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Introduction
A wide range of research has evaluated the fact that with the objective of leading towards a successful business, this is crucial to conduct an appropriate analysis of both macro environment as well as the microenvironment of the respective economy. Identifying and analysing the priority and responsibility of the stakeholders associated with the company is equally important in this matter as well. The present study will mainly shed light on the stages and process incorporating the role of marketing mix of one of the famous luxury goods companies in France named Dior Company. The company has approximately 210 locations across the whole world and it has a wide range of high-end watches, perfume, fashion accessories, clothes and many others. In the year 2019, the company had earned annual revenue of approximately 53.67 billion euro. Besides analysing the marketing mix of Dior Company, the current study will also emphasize on recognising the internal and external stakeholders of respective companies. 
[bookmark: _Toc57754060]Definition of Marketing Processes 
Marketing Processes refer to a series of systematic and interlinked procedures through which Organisations are able to discern customer issues, assess market opportunities and formulate and execute advertising and campaign materials to reach a wide range of consumers transcending social, economic, political, industrial and geographical barriers. According to the viewpoint of Kotler and Armstrong (2012), marketing may be defined as "Satisfying needs and wants through an exchange process" which implies "a social and managerial process by which individuals and groups obtain what they want and need through creating, offering and exchanging products of value with others". This is referred to as a “process” since it is associated with continuous improvement and innovations, aimed at optimizing relationship management and value-added services for customers. 
[image: ]
Figure 1: Marketing Processes
(Source: Derived from Kotler and Armstrong, 2012)


[bookmark: _Toc57754061]Rudimentary Stages of Marketing Processes
[bookmark: _Toc57754062]Mission statement of Dior Company
Mission of Dior Company is to make women elegant. Since FY 2013 the Company has desired to develop the women products. Producing the luxury products with the traditional designs are another mission of Dior Company. Organisational management believes that true luxury needs craftsman’s sincerity, genuine materials and respecting the traditions.
[bookmark: _Toc57742945][bookmark: _Toc57754063]Objectives, strategy, implementation and control
[bookmark: _Toc57754064]Objectives 
Main objective of Dior Company is to maintain the traditional design in luxury products and achieve the top most market position. The Company was declared as the most popular Company in FY 2013. Operating the business activities in Fashion apparels and beauty products sectors with sales revenue is another main marketing objective of Dior’s management. 
[bookmark: _Toc57754065]Strategies
Based on the market analysis and managerial reports, Dior has implemented three marketing strategies, such as:
Social influence: based on the market analysis, most customers are influenced by celebrity advertisements. Thus, Dior management has introduced a new fragrance range and it was advertised by actress Natalie Portman. It is a part of effective market strategy. 
Perception: Organisational management has relaxed that, maintaining quality is anthem strength for effective marketing activities (Nti, Adekoya and Weyori, 2019). Through using genuine materials, Compound has maintained high quality and it attracts the customers.
Decision making: Website of Dior Company itself considered as a powerful marketing tool, as all the information of products are available in detail in their website. Through using this information customers could make their decision about using the Dior products. Hence, it is another marketing strategy of Dior. 
[bookmark: _Toc57754066]Implementation and control
In order to implement the first marketing strategy, Dior’s management has entered into an agreement with Natalie Portman to become a brand face of the organisation. High quality materials are collected from reliable suppliers and the stock management team has checked the quality of materials before transferring it to the production department. All the product details are available on the website of Company that informs the customers about their operational transparency. Proper supervision process is available in Door management to observe the regular activities of team members (Akter et al. 2016). Budgets and actual performances are compared every week and reports provided to the stakeholders. It is considered as an effective controlling process of implementing the marketing strategies. 

