and external factors affecting Bucherer’s business. Mentioned situation analysis includes PEST factors, Porter’s 5 Forces model and SWOT analysis. 
Later, I will move to segmentation, targeting and positioning and describe the marketing mix strategies (7Ps) as discussed in the literature.
In addition, this report includes my recommendations for future marketing strategies for Bucherer. 
Overall, the best way to build marketing is by solving people’s problems and fulfilling people's dreams. Nowadays the principles of marketing that we knew have been changing slightly over time.  The key to winning will be not only to follow the newest marketing trend but to be able to relate an environmental marketing analysis to business for identifying and anticipating consumers’ requirements and wishes.






Macro environment or PEST factors
Businesses operate in a larger macro environment of forces –social/cultural, legal, economic, political, technological and environmental that shape opportunities and threats to the company. (Hooley et al., 2020) Even luxury retailers who are doing well, including Bucherer, can be faced with favourable and unfavourable factors in the marketing environment. Proactive Bucherer, takes actions to affect the forces in their marketing environment. To analyse how this company controls environmental forces, I relate the PEST factors to the Bucherer.   

[image: ]
Source: (Hooley et al., 2020)

Social/Cultural forces
Bucherer is popular among China and Middle Eastern consumers because luxury watches and jewellery are symbols of success and status. Also, consumers from these countries prefer professionals with a good set of languages, such as Chinese and Arabic. On the one hand, this factor is favourable, because especially Chinese consumers are spending billions on luxury goods. (Luan and Kim, 2019)
On the other hand, it is unfavourable for Bucherer, especially now, when many employers still struggle to get the people they need.
Furthermore, in Saudi Arabia, Kuwait, Bahrain, and Qatar men are responsible for the financial security of the family. Bucherer’s professionals know, that the right person to deal with directly is the man who provides money for the family.

Legal forces
Luxury brands in London including Bucherer, lose a competitive advantage to cities like Milan and Paris because in 2021 previous chancellor Rishi Sunak decided to end VAT-free shopping for tourists. But it is very important for shopping tourists, especially, those from China and the USA. After the UK ceased offering tax-free shopping, high-spending international visitors have been spending less in London.
After the European Union sanctions, Bucherer stopped selling watches and jewellery to Russian citizens or customers holding Russian bank cards.  (Corder, 2022b)
This unfavourable factor shorted Bucherer’s customer list. 

Economic forces
The weakness of the British pound is a great opportunity for consumers because luxury watches are a great place to park money, but bad news for many authorised dealers in the UK.
Secondly, the pandemic, cost of living crisis, inflation, and rising interest rates – all of these factors will impact Bucherer’s consumer sentiment. High-net worth-individual clients still are very keen on Rolex watches, but low-income clients because of uncertainty about the future are spending less on luxury watches, for example, Omega, IWC and Longines and prioritise other things. Because of this unfavourable force the year 2022 could not be so strong for Bucherer compared to 2021 when the Swiss watch industry export values reached CHF 21.2 billion.

Political forces 
Due to COVID-19-related travel restrictions, London lost millions of tourists. Bucherer’s sales were affected, because of the initial and subsequent lockdowns. 
More than half of the company’s purchasers were from China. Without the Chinese, Bucherer's stores have become much emptier, and turnover has reduced dramatically.
Bucherer took quick action and started to attract local luxury shoppers. Focusing on it makes a win-win situation. Bucherer mitigated the fall in sales, the local client was happy to feel very welcome again. It was a favourable factor and has had a positive impact on the company's customer base. 

