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[bookmark: Contents][bookmark: _Toc504074865]Executive Summary 

This report will:
· Evaluate Coty Inc’s sector-based marketing methods against niche and artisan brands. 
· Advise on how Coty may respond in general to the threat form niche and artisan brands. 
· Recommend a strategic marketing approach on how Coty may utilise online digital marketing and engagement marketing
   
Primary research sources for this report were visits to: The Body Shop Swansea; Debenhams, Swansea: The Perfume Shop, Swansea; Lush Cosmetics, Swansea and Cardiff.
Secondary research sources for this report were textbooks; academic journals; relevant websites. 

This report found that:
· Coty’s traditional sector-based traditional marketing methods fail to meet many of the requirements of today’s consumer.
· Coty currently fails to address the issues facing the scent industry when marketing many of its perfumes. 

The recommendations chapter of this report recommended Coty:
· Adopt a long-term policy of online digital marketing, embracing big data, Web 2.0 and new media     
· Implement an experiential marketing campaign to compete with niche and artisan brands.       



1. [bookmark: Terms][bookmark: _Toc504074866]Introduction
[bookmark: _Hlk504010932]Coty is a beauty products manufacturer. The company was founded in Paris, France, by François Coty in 1904 and now has stores in 150 countries. It produces fragrances, colour cosmetics, skin and body care products. Coty sells their products online and in large retail departments and use sector-based marketing (BOF, 2018). Sector-based marketing involves marketing of products/services to a particular industry, niche or sector. The products/services are tailored to meet the needs of that sector and all marketing communication messages are directed towards that particular market (SM,2018). Coty market their products to males and females through the traditional/classical scent marketing premise that wearing them will make you more attractive to the opposite sex 

The objectives of this report are to:    
· [bookmark: _Hlk503666812]Compare Coty’s sector-based marketing strategy against competitor niche and artisan brands.  
· Make viable recommendations to address the issues identified.

The aim of this report is to:    
· Make a case for Coty’s changing to online digital marketing strategy in the long run.
· Propose a form of experiential marketing campaign that Coty may adopt in the short term.

The recommendations section of this report will advise:
· The implementation of an immediate action plan to put an experiential marketing campaign in place.

2. [bookmark: Procedure][bookmark: _Toc504074867][bookmark: Materials]Key Findings 
Despite investing heavily on expensive/glamorous celebrity endorsements over the last 10 years, Coty has seen sales of their sector- based mass market designer perfumes decrease progressively, resulting in sales falling by 3% for the fiscal year ending 30th June 2017 (BOF, 2018).    
Whilst the scent industry is a classic industry, there has been much recent debate as to whether sector-based marketing is any longer effective in today's modern society (Kearney, 2018)

[bookmark: _Toc504074868]2.1 Sector-Based Marketing No Longer Sells
Until recently traditional sector-based scent marketing dominated the industry. However, over the last 3 years, the sector has experienced a decrease in sales, falling from £56,498,883 in 2015 to £44,208,183 in 2016 (Real Times, 2018). 
[bookmark: _Toc503668443][bookmark: _Toc503968384]In contrast to this, many niche and artisan brands have flourished, reporting double digit year on year growth for the same period. Teresa Fisher, Senior Account Manager at NPD (2018) states “Decline in sales demonstrates a shift in consumer purchasing behaviour, with consumers shifting towards niche brands with little or no budgets who engage with their customers on a one to one or community basis”. Fisher also highlights Lush Cosmetics having over 4 million Instagram users and a thriving e-commerce business as recently as August 2017. Kearney (2018) suggests Coty may need to review their policy on sector-based marketing if they are to address the issues facing the mass market scent industry

[bookmark: _Toc504074869]2.2 General Strategic Response to Niche and Artisan Brands

There is general agreement that the rate and pace of change facing the traditional scent industry is faster now than ever. The rate at which marketing within the scent industry is changing means that it is not transforming incrementally (as with Darwinian and Neo Darwinian theory of gradual evolution) but rather transformationally (SBC,2018). There is currently a lack of traditional companies in the scent industry reacting to the threat from niche and artisan market competitors (BBC, 2017). Coty must be aware of changing attitude to the scent industry and implement changes to adapt their strategic approach if they are to match these competitors. Coty must realise that marketing is no longer a marketer led practice but is now a consumer demand led practice based on social needs and market requirements and is being supply pushed by new technology as a whole (von Hippel, 1988). Niche and artisan brands execute marketing exceptionally well online (BBC, 2017).  
Whilst online scent marketing has many advantages, one must always counter the argument with the fact that there can also be too much technology and too much information that we are adding to the complexity of marketing by the use of technology and advertising; information overload (Meyer,1998). Some online marketing may appear offensive or ill judged, as in the Victoria’s Secret advertisements with impossibly thin looking models advertising their lingerie (The Independent, 2014). One could, however, also argue that before consumers had the opportunity to check a company’s credentials online, the company had plenty more opportunity to be ‘economical with the truth’.        
[bookmark: _Toc504074870]2.3 Main Forms of Digital Marketing as a Strategic Response 
[bookmark: _Toc504074871]2.3.1 Big Data   

To compete with niche and artisan brands, many of whom already invest in disruptive technology, Coty must embrace the challenge and invest more heavily in big data (Stacey, 1993). Investing more in big data will allow Coty to pinpoint trends directly and understand their customer market more thoroughly than through their standard one sector channels. Brynjolfsson (2002) found from his work on 179 large companies that data-driven decision making achieves gains of around 6% and claims that data will be increasingly driven on analysis, rather than experience and intuition. 
Before considering introducing big data, however, Coty must take into account the large 150 country structure of their organisation, as structure and strategy are related, too much structure stifles innovation whereas too little structure leads to missed opportunities. Change is difficult, messy and unpredictable to communicate (Crail, 2007) rand that some off line marketing can be more effective than social media (Meyer, 1998).                  