[bookmark: _Toc57754067]Macro Environmental (External) Analysis: PESTLE 
The following table illustrates the external business environment of France, explicating the present competitive position of luxury goods or fashion industry.
	FACTORS
	DESCRIPTION
	IMPACT

	POLITICAL
	· Lower Corruption Rates (As per the 2019 Corruption Perception Index of transparency International, France is the 23rd least Corrupt country among 180 nations)
· Opportunities for Free Trade Agreements in association with the European Union and WTO Laws
· Deep and Comprehensive Free Trade Agreements (DCFTAs) with Jordan, Morocco, Tunisia and Egypt
· Economic Partnership Agreements (EPAs) with African, Caribbean and Pacific (ACP) nations
· Standard Corporate Income Tax Rate is 28% and >33.33% in case of revenue over 250 million
· Funding grants by the European Investment Bank (EIB) and various financial institutions
· The latest value of Political Stability from 2019 is 0.31 Points
	POSITIVE

	ECONOMIC
	· GDP in 2018 was 2.78 lakh crores USD, growing at 1.3% in 2019, predicted to reach 2400.00 USD Billion by 2020
· Average Inflation Rate in 2020 was 4.29%
· Interest Rate stood at -0.30% pa in October, 2020
· Unemployment Rate in 2020 was 8.34%
· Beneficial Interest Rates (1 French Euro=1.20 United States Dollar)
· Average Hourly Labor Cost in 2015 was 34 Euros
· Unequal wealth Distribution (the top 10% consume over 55% of wealth or income)
	NEGATIVE

	SOCIAL
	· Vast social and ethnic diversity
· Diverse consumer buying patterns
· Emergence of the new and young millennial 
	POSITIVE

	TECHNOLOGICAL
	· Rate of Internet Penetration was 86.4% in 2016, with 55,860,330 users
· Funding grants and allowances for extensive research and development
· The number of active social media users in 2019 was over 30 million in 2019, expected to be over 38 million by 2022
· US$9 million was spent on social media advertising in 2015
· The National Gendarmerie in France had claimed reports of more than 68 thousand cybercrimes
	POSITIVE

	LEGAL
	· Consumer Rights are duly protected under the Law, with respect to manufacturing defects, commercial warranty and other aspects
· Company Act of Commercial Code, implying rules for organizational structure, along with civil, monetary and financial code
	NEGATIVE

	ENVIRONMENTAL
	· Moderate and Rates of Pollution and Carbon Emissions
· Efficient waste management and recycling processes
	POSITIVE



Table 1: PESTLE of France
As explicated by the table above, most of the macro-environmental factors are expected to work in favour of any luxury goods Company and subsequently in that of Dior. However, the organisational leaders and managers need to be aware of the economic and legal aspects that may prove to be detrimental. Moreover, it must be noted that the noted descriptions and impacts are highly transitional. Additionally, the adverse effects of conflicts in global trade, economic isolationism and prolonged COVID-19 pandemic must also be taken into consideration. According to government reports, the French fashion industry is one of the most lucrative sectors, leading to over 300 annual fashion shows in the Capital city of Paris, a direct turnover of €150 billion (including €33 billion in exports), 1,000,000 industrial job opportunities and overall economic benefits worth €1.2 billion. Specifically, the fashion or luxury goods industry accounts for 20.7% of the entire GDP (gouvernement.fr, 2020). 
[bookmark: _Toc57754068]Industrial Analysis: Porter’s Five Forces 
The following analysis closely scrutinizes the industrial stability of the fashion sector in France:
	FACTORS
	DESCRIPTION
	IMPACT

	INDUSTRIAL COMPETITION
	The industrial competition in rivalry is highly intense within this sector due to the presence of fierce rivals like CHANEL, Gucci, Armani, Christian Dior, LVMH and Burberry
	HIGH

	BARGAINING POWER OF SUPPLIERS
	Since there are many entities in the fashion industry, the bargaining power of suppliers is also expected to be high
	HIGH

	BARGAINING POWER OF SUPPLIERS
	Bargaining Power of Buyers is also high in the current context since the customers would have a wide range of options to choose from
	HIGH

	THREAT OF NEW ENTRY
	Considering the dynamic nature of the fashion industry, it is highly unlikely that there would be an abrupt entry of a new industrial entity
	MODERATE

