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INTRODUCTION 
The report will look at how Floris can use innovative strategies and raise awareness of the Floris brand making sure the company fulfils current and future stakeholders’ expectations are fulfilled. 
Figures for the premium women’s fragrance in the United Kingdom (UK) In 2013, exceed the one billion U.S dollar mark.www.statista.com : value-of-the-premium-women-s-fragrance-market-united-kingdom (Accessed: 27th August 2018)
Floris London is the chosen organisation for my assignment. It’s a British Family Perfumers since 1730 founded by Juan Floris, and currently being managed by the 9th generation of the family.   It’s flag store located at 89 Jermyn street on of British high-class street in London, it’s one of the few shops in London that have occupied the same premises for more than 287 years.  Floris London has had a sweet smell of success for years.  ‘Floris is the only perfumers to hold a Royal Warrant - having served the Queen, the late Queen Mother and, most recently, the Duchess of Cambridge’ https://trulyexperiences.com/brands/floris.(Accessed 27th August  2018)
‘’Floris sells a range of classic fragrances for men and women as well as books and a small selection of travel ware’’  https://www.florislondon.com/en_gbp (Accessed 20th August 2018)
The myth about Floris is that it’s for grannies and the scent is not good, had I not visited the store I would have believed so. My visit to the store gave me an insight of the shop, shop was filled with tourists mainly from USA, China and Italy and the rest of the world.  Many flies to the UK to visit the store to experience the British traditional its uniqueness which they don’t get in other store as the décor in Floris makes you feel you of belonging to that target group – Britishness the aristocrats, rich high social class and offers sophistication and class.
I was also informed that they are now moving to target young market as they need to satisfy their needs and wants, they want to be different and not stick with one target market and be able to compete with other brands.
The traditional business has had to adapt to the changing environment over the years and the flag ship store at 89 Jermyn street saw its first renovation for over 100 years.  
The company products have been diversified into several new products and to its collection it added on new fragrances, in June 2018 the company launched ‘Chypress’ a floral fragrance and added new fragrances Peony & Rose and Blackberry and has recently launched a new fragrance 
The company faces steep competition from the likes Jo Malone, Dune, Gucci, Prada, Dior, Chanel to mention but a few luxury brands which sells/offers similar products and the way it markets and packages its perfumes gives Floris London a run for its money.

MARKET STRATEGY 
(Luck, 2010) defines marketing as ‘the management process which identifies, anticipates and supplies customer requirements efficiently and profitably.’  
In any business the marketing strategy must acknowledge the changing market environment as has be able to respond to the changes, by know which segment they are targeting and developing so that its able to position product offerings to its target market. Marketing managers must be able to be aware of day to day activities, manage the product, price, advertising and sales promotion. (Graham J. Hooley, n.d., p. 7) 
Floris market strategy is to be global product by using the existing products and seeks new market sectors which are still developing. This kind of strategy is used by Floris as apart from its Flagship store the store products can be found in more than 80 locations in United Kingdom and these include high end stores like Harrods, John Lewis and other prominent locations as Fortnum and Mason on 181 Piccadilly in and on the international front it has its New York store in the United States.  This is a high risk as it involves licensing, using agents or distributor arrangements
Floris uses the Niche penetration strategy where by its target market is aimed at classy and sophisticated, politicians and royal family.
Furthermore, marketing is very important within the fragrance industry as the transmission of a fragrances’ smell is not always feasible. Therefore, companies used various strategies to increase their consumer base this can be achieved through flanking which is introducing new products or innovations under an established product. Moreover, this industry is becoming increasing competitive; therefore, many companies are applying harsh marketing strategies including the use of high profile celebrities in advertising campaigns to continue to hold their position as leading player. http://advantage.marketline.com. (Accessed: 28th August 2018) (
According to  Levitt (1986) ‘questions asked by a business includes: what business are we in? What business could we be in? What business do we want to be in? What must we do to get into or consolidate in that business?’(Graham J. Hooley, n.d., p. 20).to answer these questions business have to make sure the customers are satisfied the quality of the good offered to the market  judged by the customer. The customers perspective is one that satisfied or is fit for purpose 
The segment Floris sells for is the older population in this segment the is increase in the ageing population. Who will have more disposable income and are likely to spend on luxury items.




