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[bookmark: _Toc533453977]Introduction
The importance of marketing management is very significant from any business organization which operates nationally or internationally. The following essay ill analyze the marketing management system in Dorothy Perkins which is a popular and reputed retailing organization. the company operates its business internationally to different countries such as India, Ireland, Portugal, Egypt, Philippines and many other countries apart from its domestic country i.e. UK. The company was first established in 1909 in United Kingdom. This is fashion and clothing retailing organization which focuses to sell different t articles related to fashion of the women. Apart from their own fashion creations the company’s retailing outlets of Dorothy Perkins also sells various fashion products of other reputed brands. The company operates under the Arcadia group which is also considered as the parent organization of the Dorothy Perkins. The head of the Arcadia group is Sir Phillip Green.
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Figure: Dorothy Perkins Retail Store
The first name of the company when it started its journey was H. P. Newman initially when it was founded. The trading name of the company was changed later on into Dorothy Perkins. The marketing management of the company focuses to reach maximum customers through their different marketing strategies. 
[bookmark: _Toc533453978]4 P marketing mix strategies of Dorothy Perkins
The brand marketing is very important to operate the business of the retailing stores in different nations. Since the company Dorothy Perkins operates in various nations from Europe to Asia to America, therefore, the marketing mix strategies of the company will not be equal in different regions. A successful brand promotion with the help of proper marketing mix strategies helps the organization Dorothy Perkins to satisfy their customers efficiently. The different goals of the organization are met easily through the proper implementation of the marketing mix strategies (, 2006). Currently the company resides on a sustainable position in the national as well as international market. The fashion retailing customers have high trust on the brand and its products. The 4P’s of the marketing mix used by this business organization is depicted below.
The 4 P’s of the marketing mix are products, price, promotion and place which are discussed below:
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Figure: 4 P’s of Marketing mix
Products: the products which are manufactured and sold by Dorothy Perkins are basically different fashion wear for women. The company specializes in selling the nightwear, tights, shape wear, lingerie, along with other fashion clothing items like sweaters, jackets, tops, shirts, pants, trousers, dresses and gowns etc. the company is also known for selling different foot wear like flats, boots, heels, sandals and sport shoes. The different women fashion accessories manufactured and sold by Dorothy Perkins like bags, purses, belts, hair accessories, hats and headbands, jewelry pieces which are also customized, socks, scarves etc. moreover recently the company has also launched their kids wear collections. Therefore the different varieties of the products which are manufactured and sold by Dorothy Perkins help them to attain a good market of customers (Van Waterschoot & Van den Bulte, 1992). The raw materials used for the manufacture of the different products are selected with proper care such that the products will relate to the customers and their fashion sense. There are different maternity wear are also present at the retailing stores of Dorothy Perkins to meet the needs of the ‘would be mothers’. The durability of the products are also pretty high which helps in attracting more customers towards the brand. 
Price: The prices of the products are set by concentrating on the middle class family range. The company Dorothy Perkins offers good quality products at reasonable prices. Price range is according to the affordability of the middle class consumers. In the retailing and fashion industry of UK and other countries, the competition is very high (Dominici, 2009). This is because there is constant emergence of new companies in the market who are offering their products at high discounted prices. Therefore Dorothy Perkins’ marketing management team must analyze their most potential customers and set their prices of the products accordingly. This helps them to gather the consumer’s interest potentially and operate their business actively in the market. They also have an online shopping website through which they offer good discounts to increase their sales. The particular pricing strategy has been working wonderfully for the Dorothy Perkins which offers them high profitable state in the market. 
Promotion: the company promotes its products through different marketing platforms. The promotional strategies taken by the organization is highly impactful in fetching more customers towards the products of the company (Wasmer & et al, 1997). Dorothy Perkins advertises their products through digital media platforms like advertisements in the different fashion blogging websites, and other websites. The usage of the social media platforms like YouTube, Facebook, Instagram, Twitter etc. through the successful usage of the social media the company is able to reach more customers. This is because in the present time almost everyone has a social media account which they can utilize for their promotion. Apart from digital platform of marketing, offline marketing is also done by Dorothy Perkins. This can be achieved by advertising the products and attractive discounts in the newspapers, magazines, hosting fashion shows and sponsoring different events. They also distribute their pamphlets among the public in different markets and gatherings. Advertisements of the sales and discounts of Dorothy Perkins are also done through printing in the hoardings located in different locations of the city. Hence according to Kotler & Keller (2006), the promotional strategy of the company to promote their fashion garments and fashion accessories has been effective to attract good number of customers. Since their products are usually teenage and latest fashion oriented, they also offer exceptional discounts to the teenagers in their specific product lines. 