	THREAT OF SUBSTITUTION
	Since Dior is a premiere entity in the Fashion Industry, there is little probability of the Company getting ignored or replaced
	HIGH



Table 2: Porter`s Five Forces: Fashion and Luxury Goods Industry in France
The table above appropriately explicates the highly competitive nature of the fashion industry in France. Integrating Risk Theory and Neutralization Theory, Koay (2018) has commented that the purchase intention of customers with respect to counterfeit luxury goods are duly shaped and molded by social risk, performance risk, denial of victim and denial of responsibility. Specifically, almost 95% of the Customers buy luxury goods from the native Country. Yet, the foreigners account for almost 80% of the luxury sales. France also accounts for over 7% of the global luxury products (Solca et al. 2016). 


[bookmark: _Toc57754069]Micro Environmental Analysis (Internal): SWOT 
The following table reflects the internal business factors of Dior
	STRENGTHS
· Worldwide Operations (Operates in more than 210 locations across Asia, Africa, Middle East, Caribbean, North America, Central America and South America)
· Effective human resource management (As per the data of 2019, the Organisation is served by 163,309 employees)
· Specialized retail operations
· Wide range of products and services such as fashion accessories, clothing, cosmetics, perfumes, jewelry, watches, spirits and wines)
· Profitable assets and subsidiaries
· Parisian Couture and Heritage
	WEAKNESSES
· In adequate online services
· The fragile nature of traditional retail industry
· Failure to target customers of all ages, socio-ethnic groups or preferences
· Controversial advertisement or promotional campaigns
· Counterfeit items
· Lack of premium products
· Vertical Interrogation
· Failure to compete with cheaper and affordable brands
       


	OPPORTUNITIES
· Marketing and Advertising by celebrities
· Benefits of Government Green Drive
· Financial and technological aid for research and development
· Grand fashion shows
· Emergence of the new millennial
· Personalised and lifestyle trends for customer service
· Emerging markets of Thailand, Taiwan and India
	THREATS
· Economic recession and depression due to pandemic
· Controversies regarding anti-Semitic comments
· Intense industrial competition from firms like Louis Vuitton, Hermès, L'Oréal Paris, Orange, Lancôme, Cartier, Garnier, AXA and SFR. 
· Threat of cross-border e-commerce
· Threat of fake imitations
· Decline in the number of tourists


Table 3: SWOT Analysis of DIOR
(Source: dior.com, 2020)
As evident from the table above, despite the core organisational strengths of Dior, the Company is vulnerable to diverse threats and weaknesses. Hence it is imperative for the leaders and managers to carry out extensive market research at local, regional and national levels and create shared interests and common goals through inclusive or collaborative practices. 