Technological forces
A decade ago, Swiss watchmakers had the clear understanding that luxury goods could only be sold in boutiques, that is, in specially equipped stores where the environment is more like a private club than a store. 
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Source: https://www.coventgarden.com/listings/bucherer/
The new technological environment for the old fashion Swiss watch industry creates new opportunities. Young shoppers are the first to look for information online. No doubt, this was a favourable factor, which influenced Bucherer’s decision to open an online store. But Rolex still follows the old tradition of selling only face-to-face. On the company website, you can find only information about wrist watches and dealers around the world.
Environmental 
A study conducted by the global market research company "Nielsen" showed that 73 per cent of Millennials are willing to spend more on products offered by brands that promote sustainability or are socially responsible and conscious. The industry is forced to respond to such consumer preferences, including luxury watchmakers. 
Bucherer is developing an environmentally sustainable strategy with its portfolio brands. For example, Omega is trying to protect the oceans, and Hublot is helping to save the rhinoceros, Panerai donated €300,000 a year to present “ocean literacy” materials for more than 100 universities around the world. Bucherer fine jewellery suppliers support the responsible sourcing of raw materials. This factor is favourable, because: “There are no brands on a dead planet,” points out Roesler of the Coral Restoration Foundation.
Porter’s Five Forces
The UK is the fifth largest market on a global basis for Swiss luxury watch exports. Bucherer is facing high competition in the luxury watch and jewellery market. Porter’s 5 forces model would assist to identify and understand the competitive environment in more detail. (Rice, 2022) The goal is to analyse each force in turn, and to have a clear idea of how it applies to Bucherer. That represents the key source of competitive pressure they are in, in the industry. 
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Source: (Mind Tools Content Team, 2022)
(Dr Michael Porter, University Professor at Harvard Business School, developed the tool for competitive advantage analysis within specific industries.) (Rice, 2022)
Competitive Rivalry. For Bucherer, fair and free competition is an essential part of its business activities, as reported by the company. In London available 5 Bucherers retail stores: The Rolex store in Knightsbridge, in the arcades of the Royal Opera House, at Selfridges, at the Westfield London, White City and at John Lewis & Partners.
The largest competitor for Bucherer is “Watches of Switzerland”. 
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However, Bucherer competes with mono-brand watch boutiques, for example, Rolex, Cartier, Omega, Vacheron Constantin, IWC, and Panerai. Luxury is about the product and service. Due to this, Bucherer offers the best possible product and exceptional customer service. 
Jörg G. Bucherer, owner and President of Bucherer, said, “We want to inspire our customers with outstanding choice and an impeccable Swiss service culture providing the very best shopping experience.”
Overall, competitive rivalry is high looking at the number and strength of Bucherer’s competitors.
Supplier Power. Luxury retailer Bucherer is a mono-brand store that represents more than 20 iconic brands. From this point of view, its suppliers are all those brands that it represents in its boutiques. Because of that, all these brands are Bucherer’s suppliers also. This might affect recommended retail price or availability of watches. For instance, due to extraordinarily high demand, a top brand such as Rolex’s availability is very limited (“Ask 100 people to name a luxury watch and most of them will say Rolex” (Davis, 2022)).
In view of this, the supplier’s power is high.
Buyer Power. The Luxury watches segment contains many strong competitors, but the number of Bucherer buyers depends on the brand. Because of that, ‘buyer power’ could be high or low. For example, the power of Longines buyers is high, which means Longines has a large number of stores and customers could buy online as well. Also, they could force prices down. But, for instance, it does not work for Rolex. Thousands of luxury watch shoppers are still looking for a Rolex and for exclusivity want to pay the high price. 
The threat of substitution. Millennials could use not Swiss made luxury wristwatches, but smartwatches as the primary device for checking the time. But Swiss Watches will survive the surge.  In the past, they survived the Quartz revolution, but today there are conspicuous shreds of evidence that they are insulated from a crash.
In the end, the threat of substitution is medium.
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The threat of new entry. In the luxury watch brand market there is pretty high competition and for new players there is not a lot of space. But the challenge for Bucherer comes from changes in the market structure. For example, Richmond group started to do a similar retail strategy as Audemars Piguet or Patek Philippe – they start to remove products from multi-brand retailers and focus on sales in their boutiques. So gaining exclusivity, according to the main driving forces in luxury retail. These movements make Bucherer's brand portfolio poor, create fewer choices for customers, reduce footfall and quite a competitive market pushes Bucherer to look for other brands to fill the gaps and negotiate which would be the most beneficial.      
That makes the threat of new entry high.

SWOT analysis
In this paragraph, I look closely at Bucherer's SWOT analysis to see what makes it such a successful brand, while highlighting its strengths, weaknesses, opportunities and possible threats. To put it simply it is an analysis of the company’s situation in the market. SWOT analysis can be used for business growth and drive positive changes in a company. 
Strengths (internal factors) are the most positive part of the analysis because it is an opportunity to show a company in the best light possible. 
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Source: (Kotler et al., 2019)

Strengths.
Strong brand. Good reputation.
Bucherer has existed for over 130 years since its reputation has been built on a strong base of qualities and values. The family has been under the Bucherer family's stewardship for three generations, with Jörg G. Bucherer currently Chairman of the Board of Directors.