The market concept is based on satisfying the people and making them happy in return they will buy your product and some business make the product exclusive and make more profit. Marketing must be subtle always work to the want not the need, business must know who their customer is and? the business must know what they in the market are for. 
."(Palmer, 2000). Floris has understood its segment as more older people buy the product, so they must add anti-ageing creams to its product range which will be beneficial to the company. (Palmer, 2000) business must understand its target market as customers change their minds and have learnt how to play with brands by looking for a cheaper option. A want is recognised when there is a demand and the customer is ready to pay for the product at the set price.























MARKETING ENVIRONMENT 
Every business is exposed to internal and external factors. To better understand how these factors, impact the business the PESTEL analysis will be used to analyse the external environment and SWOT analysis to analyse the internal factors of Floris. Below is the diagram that illustrates the micro and macro environment.
Fig.1 below extracted from marketing lecture notes 
[image: ] 
Macro environment is analysed using the PESTEL a strategic tool to evaluate of the organization. The macro-environment factors can impact the Porter Five Forces that shape strategy and competitive landscape. They can impact individual firm’s competitive advantage or overall profitability levels of the Basic Materials industry. 
[image: ]
Fig. 3 from Lecture marketing slide University of Wales
· The company aims at very select market sectors and will be charging higher prices or lower prices. Floris charges higher prices as its offering a high-end product. 
· This strategy involves offering some unique selling (service) proposition (USP) that the competition does not have. Floris offers a USP by offering product bespoke products.

Politics plays important role in the factors that impact the fragrance industry. Before any business investing in certain market they must take into account political stability of that country. 
Economic factors such as inflation rate foreign exchange determines the demand and aggregate investment in an economy.  The micro environment as competition impact the competitive advantage of the firm.
Social Factors that impact Floris 
Cultural changes in society impact the organisation.  Floris has to understand its market.  Demographics play are significant role in consumer.
Technological Factors 
Due to technology changes businesses must adapt and invest in the infrastructure.
Floris uses technology for brand awareness.
Environmental Factors 
Before entering new markets, business should carefully evaluate the environmental 
and the environmental that should be considered are attitudes toward ecological products. And laws regulating environment pollution.
Legal Factors.
Different countries have different legal framework. Business should understand the laws regarding employment and customer data, and how to protect the consumer its e-business, employment law and data protection 









INTERNAL ENVIROMENT FOR FLORIS
SWOT ANALYSIS FOR FLORIS 
	STRENGTH
· Endorsed by HRH the Queen
· Endorsed by Celebrities (Marilyn Monroe, Winston Churchill, Ian Fleming, Eva Peron 
· Royal Perfume 

	WEAKNESS
· Patent is difficult for perfumes 
· Increased standards for cosmetic and Fragrance product.

	OPPORTUNITIES 
· Floris target market older generation, aristocrats, high society has more disposable income spend more on perfumes 
· Product life cycle to using anti-ageing properties 
	THREATS 
· Counterfeit goods (fake Floris) affect sales.
· New source of competition from Supermarket chains are driving the costs down.
· The quality in this market is critical aspect for fragrance 





Fig.4 Authors description of SWOT
STAKEHOLDER ANALYSIS OF FLORIS LONDON
Stakeholders are key to any business as they no strategy can be used without considering them.
The key players in the business are the customers, employees and managers and the shareholders.  












MARKETING MIX – CUSTOMER JOURNEY – TOUCH POINTS 
The table below show an approach to strategies used for product -market growth 
[bookmark: _Hlk524416453]developed in 1965 by H Igor Ansoff (Doyle, C., 2011). Ansoff matrix. 
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(Doyle, C., 2011).  Fig 5
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Figure taken from Marketing Lecture notes. fig 6
Using the James Bond example as a product life cycle for Floris the scent had began to decline and management wanted to discontinue the product but due to the fans and the scent being a signature brand it was decided to continue producing the brand.