[bookmark: _Toc57742946][bookmark: _Toc57754070]Segmentation, targeting and positioning
[bookmark: _Toc57754071]Segmentation
Organisational management of Dior Company has used mix market segmentation, such as Demographic and behavioural segmentation. Women are considered as the main audience of this fashion market. Mainly the women desired to use luxury products and spend more money in beauty products are the customers of Dior. Company is producing both men and women products. However, it is mainly focused on women product development and the marketing strategies are implemented by considering the women preferences.
[bookmark: _Toc57754072]Targeting 
Based on the market trend customers ranging from 15 years to 30 years are mainly targeted by the management of Dior Company.  With this target customer, organisational management has estimated to achieve higher profitability with lower cost structure. Dior Company is mainly focused on products, as no services are provided by it. Thus, products development strategies will be implemented through considering the choice of women between 15 years to 30 years. Its management has targeted international fashion market. 
[bookmark: _Toc57754073]Positioning
Dior Company has mainly operated business activities in France since 1946. Besides that, Company is also trading their products over the fashion industry of Europe, Japan, the United States and Asia. In the following years, the management of Dior is expected to launch their products in the UK, Canada, Australian and other developed countries. The UK economy highly depends on their fashion industry, thus, demand for luxury products will be higher in the UK (Išoraitė, 2016). Hence, Dior has decided to launch their new luxury products in the UK fashion market. 
[bookmark: _Toc57742947][bookmark: _Toc57754074]Marketing mix of Dior Company
In order to analyse the market position through using the Marketing mix, seven Ps will need to be evaluated. Following statement will explain the market position of Dior. 
Product: Dior is mainly producing luxury products for the high-class people. Ranging from leather goods to perfumes, different types of fashion products are manufactured by Dior Company. Beauty products, jewellery and skincare products are considered as the strong marketing tools for Dior. Based on the market analysis, these products mainly help the management to achieve market position. 
Place: This Company has operated business over the international market. More than 6 operating countries listed under the marketing strategy of Dior Company. Management has operated business in One hundred and nine locations of Asia. Along with this, the North America and Europe market was also taken over by Dior (Brotspies and Weinstein, 2019). Nowadays, marketing management has decided to introduce Dior products in the UK.
Price: As the Dior Company is dealing with the high class customers, thus, it was assumed that the customers of Dior belong to a higher income level. This is the major reason for which the management of Dior Company has implemented the premium pricing strategy. Besides that, using genuine materials also increases product prices. As an impact of this, products prices are higher in Dior than other companies are.
Promotion: Dior management is mainly focused on maintaining a good relationship with its customers. Thus, market strategies have been implemented by considering such factors. Companies in manufacturing use higher quality materials and celebrity advertisement have been used to attract young customers. Maintaining traditional touch in products is contemplated as another promotional strategy of Dior. 
Physical: All the product details are available in products packages and the websites of the Company (Nti, Adekoya and Weyori, 2019). As an impact of this, customers are informed about the product's details and the quality of products through accessing the websites.
People: Based on the directors, report different types of people are involved in their business activities, such as production managers, development managers, team members and promotional managers. As the fashion industry mainly depends on promotional strategies, Dior Company is maintaining a product development team.
Process: Different types of ordering and delivering processes are available in Dior Company. Both the offline and online ordering processes are available. Thus, delivery processes are also developed to serve the customers, who are placing online orders. 
[bookmark: _Toc57754075]
Stakeholder engagement and their impact on marketing activities of Dior Company
[bookmark: _Toc57754076]Defining stakeholder
Stakeholders can be determined as a particular group or individuals or a specific organisation who has a huge amount of influence on the outcome of a particular project of a company. The stakeholders can broadly be categorised into two types such as internal stakeholders and external stakeholders. Both of these stakeholders have a strong interest in the success of the overall company. This has to be remembered in this connection that the stakeholders may have both positive as well as negative impact on a company. The primary stakeholders associated with a typical business organisation are employees, investors, suppliers and customers. 
[bookmark: _Toc57754077]Identifying external and internal stakeholders with examples in Dior Company
By considering the internal stakeholders of Dior Company, this can be stated that the managers and all board of directors of Dior Company, employees of all outlets and investors come under the heading of internal stakeholders. On the other hand, the external stakeholders are those entities who are not directly associated with the business but they are definitely affected by the performance of the overall company. As commented by Moket al. (2015), they are consumers across the whole world, regulators, governing authorities of the country in which the company has been operating along with the suppliers of the raw materials of Dior Company as well. By focussing on the internal stakeholders, this can be stated that the internal stakeholders work for the company and with the company directly. As opined by Bruntonet al. (2017), it is the responsibility of the management authority of Dior Company to maintain an effective healthy relationship with both external as well as internal stakeholders so that the overall productivity and profitability earnings of the company can be increased. Satisfying the demands and needs of stakeholders can also help Dior company in terms of reducing the rate of employee turnover as well. As stated by Hawn and Ioannou (2016), with the motive of satisfying the demand of external stakeholders such as consumers, it's extremely crucial to give proper training to the internal stakeholders such as employees. 

[bookmark: _Toc57754078]Stakeholder Communication and Marketing Impact: Assessment of Dior 
Stakeholder Communication has reflected accountable and seamless management over the years. Theoretically, stakeholder management is central to successful business management since in large-scale organisations like Dior, there is often wide range of stakeholders, existing within conflicting interest groups. Stakeholders for Dior include diverse customers, investors, employees, government associates, legal bodies and autonomous partners. Precisely, stakeholder communication also plays seminal roles in ensuring efficacy in human resource management for a large number of employees across boundaries.