Place: the place of business operation is an important determinant fro success of the marketing strategies (Shank & et al, 1985). Therefore Dorothy Perkins’s marketing department takes care of segregating the market on the basis of different market analysis techniques. After proper market analysis, the company is able to understand the type of customers which are present in that location. Market analysis also helps the organization to segregate the customers on the basis of their lifestyle, buying behavior, buying preferences and product expectations etc. Proper market segmentation can be done by segmenting the market into locations. This is important because Dorothy Perkins is a multinational fashion retailing company and therefore people living in different countries have different product expectations and buying behavior. Moreover the company Dorothy Perkins has good links and channels to operate their business into different cities. They have many Dorothy Perkins exclusive retailing stores apart from retailing sections in different shopping malls.
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CSF or Critical Success Factor is the term used to describe the typical and exclusive factors of the business organizations which is their strength and acts as their success factor. The goals and targets of the business organization are met successfully through the help of the CSF (Selim, 2007). In case of Dorothy Perkins, there are certain factors which have proved to be extremely effective in generating their popularity and success in the competitive market. Some of the important critical success factors of Dorothy Perkins are depicted below:
Infrastructure of the organization: the structure of the organization which is followed in Dorothy Perkins is hierarchical. This means that the orders given by the head of the organization are followed according to the hierarchical manner where the subordinates are bound to follow the instructions (Kunene, 2008). The human resource management of the organization is such that even after following hierarchical organization structure, the employees of certain designations are offered the opportunity of presenting their suggestive views and opinions on the important decisions making. This helps in empowering the employees and keeps them satisfied and motivated in the organization. The set organizational goals and objectives are met by the employees within the deadlines as per the instructions of the managers of Dorothy Perkins. The employee empowerment is also effective to improve the performance and productivity of the employees in the organization (Palpacuer & et al, 2005). All the departments in Dorothy Perkins work in well coordination to achieve a sustainable position in the competitive market.
Branding: the strategies adopted by Dorothy Perkins to brand their products have been important to meet the goals of the organization in the international market. They have associated with different events through their sponsorships. Dorothy Perkins has also been observed to be associated with different charity events and organizations. This branding strategy is important to generate public attention towards the company and is surely an important Critical Success Factor of Dorothy Perkins (Miesenbock, 1988). Through the different advertisement policies of the organization, their branding is successful in the international market. The quality of the ladies hosiery products manufactured by Dorothy Perkins is also an important strength for branding their products.
Design: the different fashion retailing products which are manufactured and sold by Dorothy Perkins are unique at its own kind. The products speak their uniqueness in their designs and a signature quality which is exclusive to Dorothy Perkins (De Brito & et al, 2008). Moreover the infrastructure and interiors of the retailing outlets of the company also have certain uniqueness which helps in maintaining their CSF.
Technology: the management of Dorothy Perkins aims to keep updated their processes of manufacture, designing, branding, retailing, selling and marketing processes with the latest technology. This is because adapting to the latest technology in their manufacturing and packaging processes will help them to increase their productivity and accuracy in production. This helps in development t of better products with less chances of defective product production. Moreover the different techniques used in the cloth manufacturing also require updated technology which is highly implemented by Dorothy Perkins. Moreover the latest technology is also implemented in their marketing and promotion strategies in which the products are marketed through the digital platforms. This helps them to reach and satisfy customers located at distant locations therefore increasing the credibility of the company.
Product’s quality: the company Dorothy Perkins ensures to maintain the quality of their products by using high quality raw materials which will meet the customers’ expectations efficiently. Moreover the company makes sure to develop the products which are highly durable along with complying with the latest fashion trends so that more customers are attracted to try out their clothes. The good quality clothing product line has also been responsible for better customer satisfaction and generation of a loyal customer base. 