Unique watch.
Bucherer sells Carl F. Bucherer watches, which belong to the same family as Bucherer. Carl F. Bucherer is a leader in peripheral technology. A strong business model and successful sales lead to further investment in retail. Just launched a mono-brand Tudor store.
Bucherer is partner with the most prestigious luxury watch. Strong and long-standing relationships with Swiss the most recognised and prestigious luxury watchmakers. Good relationships with suppliers and distributors, driving forces are Rolex (The Rolex brand valuation has featured in 38 brand rankings).
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Ernst Bucherer and Hans Wilsdorf, the founder of Rolex, had a friendship that began at the turn of the 20th century.
Source: https://www.bucherer.com/uk/en/rolex-facts-and-figures.html

Bucherer is the first partner of the network of Official Rolex Retailers, authorized to sell Rolex Certified Pre-Owned timepieces. Each of the second-hand watches has been fully verified by Rolex and comes with a two-year international guarantee. By 2030, we estimate that the pre-owned market is likely to grow to CHF 35 billion and make up more than half of the primary market. Tenured that our product portfolio is extremely well-positioned for the future, as claimed by the ninth edition of the Deloitte Swiss Watch Industry Study.

Weaknesses
Finding weaknesses could help a company to see opportunities and future strengths.
Bucherer has an over-dependence on one brand, Rolex, which has an impact on the sales and financial performance of the company.  
This does not implement advanced IT technologies to facilitate sales procedures. There are currently three systems that are not integrated with each other. This makes the sales process itself very lengthy. 
The customer relationship management (CRM) system does not work as a single system in all countries where Bucherer operates. This is a huge downside in terms of customer relations. For example, if a customer who already has a purchase history in Switzerland visits a Bucherer store in London, they are treated as a new customer potentially affecting the offers that are made available to them.

When it comes to opportunities, we need to take a look at the external forces in which “Bucherer” operates.  It may include market, customer and competitors. Opportunities allowed a company to re-evaluate possibilities. 
Demand for premium products remains strong. Here we could mention Rolex, Gerard- Perregaux, Vacheron Constantin. For example, Rolex’s waiting list is 200 times longer than Patek Philippe’s.  (Corder, 2022)
Bucherer, as a relatively small company, can concentrate on luxury service and better communication with customers. 
It can expand its small portfolio of brands with brands that generate maximum profit, such as Bulgari.

Threats
In business, you are never safe. Threats are about external forces, and identifying it can help think outside of the box. 
In the New Year watches of Rolex, Tudor and Jaeger-LeCoultre prices going up. It will affect Bucherer’s sales because customers are already impacted by the cost of living crisis.
Some of the brands Bucherer sells are considering selling the watches themselves and no longer offering them to retailers.
In the lower price segment, for example, Omega's competitor is smartwatches.
Brexit wiped out tax-free shopping for tourists in the UK. This was important for all the brands that Bucherer represents. 

Advantages of SWOT analysis
The use of SWOT Analysis allows organizations to maximize their strengths, minimize their weaknesses, take advantage of their opportunities and overcome their weaknesses. Also, in advance anticipate possible challenges to performance. 

Disadvantages of SWOT analysis
However, SWOT analysis can not work out in some situations.
How to ask the right question in the SWOT analysis could face tendencies and difficulty to aspect objectivity. The problem may be that the person doing the analysis may be biased, and it is difficult to expect the subsequent information to be objective.
The analysis can have no limits and if there are no frames
 “As a retailer, we need to find the balance between positioning brands the way they want to be represented yet keeping our own identity and shopping experience.” (Corder, 2019)


Segmentation, targeting and positioning
Companies today seek more customers and more sales. In this paragraph, I will take a deeper look at marketing strategies describing how Bucherer creates value by focusing on customer groups (segmentation), choosing the segment that wants to serve (market targeting) and positioning products and service to refer to the targeted segments (positioning). 
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Source: (Kotler et al., 2019)

Market segmentation divides a market into buyers’ groups that have different needs and wishes: demographic, geographic, psychographic, socio-economic status and geodemographic.
“Some customers are worth more than others”. (Godin, 2018)
Luxury watches attract a set of shoppers, who can become repeat clients, spanning age and income groups as well as genders.
Bucherer has divided the market demographic and socioeconomic status. Customers are highly engaged and sophisticated domestic clientele –men and women, which have typically had a preference for sports watches.
For example, a lot more women purchase watches, including unisex or larger watch styles, specifically in the 38mm to 40mm range. (Chopra, 2021)
Bucherer serves people, who have medium sized incomes or greater (“independent people who trust their own instincts and enjoy every moment”,.). Because all watches, that Bucherer sells, are expensive. They are handmade by Swiss watchmakers from the finest materials. Also, they have always been good investments. Many of them you can sell in the secondary market. 

