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[bookmark: _Toc39534252]Essay (Task 1A)
[bookmark: _Toc39534253]Critical analysis and evaluation of Role of Marketing for Guess
Marketing is a process of creating value for customers in order to get value in return. Marketing creates differentiated value for customers for which customers feel the urge to offer value in return and the company creates a sustainable relationship with the customer in order to maintain the relationship in the long term. According to some recent scholars, marketing is also known as the boundary spanning department which creates a link between the supply and demand of a product or service (Kotler et al, 2017).
Marketing is a value creation process for the company but this does not happen in a single level rather marketing takes place in the organization in a certain level to be followed. From one level to another, marketing applies the value creation chain for customers and captures value in return for the value created (Blythe, 2014). 
The natural stages of the marketing process involve different criteria such as:
Firstly, Establishing business mission, vision and goals of the organization. GUESS has a mission statement of providing the worldwide high quality and integrity persistent with their brand and image. Secondly, identifying the strengths, weaknesses, opportunities, threats of the organization. GUESS has a strength in quality but a weakness in the working force as the recent scenario implies. Thirdly, a thorough analysis of the targeted audience or the customers by creating a detailed customer profile. People of different demography and geography have been targeted by GUESS and most of the urban people with a fair amount of income in their wallets. Fourthly, the number of resources that will be required in order to serve the targeted customers (Wells, 2018). Fifthly, optimum metrics that are going to be used in order to measure the effectiveness of the marketing activities after a certain period. GUESS has a blog and website that drives a certain portion of the traffic on the online platform and the rest of the effectiveness will be measures by positive word of mouth on social media as well as the number of sales in each regional branch of GUESS.
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Source: brafton.com
PESTEL analysis is a classic tool that offers the business to understand the overall effect of the macro environment. It evaluates the political, economic, social, technological, environmental, and legal environments and the effect each one has on the activities that the respective business (Baines, Fill and Rosengren, 2014). 
Political: The political situation currently in the United Kingdom is very much devastated due to the outbreak of the coronavirus in 2020. China, Pakistan. Russia all have entered into agreements of establishing a free trade zone between due to recent oppositions from the US. The exchange rate of GBP will change based on this political move. 
Economic: The World economy has stumbled on the recent outbreak of COVID-19. Many marketing events have been postponed as well as the election campaigns. The economy of the UK has been seeing a steady decrease as the prices of daily commodities have increased sharply in the last two months (Martínez-López, et al., 2020). 
Social: The people see a surge in the price of daily necessities and show less interest in fashionable apparel. People are more moving towards basic necessities (Rogers, 2020).
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PESTEL Analysis
Source: caycon.com
Technological: People are more inclined to use an online platform in order to stay connected with their loved ones. Using online media in order to persuade customers has been a trend for a while now. However, the current tech-based updates can increase the productivity of the company and take the customer reviews from different social media. 
Environmental: Hygiene has been the center of attention for most businesses these days. Apparel businesses need to offer hygiene as dresses are highly exposed to contamination in the current situation.
Legal: Most businesses are facing hassles due to the recent lockdown. Legal notices have been sent to all businesses to remain closed until further notice. Moreover, taking license for a new branch and other regulatory arrangements can be ensured by complying with the laws focusing on the current corona affected areas. 
For the analysis of the external factors in detail, Porter’s 5 forces are used in this segment to ensure the external impacts of various forces like suppliers, customers, rivals, etc. Moreover, porter’s 5 forces evaluate the task environment that lies between the microenvironment and the macro environment. It consists of:
The threat of new entrants: Threat of new entrants was high since GUESS was in the apparel industry and the industry had low barriers to entry and low brand loyalty due to the spread of choices. 
Substitute products: Substitute products are widely available in the apparel industry and most firms offer the same type of clothing and most operate in the red ocean strategy to sustain their position in the market. 
Buyer power: Buyer power is high in the industry because the switching cost is low with plenty of choices to switch as well as the price sensitivity of the emerging customers.
Supplier power: Supplier power is not very much high in the apparel industry as the supplier number is not high and the industry is seeing the loss of sales due to the lockdown scenario.
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Porter’s 5 Forces
Source: business-to-you.com
Competitive rivalry: Rivalry among competitors is high due to low brand loyalty, growth of the industry, a high number of competitors, and the difference in the type of competitors available in the industry.
Here, the SWOT analysis of the company is given for the internal analysis and a clear understanding of the internal factors.
Strength: The brand has a good portfolio starting from apparel, accessories, and handbags for men, women, and children. The company has a good return on investment which is 2.4 billion USD from the data of 2018. It has a skilled and big workforce which is currently more than 14 thousand in 2020.  
Weakness: The business focuses solely on the high class of the society although it has strong brand recognition among the lower class of the society as well. This implies a loss of share each year for GUESS. The business is following a linear business model which is not helping in the current business scenario due to the COVID-19.
Opportunity: GUESS has a strong loyal customer base which makes it easier for the brand to increase sales in case of well thought out expansion of brand or SBUs. The supplier base of GUESS is a strong one and this can give the brand a competitive advantage if the company wishes to utilize this opportunity at hand. 
Threat: The brand has been unsuccessful in its latest attempts to expand into new market segments and this poses a threat as many newer segments are likely to emerge in the upcoming era.
Marketing strategy of GUESS: GUESS segmented its target markets based on demography (age, sex), psychographic (aesthetic mentality), and behavior. It targets people that come from the higher class of the society and positions itself as a sexy, appealing, and adventurous apparel provider in the United Kingdom. Marketing strategy consists of segmenting the possible market, targeting a certain set of them, and positioning the product targeted to that particular market (Academy, 2018).