By using the Adoption cycle (ACCD) we can fully understand the customer journey through the product anatomy. 
According to (Parker, P.M., 1992) Awareness are the people aware of the brand 
· Comprehension make them believe and understand the product and why they should buy it
· Conviction why the buy the product 
· Decision: Desire Floris has created a desire for its customers by provide the customer to have an option of creating or designing their product and this will 
· Action:  What is the post purchase behaviour (is it worth the price)?  post purchase behaviour / was it the right choice ask friends it the choice was right.
By giving the customer what they want Floris offers both product and service through their Bespoke Perfume service, where by customers can create their own fragrance to suit their preference. Visiting the Flagship store at 89 Jermyn Street in London, the shop has a small museum at the back end which shows all the product through the years.  The shop assistant gives you the history of the store and explains all the signature perfumes created by the Royal Family, Hollywood stars like Ian Fleming, Marilyn Monroe, politicians like Winston Churchill and Eva Peron’s favourite perfumes, all the perfumes are documented in the perfume journal and all the orders which has been made over the years.   

Product Mix
‘The product mix can be controlled by the marketer by controlling the quality of the product, packaging , design features especially if the customer is designing their own perfume, how long is the perfume going to last this depends on the ingredients used, decide what sizes should they produce as Floris perfume bottles come in different sizes 10ml to 100ml and they vary in prices, product warranty for example the bespoke service as they can service ranges from £450 to £6500 depending on who is buying.  After sales service in case the customer is not happy with the product  and brand image (Palmer, 2000).’ Floris brand name is associated with high class consumer and the delivery method of the product is different from other brands. and there after sales service is good. 
Floris offers a range of products from Bespoke and signature perfumes it needs to adapt to changes i Floris has adapted and responded to changes in customer attitudes by launching new ranges of perfumes and changed its packaging to reflect the modern market.  It is also trying to attract young consumers and in 2017 they launched Chypress perfume to target the youth as the brand is associated with ‘Grannies ‘The women fragrances include, 
The customer experience at Floris reflects its uniqueness when trying to get the scent of the perfume.  It distances its product from its rivals by have different packaging of the perfumes and unlike other brands(fragrances) instead of spraying on a paper for the customer, you must lift the lid off the dome please refer to the appendix, of the picture taken on my visit to the store the perfume, 
Floris London perfumes are of high quality packaging must reflect the quality of the product as customers are willing to spend more on luxury items. Please refer to fig of different ladies’ perfumes on offer at Floris London
What is the perceived value subject to competition.  I benchmarked Floris London to Jo Malone as it offers similar products but for different target group. 
it’s important to guide buyers of the tangible products through the choices available to them. When you enter the shop a choice of perfumes is presented to you in a way that you have a choice to choose what you want.  Floris also offers bespoke fragrances where by the customer can book an appointment and make their own signature perfume, in this way the customer is able to feel and touch the product and involved in the making of the product. 
The consumers ability to switch brands plays and external environment.  The ability for supermarkets to enter the fragrance industry increases the competition further and increases competition.  Please refer to figure 4. The only advantage is that in the luxury brands quality plays an important part 
Price 
In the marketing mix price determines the business sale. If the price for a product is set to high sometimes the business does not meet its target in sales. 
Floris being a high-end product it cannot set the selling price too low as its target market is old money and as it sells a legacy.  ‘’Most products selling price is set on the basis of the cost used to produce it or what the competitor is selling and what the customers are prepared to pay’ (Palmer, 2000).  
Business decide to charge different prices for different products with its product range. For instance for Floris since selling history and legacy prices are set according to the name of the product and in what era it presents or to who bought the perfume for instance the bond scent it will be price at a high price as all James bond fans and prospective buyers will want to associate themselves with the brand and know that they are paying for a premium brand, set it a low price it may not generate sales as the consumer will doubt its authenticity. 