In terms of targeting, a company selects one or more segments to serve. There are 3 different types of market targeting strategy: undifferentiated, differentiated and concentrated marketing.
Bucherer” uses differentiated marketing. The company creates content and sells watches for men and women. In this modern-day, Bucherer benefits from unisex luxury watches.
Positioning is when a company chooses one or two important key areas to concentrate on and excels in those areas. 
So it makes sense that the family business, which has been handed down over three generations, is using clear brand positioning: quality, not quantity (benefit from history/heritage, which continues to this day.).  According to Bucherer “We are speaking of traditions that are based on over 125 years of experience in outstanding watchmaking and technological leadership.” 


The marketing mix strategy
Marketing mix – are the marketing tools – product, price, place and promotion – that a business blends to produce the response it wants in the target market. (Kotler et al., 2019) Mentioned product, price, place and promotion often known as the four P’s. Later to promote service the 4 P’s have been extended to the seven principles (7 P’s).  
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Source: (Kotler et al., 2019)
Product refers to what the company offers to the customers. Bucherer sells world-leading luxury watch brands.
Price is money that customers pay for a product or service. For example, Bucherer sells watches, whose prices are set by the manufacturers themselves. This is the so-called RRP (recommended retail price). 
Bucherer focuses on prestige pricing because his company establishes itself as a premium brand. Using the prestige pricing strategy, a company will set an intentionally high price to attract potential customers interested in associating themselves with a luxury brand.
Place includes everything that makes the product or service available to customers. When it comes to Bucherer, in stores and online, with the exception of Rolex. The Company uses exclusive distribution. 
Promotion is about the communication that encourages customers to buy a product or service. Bucherer invests a lot of revenue for advertising, sponsorship etc to introduce brands to customers. For instance, “Tudor born to dare”.
People. Bucherer employs over 2,400 staff. For example, staff training is organized on a regular basis and it is a continual process. Sales executives know the background of products and the stories behind the name.
Process. Bucherer’s, as Europe’s leading watch retailers, customers can contact or sent feedback to the company.
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Physical Evidence could be packaging. For example, luxury watches have a box, certificate and a warranty. 
[image: ]
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Conclusion and recommendations for Bucherer 
The global economy is showing a slowdown. The cost-of-living crisis and current inflation are a wake-up call for all businesses – and Bucherer is one of them.
This new work environment clearly illustrates that some changes in marketing strategies are about to begin. To avoid disadvantages and stay competitive in 2023, companies will need to refresh the environmental marketing analysis (for instance, change the questions or ask new questions) mentioned in this report (PEST, Porter’s 5 Forces, SWOT analysis etc) and as result create a recommendation list of future marketing strategies. 
In 2023, Bucherer could benefit by:
-The marketing mix strategy. Product/Service. ‘More’ is no longer ‘better.’ Quality over quantity is the name of the game. (Aggarwal, 2022).  This new trend in marketing is a huge opportunity for Bucherer whose reputation of over 125 years, has been built on a strong base of quality. The company must use this strength in its marketing strategies to avoid falling sales because of turbulence in the economy. 
-Promotion strategy. This year influencer marketing will grow even faster than general social media marketing. Due to this, Bucherer could invest more in building an expert community of influencers. 
-Promotion strategy. Also to hire new celebrities - brand ambassadors and produce a content strategy with expert advice, including short-form videos, images and product review information.
- Place strategy- virtual boutique. To expand e-commerce capabilities. For example, it could be possible that many more sales executives will work with social media platforms — to handle requests and issues on Instagram, Facebook and other media platforms. Since word-of-mouth marketing is one of the most powerful marketing tactics, providing excellent customer service in a virtual boutique will lead to customers who can promote and advocate for Bucherer via their networks both online and in-person.
-Virtual reality. To re-evaluate priorities and innovate - including virtual try-on watches. One way they can do this is by investing in 3D and augmented reality (AR) technologies. (Ferrandez, 2022). 
[image: ]
Source: (Ferrandez, 2022).
Overall, thanks to an effective and flexible marketing mix strategy the Swiss family-owned Bucherer group could still lead, not follow in the Swiss watch industry.
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