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GUESS Offerings
Source: marketing91.com
Marketing mix: The marketing mix consists of 7 segments which are illustrated below:
Product: GUESS offers a wide variety of products in order to satisfy their target market fully. It has products for men, women and children as well.
Price: The price policy used by GUESS is limited pricing. It is based on the reverse psychology theory to induce a haste among the customers to increase sales rapidly.
Place:  GUESS offers its products in all urban stores and shopping malls to ensure the best visibility of its brand name.
Promotion: GUESS advertises and promotes its brand name both on the online and offline platforms. Billboards, leaflets are offline materials and websites, social media pages, groups, and blog writings have been used to ensure the online presence of the brand.
People: The Company is run by the sales staff, territory managers, and others in the stores and IT experts accompanied by other managers.
Process: The process of selling for the company is very straight forward. Customers come to the store and the sales staff serves the customers. It also started supporting online ordering recently
Physical evidence: The company offers clothes to the customers in strong packaging as physical evidence.
Role of marketing in creating value for customers: Marketing concept looks at what the target market looks for from the company to offer them products and services of superior quality. GUESS uses the marketing concept as it looks at the hedonic need of the target market and designs its offerings based on those needs.


Branding is (according to American Marketing Association) any type of logo, symbol, name, sign, sound, or a combination of these that represents a specific identity and differentiates a company or business form its other competitors in the market place. 
The main advantage of branding is that it differentiates the products from the competitors and creates a feeling of assurance among the customers which makes the products fall into the consideration stage of buying behavior easily (Fahy and Jobber, 2012).
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GUESS Logo
Source: shop.guess.com
GUESS uses the omnichannel strategy coupled with the increase in online presence to create a branding image on the target market in Europe and Asia. However, this strategy is falling short in the USA due to the lacking of inventory management of the company for a long time (Team, 2017). 
Ansoff Matrix: Ansoff matrix helps evaluate the various market condition and the product to understand the optimum strategy that is required by the marketer to increase the market traction (Jobber and Ellis-Chadwick, 2012).
GUESS uses the market development strategy to increase its market traction in more regions. It offers a limited pricing strategy to create an urge and establishes stores in the places the target market is more likely to appear looking for the products.
Stakeholders are the people that have a stake or interest either financial or non-financial in the activities of the respective company. Stakeholders can be both internal and external. Internal stakeholders are those that stay in the boundary of the organization and normally share a financial stake in the business. External stakeholders are the people who are outside of the business and have a financial or non-financial or both stakes in the business (Housden, 2010).
Internal stakeholders are the owners, employees, managers mainly. External stakeholders are the creditors, customers, governments, suppliers, and many others. GUESS uses both the online platform and the offline platform to communicate with its stakeholders. It uses billboards, leaflets, and physical stores to communicate with external stakeholders and uses websites and blogs to communicate with governments, public, and other non-profit organizations. It uses an internal reporting system to communicate the financial condition of the organization to the owners, employees, and managers (Gneezy, 2017). 
The entire report till now explains the processes, stages in the marketing activities of an organization as well as the role each of the marketing activity plays in the business. It also entails how the marketing activities assist the business create value for the customers to capture value in return and also create a sustainable relationship among the firm and the customers. 
Based on the evaluation, GUESS should:
a. Look for ways to expand its business into newer sectors; not just in portfolios abut also new geographic regions and newer markets as well.
b. Focus more on how it can offer better products using leaner business models; preferably using an Omni-channel to ensure better and faster reach.


[bookmark: _Toc39534254]Reflection (Task 1B)
[bookmark: _Toc39534255]Tactical communication tools to generate awareness and interest in GUESS
Using websites to receive leads and prospects as well as blogs to generate awareness and navigate fashion-oriented readers to the fashion apparel provider has been a tremendously clever and effective tool to generate awareness among the target audience as well as the increase in interest and positive word of mouth online. I have observed that GUESS has been a retailer for quite a long time operating from the United Kingdom; serving the customers with an appeal for a trendy and fashionable lifestyle in Europe and Asia. Based on my analysis, I have found that the company has currently been considering the potential for expanding its business in the USA but has been facing some problems to implement the expansion and hence, needs to reevaluate the marketing process of the business and understand how it adds value to incorporate the evergreen vision of the company in the tactical communication tools of the company (Clow and Baack, 2013).   
While researching the website if GUESS, I saw that it used the websites as a way to generate traffic in the lockdown period as well as the use of the blogs has been of help. I have a clear understanding that all these communication tools have helped the brand stay on the topic of discussion of the target market not only in the European or Asian region but all over the world which holds promising future once the business decides to keep its foot there. 
Some academic theories support the way tactical communication tools are used by GUESS. In the promotion activity, I have found that the push process is a very well-known tool. It involves actively promoting the products or services to sell it to the customers. It portrays like pushing the product to the customers hence, it is called the push process. I suggest that the blogs I have prepared for ADIDAS includes the idea of the communication tools of GUESS where I observed that through its websites, it is aggressively trying to persuade the customers to make the purchase and influence their thinking process to change their perspective to a certain thing or idea. The website and the blog of GUESS change the mindset of many customers or prospects to make the purchase online.
What I astounded me is that it is growing positive word of mouth where GUESS has a reputation for maintaining the quality of the products they offer. Hence, any customer that buys their products is usually satisfied which is proven from customer loyalty as well as the increased return on investment and the market share. I think this positive word of mouth works more than it seems. Any customer after post-purchase evaluation may choose to stay with the purchase choice or may choose to switch based on the satisfaction and switching costs. But a positive word of mouth about the product not only ensure the existing customer’s satisfaction but also attracts new markets or customers towards the business (Ho, Plewa and Lu, 2016). As a result, my observation on GUESS and blogging suggest that GUESS is trying to capture the market with influence and push strategy.  
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