Promotion.
This is a form of communication used by the business to make the brand awareness to the consumer its offering its product.  Floris promotes its brand by using the website as a means of delivering information to consumers and external stakeholders.  You can buy the perfumes on the website at www.floris.co.uk, it also uses the social media to send out the message and brand awareness.  It has a tweeter account, Pinterest, Facebook, and Instagram by using these media platforms this illustrates the brands move from a more traditional and adapt to the changing time in consumer purchasing power. Due the technological changes the consumers are using the internet to buy items and this by doing so the 
companies are using data collection from its website to find the problems and how to better the consumer touch points and fill the gaps by improving on the problems customers are facing while trying to purchase the product. Floris uses company events like private parties when a product is being launched 
The company promotes its brand press events and release and to retain its customers it makes sure every wedding for the royal family they wear Floris Scent, as seen in the latest royal wedding. A few royals that did not order the Floris scent was Princes Diana.  
Communication channel as it can be a valuable source of information regarding consumers
Communication in marketing must be distinctive. Marketers must cover new digital exchange, their variety of communication, TV, Web, poster etc 
Stakeholder/; inters in the survival of the business employees, manage, customer 
Place
Flagship store at 89 Jermyn Street London opened since 1730, Product found in more than 90 stores across the UK. Opened a Floris Store in New York- Easy access to customers who cannot come to Uk.  89 Jermyn street by appointment to create or design your perfume
Consumers are more willing to purchase the product where its more convenient to them, therefore business must decide and know is the needs and wants of its target market and choose a place where the purchase of the product will be easier for the consumer. 
For the case of Floris production of the perfumes was done two floors down in the same shop and its easier to purchase the goods at the store as the touchpoints are reduced unlike online where you have so many clicks and then wait for delivery.
The number of times a consumer purchases from the same shop for a product in a competitive market like the fragrance market is considered loyalty to the brand. For example, the royal family has been purchasing the Floris products for years, and the Queen of England is known for her love of the brand, offers the royal family with its products and makes them into signature perfumes for instance it created a scent for.  Because it a complex product it enables the customers to learn more about the product and stay loyal.




Parasuraman, Zeithaml, and Berry (1985), defined gap analysis as ‘’a divergence between either an expected service and a perceived (delivered) service from a customer's point of view or the difference between a service provider's specified level of service and the service delivered.  Davis, Richard; Misra, Shekhar; Stuart Van Auken;  Vol. 24, Iss. 3,  (Dec 2002), Control the channels especially service experience. some brand owns channel experience this applies to Floris London as it has been consistent with the brand since 1730. 
On my visit to 89 Jermyn Street London before you enter the shop you can smell the scent this is something unique they offer the customers, and this is the first touch point for the customers before they purchase the product.
Headley and Choi (1992) pointed out, for business to improve the quality of service it has to understand the customer wants and needs as the customer perceptions defines quality of a product. (Davis, Richard; Misra, Shekhar; Stuart Van Auken.  Vol. 24, Iss. 3,  (Dec 2002))

[bookmark: _Hlk524154986]
RECOMMENDATIONS 
Floris must consider developing products for day to day wear for women as there in increase of number of women in the workplace.
There need to consider looking at deodorants for sporty rich men 
Focus on natural ingredients in the products as consumers are healthier conscious
To increase brand awareness for example, have the product sold in duty free at airports where most of its competitors are already established.














CONCLUSION
For Floris to stay competitive and position its brand on top it must change with the times. The brand is selling a legacy and history but to get more market share it has to reinvent some of the products.  The store must increase brand awareness by increasing its outlets especially at the airports where there is gap as other fragrance brands are easily purchased.
The brand must also to look for new targets for example the young market. It clear the brand market is old generation which is complicated and class but since the fragrance market is at a mature stage more reinvention is needed.
The brand has to also invest in new markets to expand its brand.
 





























Appendices 

PICTURES TAKEN AT FLORIS FLAGSHIP STORE VISIT BY AUTHOR
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Picture taken on the 21/08/18 Floris Museum of perfumes dating from 
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Pictures taken at Floris flagship store 89 jermyn street London by the Author on her visit. 21/08/2018
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My visit to Floris Flagship store 89 Jermyn Street London 21/08/2018, Author smelling different scents in the shop
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[bookmark: _Hlk524421730]Pictures taken at Floris flagship store 89 jermyn street London by the Author on her visit. 21/08/2018.
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Pictures taken at Floris flagship store 89 jermyn street London by the Author on her visit. 21/08/2018
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https://www.futuremarketinsights.com/reports/global-fragrances-market
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