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The customer’s journey in an organization can be summed up into different stages. This starts from the recognition of the requirement of the product and ends when the customer is actually satisfied after using the products from that particular brand. The customers are also observed to get emotionally attached to a particular brand after being loyal to it for several years. Therefore the accountability of the brand is also high towards the expectations and emotions of the consumer. The company should make sure to offer a better journey to the customer which will develop a long lasting impact on the consumers and develop their satisfaction. To ensure better end to end journey of the consumers of Dorothy Perkins, the management of the organization has been active to take the following steps:
Awareness: the management of the Dorothy Perkins is highly focused to implement market researches which enable them to understand the specific requirements and expectations of the consumers. The market researching techniques enables them to develop their products which will meet the expectations of the consumers efficiently. Moreover the marketing department of the company makes sure to arrange for better brand awareness among the consumers by various promotion platforms and digital media. Sponsorships and hosting different events also helps in creating a successful presence of the company in the international market.
Comprehension: the consumers after getting aware of the particular brand offering the product or services they are searching, the consumers focus on getting further information about the particular company such that its history of consumer satisfaction, the quality of the products they manufacture and sell, the goodwill of the company, the price range of the products etc. the sources of information relevant for starting the customer journey are review of the products and services by word of mouth, online researches about the company and its products, generating information from the family members or friends, etc. since Dorothy Perkins has been operating its business in the international market since ages, the products reviews about the product durability and overall customer satisfaction are always positive which has rendered to the positive broad base of customers of Dorothy Perkins.
Connectivity: the channel of marketing or strength of connection of the business organization plays a crucial role in development of a positive relationship with the consumers. The interest and attachment of the company towards the consumers can be generated by encouraging customer’s engagement through different ways of connectivity. For instance, the company Dorothy Perkins ensures to stay in touch with their consumers by means of advertisements in the national and international television channels. They have also stepped into the digital media through the social networking sites where they try to stay connected with the customers personally with their exclusive sales and discount offers. They also try to engage with the consumers through personal mail services and SMS where they approach to the customers personally and offer their special discounts and coupons. Apart from this they also advertise their products in various websites by means of ‘pay per click’ service where they have to pay the sites when the customer clicks on the respective advertisements. Advertisements through pop-up notifications are also trending these days which is also utilized by Dorothy Perkins successfully. The customers generate their interest towards the company through the pop-up notifications. The customer requirements and feedbacks are also generated by means of the pop-up notifications in which forms are displayed. The customers fill the form which enables the company to interact closely with the customers by understanding their preferences.
Desire: after setting the target customers the management team of Dorothy Perkins tries to analyze the desires and preferences of the target customers. The potential or target customers of Dorothy Perkins, they develop their products. After they sell their products by advertising their products in different platform, offering them the opportunity of describing the precise details of the products, the wide range of variety of the fashion clothes, range of colors available in each clothing item along with variety of the sizes available in their retailing stores and their websites. This generates the desire of purchasing the products in the customers helping in better growth and sustainability of Dorothy Perkins.
Purchase: in this stage the customer finally takes the decision of buying the product after getting the details of the fashion products of Dorothy Perkins. The customer chooses the right product from the wide range of products available in the retailing stores and in the different e-commerce websites. Dorothy Perkins has their own selling website too from which the consumers make their purchases. The retailing stores are also maintained with certain décor which appeals the consumers to make the purchases. The staffs in the retailing stores are extremely helpful towards the customers which make their purchase easier. 
Post-purchase: after the products are finally purchased by the consumers the utility of the products are experienced by the consumers. The different product claims are experienced by the consumer after they make the purchase and review if the claims are true or not. Dorothy Perkins’ consumers are usually satisfied with their purchases because all the claims of the products are true. The customers give positive feedbacks regarding the utility and the quality of the garments of Dorothy Perkins. In case there are any queries or troubles of the consumers, there is an active after purchase team which deals with the consumers and aims to keep them satisfied. 