Considering the transitional nature of the fashion and luxury brands industry, it can be grasped that leaders and managers are compelled to negotiate hybrid business environments, owing to rise in population, economic expansion, technological advancements, changing customer-buying patterns, the trends of globalization and multiculturalism and intense business competition. Stakeholder management, in this regard, has transcended remote theories, especially in light of the breakdown of the traditional retail industry. Thus, communication ought to be fostered with democratic, visionary and charismatic leadership, with regard to long-term business goals. Such procedures have been easeful at Dior as the Company excels in integrated and digital marketing.

The major shareholder of Dior has been Groupe Arnault SAS, the family holding organisation of Bernard Arnault. The control was worth 69.96% of Dior's stock and 82.86% of its voting rights. At the end of 2010, Christian Dior S.A. held 42.36% of the shares of LVMH and 59.01% of its voting rights, while additional 5.28% of shares and 4.65% of votes were occupied by Arnault. This clearly indicates that stakeholder management has been inextricably linked with financial liabilities and subsequent organisational patronage for Dior. 
In abroad-spectrum view, stakeholder management and communication converge with positive opinion leadership. This is relevant since the Organisation has been plagued by criticisms and controversies with regard to promotional and advertising campaigns. Moreover, since the Organisation has been dependent upon celebrity ambassadors, communication with stakeholders has demanded transparency. 

With respect to communication processes, it is undeniable that online modes of communication hold vital importance within Dior. Such feasible communication processes are central to the success of creative directors and diverse departmental stores across nations. As appropriately enunciated by Thomas and Stephens (2015), optimized strategic communication requires a combination of management theories and communication theories. Chen (2020) has duly opined that the advent of social media often generates ambiguity regarding the definitions and implications of stakeholders, thereby thwarting the identification of internal and external stakeholders. It must also be noted that large multinational companies (like Dior) are required to react diplomatically when they are pressurized by the stakeholders with respect to the reporting of social corporate responsibility (Mella and Gazzola, 2018). This element of CSR Integration fused with stakeholder engagement has also been highlighted by Crane and Glozer (2016). In view of the detrimental external business factors and the economic vulnerability due to pandemic, Stakeholder communication is distinctly related to crisis communication and management whereby firms need to focus on global environment, ethical consideration, intergroup interaction, reputation management and communication research (Diers-Lawson, 2019). The processes of stakeholder communication, in this context, optimize relationship management with customers. This is in turn related to brand positioning and strategy with regard to the showcasing of lifestyle in luxury and fashion companies like Dior (iesa.edu, 2020). The media skills are synthesised with time-tested managerial processes to ensure sustainable business goals. The element of relational association with stakeholder management is also central to legal and ethical compliance that every transitional firm like Dior strives for (Koschmann and Kopczynski, 2017). 
[bookmark: _Toc57754079]Conclusion and Recommendations 
In view of the discussion above, the following recommendations may be considered:
· Optimising information sharing with regard to communication and management research (As opined by Caputo, Evangelista and Russo,  2016)
· Improve project-based business agendas through accurate assigning of responsibilities
· Ensure compliance with government laws
· Minimize adverse effects on vulnerable groups
· Prioritize the relevant and significant stakeholders
· Execute feedback processes
· Review and update business goals and objectives
· Align social corporate responsibility
· Simplify and secure online operations
As evident from the discussion above, stakeholder communication and management is subject to the long-term, business goals and objectives as well as critical macro-environmental factors. Though Dior presently acquires competitive edge within the industrial sector, it must remain vigilant regarding the threats and organisational weaknesses. Since inclusive or participatory approaches are keys to the success of business enterprises in modern times, the organisation might have to ensure business model reengineering. Management and communication, thus, would be subject to integrated and unified orientations for ensuring clarity and economic scalability in wider business environments. 
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