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[bookmark: _Toc57967717]Marketing Segmentation for Morphe
Market segmentation is the process through which companies create smaller similar groups from a dis similar market. Morphe is a well renowned, international beauty brand which brings several different kinds of beauty products under an umbrella company. Morphe took this step to ensure that the creators can access all of their favorite tools of trade in one place, conveniently and without a compromise to the quality. 
Through segmentation, Morphe is now able to more effectively allocate resources. By identifying their customers more easily, Morphe is now able to cater to their specific requirements more efficiently. 
The process of market segmentation involves certain steps. First, Morphe broke the entirety of their customer base into smaller, comparatively homogeneous segments. Then, they targeted the specific segments accordingly, and placed their products so as to attract the demographic where the demand for that product is highest (Global Cosmetic Industry. 2020). 
Several factors, namely geography, demographics, psychograph, lifestyles, benefits, commitment levels and usage patterns, are taken into account while going about the process of market segmentation. For example, while segmenting their market according to demographics, Morphe took into account several factors like age, gender, race, marital status, income, education and occupation to create homogeneous groups.
[bookmark: _Toc57967718]Morphe's marketing environment
The marketing environment of any company consists of several Internal factors such as employees, shareholders, customers,  retailers and distributors, and several External factors like political, legal, economic, social and technological factors, which envelop the entire framework of the business process.
Morphe can control some of these factors, but the others are beyond the company's control. Morphe must adapt to changes in these uncontrollable factors and redirect their market strategies according to the situation. 
Morphe's marketing environment can be classified into three concentric umbrella segments. 
The Internal environment, which forms the innermost core, is made up of the several assets of the organization itself, which help in the functioning of the business (Glossy. 2020). At Morphe, these include their employees, establishments, company policies, capital qassets, inventory etc. These are factors over which Morphe exerts a certain degree of control. 
The Microenvironment is the next layer of the environment which includes elements such as the beloved customers of Morphe, the competitors, the shareholders, retailers and distributors, and the government, which are closely associated with the company.
The Microenvironment is the outermost layer of the marketing environment of Morphe. This layer exists entirely outside the company's jurisdiction and act independently. These factors are included in a PESTLE framework which made of political, economic, social, technological, legal and environmental factors.
[bookmark: _Toc57967719]Distribution of Morphe
Distribution is the process through which companies like Morphe provide access to their products and services to the customers, when and where they want it. 
For this purpose Morphe has a well-established channel of distribution made of the individuals and organizations which help Morphe to move their products from manufacturing to the customers. The first associate to enter the process is a marketing intermediary. This individual or organization will link the producers that is Morphe, to other links of the distribution chain or an end customer. 
There are several benefits to using a middleman as it improves market efficiency. There is an improvement in functional efficiency if the middleman has more experience selling the product than Morphe. Wholesalers can provide an improvement in scale efficiency for retailers. And the retailers in turn, provide transactional efficiency to the customers.
Several strategies are employed by Morphe to improve distribution. 
Intensive distribution utilises the maximum possible retailers to improve product availability, facilitating product recognition and impulse buying.
Exclusive distribution is utilized for high involvement products, by relying on only one dealer or retailer in a particular geographic location (Morphe US. 2020). 
Selective distribution is a strategy of moderation between the previous two strategies. It involves more than one dealer for a specific location but less than all the retailers available.
The marketing process of Morphe
Dual distribution channels are opened to provide an indirect route of access to one group of customers and a direct channel of access for another group of customers. 
In a hybrid distribution system different members offer complementary functions for a common customer segment (FashionNetwork.com. 2020).
[bookmark: _Toc57967720]The marketing process of Morphe:
Morphe is always alert in identifying growing customer demands for a product and moving urgently to fulfil the said demand. To do so the company moves through some sequential steps. These are, The Situational Analysis, Objectives, Strategies, Implementation and Control, respectively. 
Situational analysis can be considered as the basis of a marketing process. Morphe identifies and analyzes all the internal and external factors which may influence the business thoroughly, to better plan its future moves in the market. 
The objective can be defined as the specific aim or goal which Morphe has assigned to itself. The objective is meant to be attained within a fixed amount of time and is decided upon by reviewing the amount of available resources (Medium. 2020).
The strategy is the general plan or set of plans which Morphe decides upon with the intention of reaching the goal set in the objective phase, within the decided amount of time.
Implementation is the actual physical work done by the employees of Morphe, which goes into putting the strategy to work and bringing the envisioned objective to fruition. 
The control can be defined as the set of rules and regulations put in place by the company to ensure that the implementation of its strategies goes smoothly.
[bookmark: _Toc57967721]Morphe's integrated marketing communications
For an international brand like Morphe to exist, thrive, prosper and continue to provide quality services consistently, adequate communications with the marketing world is an absolute necessity. To communicate is to transfer information or it can also be viewed as sharing of information at an individual or collective level. 