[bookmark: _Toc504074872]2.3.2    Web 2.0 

In recent times it has been the developments in computing that have created the major opportunities and threats within the sphere of scent marketing, especially databases, digital technology and Web 2.0. Web 2.0 is defined as technology that allows users to engage with technology, with each other, with messengers and with the message (Anderson, 2007). 
Increasing investment in Web2.0 technology will allow Coty to communicate more clearly with their customers through interactivity, information sharing, social networking and user-generated content. Firat & Christiansen (2005) argue that Web 2.0 technology puts the power in the hands of the user to create products of their choice and the discussions that surround it. 
Though niche and artisan brands claim Web2.0 has revolutionised the way brand awareness is created and maintained since the introduction of the internet in 1997, this boast is questionable (Cartelleieri,1997). 
Coty should also relocate resources from their sector based marketing department to their social media department in an attempt to duplicate the way niche and artisan brands have utilised online websites such as Facebook and Twitter so effectively. The number of companies now competing for digital space, however, makes social media a much less attractive proposition than it once was (BBC, 2017).   

[bookmark: _Toc504074873]2.3.3 Invest in New Data
The argument for Coty to invest more heavily in new media over traditional media is strong. Whilst Coty currently market their products as a ‘one fits all’ product to the many, niche and artisan brands create online one to one dialogue/contact with their customers through ‘new media’. Through the use of target data, Coty will be able to offer their customers personal and passive provisions and use individualised target marketing to attract individuals and form online communities for their products. Coty may also embrace affiliate marketing as a way of using third parties to increase revenue streams and driving sales for the business. Coty should be careful to police affiliate workers (Duffy, 2005)

[bookmark: _Toc504074874]2.4 Advised Engagement Marketing Campaign 
For Coty to thrive in the retail market they need to copy the template of the Perfume Shop and Lush Cosmetics in engaging with customers through experience (experiential marketing). Experiential marketing is defined as Engagement marketing (Schmitt, 1999), sometimes called event marketing, and is a marketing strategy that directly engages consumers and invites and encourages them to participate in the evolution of a brand or a brand. Whilst most of Coty’s products stay on a shelf in a sealed box, Lush’s cosmetics are always freely available to sample/smell instore. Whilst Coty’s products are occasionally available to smell using an old-fashioned generic ‘spritzer’ at Debenhams perfume counter, The Perfume Shop cosmetics sales staff are always front of house and on hand to help. For Coty to change attitudes towards the image of their products they need to let the customer feel as if they are receiving not just a perfume, but an experience, an event.        
To compete with niche and artisan perfume brands Coty must look at introducing ‘events’ in their large department stores. Niche and artisan brands experiential marketing stands out above Coty’s current in-store marketing due to the creativity shown at these events by the smaller brands. Creativity involves imagining familiar things in a new light (Van Oech,1983).  

At these events the customers should be allow to sample/smell a number of Coty’s products with in-store demonstration representatives on hand to offer fragrances that have back stories to them, and that are sold on their ‘merits’, their ingredients, and not because they have been endorsed by celebrities or supermodels. Often it could be argue that celebrities endorse products solely for the purpose of making money as was the case in a Planters Pretzels advert starring John Cleese in the 1980’s (You Tube, 2010).      
If Coty are able to create displays that enable the customers to feel immersed within the product it will illicit emotion meaning they are much more likely to purchase. Coty could also revolve these events around times of year that are special/meaningful to the customer, for example summer scents or autumn aromas, then the customer is more likely to relate to the brand, discuss their experience with friends and be enticed to purchase repeat products.
By connecting with customers at the events Coty will be able to gain first hand praise/complaints and feedback. Whilst online digital systems are able to correlate data and information they cannot receive ‘word of mouth feedback’ which can often lead to improvement of existing products, new ways of doing things, cost reductions, and product innovation. The Body Shop and Lush Cosmetics also offers animal cruelty free products so this could be another way Coty may wish to gain an advantage over their competitors at experiential events. 
Whilst the holding of experiential events may prove costly in the short term, Coty should conclude that they will benefit greatly in the long term from improved sales, customer loyalty and brand image/awareness.             









3. [bookmark: _Toc504074875]Conclusion
By failing to evolve their sector-based marketing methods Coty now have an outdated approach to marketing  
Coty’s failure to keep up with niche and artisan brand competitors has resulted in:  
· A marketing system that is not effective in the consumer-driven society of today.
· Sector-based marketing methods that remain in the 20th century.
The recommendations for Coty to improve its marketing process were for it to:
· Contemplate changing its outdated traditional marketing methods for online digital marketing in the long run.
Implement an experiential marketing campaign in the short term

4. [bookmark: _Toc504074876]Recommendations

· Action advised experiential campaign
· Go forward with constructing inked and co-ordinated online digital marketing long term  


PERSONAL REFLECTION 
My experience on working on this project was enjoyable. I approached the project with interested as I am interested in marketing and found it to be informative even though I am not studying for a BA in marketing. I manage my learning by discussing the subject with Will Fleming and researching relevant media. I had visited the shops I went to for this project previously over the years so was aware of how they operated.  If I were to do the project again I would attempt to obtain more information from online videos about the perfume shops, as although we have a few in Swansea and Cardiff, I believe you would need to see a number of shops in person before gaining a full understanding of how the smaller brands operate. I have learnt from this project that the effect of social media is far more powerful than I imagined when learning that Lush Cosmetics have over 4 MILLION followers on Facebook. As I believe that Lush are the most well-known/regarded cosmetics shop in the industry I was very pleased to learn of the size of their following.              
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