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GAP Model is the approach which helps the company to identify the different gaps between the expected and the actual performance of the company while operating its business operations in the market. Identification of the gaps, the business organization can bring significant improvements in their products and services which will allow them the opportunity of satisfying their consumers efficiently. According to the GAP model, there are five possible gaps in the product performance which are discussed below:
[image: Image result for gap model]
Figure: GAP Model
GAP 1: the first possible gap which arises in Dorothy Perkins is the difference between the customer expectation and the analysis of the management. this means that the management of the company is unable to understand the proper demands and expectations of the consumers and it does not reflect in their products. The management of the organization needs to implement proper market researches through different techniques and approaches which will help them to understand the actual desires of the consumers (Calyam & et al, 2007).. This will help to eliminate the gaps and excel in their service delivery.
GAP 2: the second possible gap is the lack of communication between the different hierarchical levels of the human resources in the organization. This may lead to ineffective service provision to the consumers which keeps them dissatisfied. The claims of the products are not met by the company when this communication gap arises (Kettinger & Lee, 1995). In Dorothy Perkins, the entire management focuses to deliver adequate products and services to the consumers which will keep them satisfied and make them loyal to the brand. Therefore they must ensure to have better communication between the front management and back management employees to keep their consumers happy.
GAP 3: the thirds gap in the management and the system of the business operations of Dorothy Perkins is that when the management of the organization fails to develop and align their fashion retailing products according to the changing fashion trends in the international fashion industry (Risch & et al, 2005). They need to keep updated with the changes in the fashion trends and implement the designs in the latest collection of the clothes. The clothes of women have to be vibrant as well as classy in order to meet the expectations of the consumers of different choices and preferences. The management of the organization fails to be efficient in being popular in the market even if they continue to produce the products with good quality because of the inadequacy of the company to meet the latest trends.
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The AIDA model of marketing management is an essential step for gaining popularity and profitability in the market. The usage of this model by Dorothy Perkins has helped them to gain sustainability in the international market. 
AIDA is the abbreviation for Attention, Interest, Desire and Action. The usage of all the stages of the AIDA model by Dorothy Perkins helps them to gain popularity and raise their profitability through their international business operations. Implementation of the AIDA model helps them to generate interest among the consumers.
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Figure: AIDA Model (Rawal , 2013)
Attention: the management and marketing department of Dorothy Perkins ensures to generate interest and grab the attention by the consumers through different marketing methods and strategies. For instance, Dorothy Perkins grabs the attention of the public through their sponsorships in different events and charity. They also launch their products through events which help in generating public attention.  Moreover they also advertise their products through different social media platforms and offline modes of marketing like in leaflets, hoardings, billboards etc. this is also important because it offers high competition to the rival fashion retailing organizations. 
Interest: The public interests to buy the products offered by Dorothy Perkins are generated successfully after the successful advertisement campaigns run by Dorothy Perkins. The products descriptions and exclusive offers and discounts given to the customers through e-mails and SMS services raise the interest of the consumers (Hassan & et al, 2015). 
Desire: the desire for making the purchases from the fashion ranges of Dorothy Perkins is generated when the advertisements are successful to generate the public attention and interest. Therefore the company must focus on advertising their products by focusing on the actual desires and expectations of the consumers from the range of the fashion garments. They must include exclusive range of products such as Plus Size range of clothes, Maternity clothes etc which will increase the desire of the customers towards purchasing the clothes of Dorothy Perkins.
Actions: after the successful achievement of the advertisements through generation of attention, interest and desire for purchasing the fashion garments of Dorothy Perkins, the consumers take the final action of actual purchasing the clothes (Ghirvu & et al, 2013). The management of the company can increase the probability of purchasing the clothes of Dorothy Perkins by offering high discounts and offers on the purchase of the products. They can also arrange for events like Christ special sales, New Year sales, etc which will make sure that the consumers are stuck to the company and its products. The after purchase services should also be efficient to meet the queries and requirements of the consumers to create the loyal base of customers.
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The entire report depicts the different marketing strategies adopted by Dorothy Perkins in order to generate higher popularity gain higher revenues through the sales of their fashion garments in the national as well as international market. The report also depicts the usage of the AIDA model and GAP model by the marketing management department of the company in order to mitigate the possible gaps in their service provision.
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