Advertising is a mode of communication used by the company to reach the consumers for the products they create. Morphe pays the pertinent media outlets to put out messages about a new product, so that the news can reach the targeted consumers (Forbes. 2020). To do this, Morphe approaches newspapers, radio stations, television channels, movie outlets, and also employs outdoor advertising. 
Public relations is an important aspect of communication for Morphe. It is the sum total of the actions of Morphe and how it is responded to by the public. It is the means to uphold the reputation of Morphe, so that it gains understanding and support from the public and can hold an influential position in the business world. It is very important for Morphe to maintain goodwill and mutual understanding between the company and elements like the consumers, journalists, suppliers, investors and other public factors. Their views and opinions regarding the company have major influence on how willing the masses are to interact with and support Morphe. As such, Morphe aims at culturing a publicity campaign which is positive and engaging (Forbes. 2020). 
The integrated marketing communications sector of Morphe is responsible for making sure that all the communication and messages issuing from the company are linked properly and working harmoniously to create the best and most effective public image possible.
[bookmark: _Toc57967722]Morphe and its stakeholders
All the individuals and groups which have any legitimate claim or interest in Morphe and its functions, can be considered as the stakeholders of the company. These are all individuals or groups who can affect or be affected by the actions of the company.
Stakeholders can be broadly differentiated into two categories. Namely, internal stakeholder and external stakeholders. 
Internal stakeholders, also known as primary stakeholders, belong within the framework of the company itself. These are the individuals, groups or parties who actively participate in the functioning and management of Morphe. They are directly influenced and influential to the success or failure of Morphe.
Internal stakeholders can be of several kinds. The employees are internal stakeholders who are paid by the company to work for it.
The owners are the partners and shareholders who own the company of Morphe, and thus are internal stakeholders. 
Morphe has another kind of internal stakeholders in the form of a board of directors, who make decisions regarding the actions of Morphe and thus control its functioning.
Then there are the managerial internal stakeholders who control different departments of the company like sales, communications etc.
The secondary stakeholders or, as they are also called, the external stakeholders are elements which lie outside the framework of Morphe. They are outside the company but form an integral part of the business environment. As such, even though they have no part in the management of Morphe, they are still affected by the work of the company. External stakeholders are also of several different kinds.
There are the suppliers who support Morphe at a fundamental level by providing essential support in the form of raw materials, equipments and other resources. 
The customers are the absolutely essential component of the business environment, as a kind of external stakeholders. They are the ones who will consume the products manufactured by Morphe and the reason the company exists in the first place.
Creditors are the individuals, groups, financial institutions or banks which provide Morphe with the funds required to run the business. 
The intermediaries are a vital kind of external stakeholders who create the link for distribution of products from Morphe to the customers.
Then there are the competitors who aim to share or dominate the market space occupied by Morphe.
Morphe also has its responsibility towards society, being an intrinsic part of it.
Also the company must conform to laws and regulations as set by the government.
[bookmark: _Toc57967723]Morphe's pricing decisions
The definition of price from the point of view of a customer, is the amount of income given away in order to obtain a specific value from a product or service.
Companies like Morphe are constantly competing with rival companies for attention from the customer base. 
While competing on the basis of pricing, Morphe matches or undercuts its rival companies.
Morphe can also resort to competing with its rivals based on factors other than pricing, such as quality, availability etc. 
Several factors from the marketing process, like segmentation, targeting and positioning can influence Morphe's strategic pricing objectives. 
There are several stages to the establishment of prices. First, Morphe sets the strategic pricing objectives. Then an estimation is made regarding the demand, price elasticity of demand and the perceived value of the products. Then costs and relationships are determined to volume. Next comes the analysis of prices set by rival companies of Morphe. A method is then selected for determining the price (Nylon. 2020). The price is set so that it can meet changes in demand and cost in all countries, distribution channels and target markets.
There are several pricing strategies utilized by Morphe. 
Sometimes prices are skimmed and a product is launched at a high price so that the company can make up a good portion of its investments in the initial stages of sale. The price gets lowered once the product matures. 
There is also the use of penetration pricing, where a product is launched at a very low price to attract a large customer base quickly. The price may be increased slightly once the product matures, with added benefits.
Psychological pricing is another strategy, using which products are launched on the basis of emotional factors.
Differential pricing is adopted by Morphe while selling the same product or service at different prices to different customer bases.
[bookmark: _Toc57967724]Morphe's content creation
Morphe set out to provide the best in beauty products to its customers. They identify their targeted customer base, decide upon the contents to be produced by the company and determine the benefits which Morphe's customers will get from these contents.
Adequate amount of demographic data is collected by the company based on the preferences exhibited by people belonging to different age groups, races, gender identities, educational backgrounds, and income capabilities etc. to ascertain the kinds of content to be created by Morphe. 
After this, Morphe analyse their own position in the beauty market to develop their strategies further. 
Based on all the research, a content calendar is formed, depicting the launch schedule for different products.
Then, the necessary resources are identified and allocated to the pertinent sections of the company, and the creation process begins for the contents. 
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