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[bookmark: _Toc113915734]Introduction

Marketing strategies are considered to be one of the most crucial aspects of any brand. A good marketing strategy can not only boost the sales of a company but can also be used to improve customer retention. On the other hand, if a company does not have a good marketing strategy, then it can face significant losses; all have tough positioning in this competitive environment. 

This report has presented a comprehensive analysis of the various marketing strategies for Dor. Dior is a fashion powerhouse, but it's not without weaknesses. The company has strong brand recognition and a loyal customer base, but its growth has been hampered by the rise of e-commerce and competition from emerging luxury brands. The report has covered all the important aspects related to its marketing strategies.


[bookmark: _Toc113915735]Dior: Pestel Analysis

This is a PESTEL analysis of Dior, which stands for Political, Economic, Social, Technological, Environmental and Legal. It is a perfect example of a business that has faced many challenges in the past few years. 

Christian Dior founded the company in 1947. Now it is one of the biggest fashion houses in the world with over 2000 employees working in their headquarters located in Paris, France. In recent years, however, there have been some changes to their organisational structure as well as some new challenges facing them today.

[image: E:\Writing\August 2022\Dior\pestel.jpg]
Fig. no. 1: PESTEL ANALYSIS (Toppr-guides, 2018)



[bookmark: _Toc113915736]Political Analysis:

Dior is a French company that is publicly traded (NYSE: DOR). The luxury industry is one of the fastest-growing industries in the world, and Dior is at the forefront of it. Leading with high-quality products and having thousands of employees worldwide, they make billions in revenue each year. 

Its brand image has been built on elegance, sophistication and luxury since 1946, when Christian Dior founded his house (Duhau, 2020). An English model inspired him to create a "New Look" for women, which became very popular during the World War II era when clothes were rationed because of fabric shortages.

In recent years Dior has become known for its annual fashion shows held at Palais Garnier Opera House in Paris—a show that usually features models such as Gigi Hadid or Kendall Jenner walking down the runway wearing beautiful gowns or tuxedos designed by Raf Simons & Co.

Economical Analysis:

Dior is a luxury goods company and is therefore particularly affected by the economic climate. In recent years, the economy has been going through a recession. This has affected Dior's sales, profits and share price. After a period of growth in 2008 before the global financial crisis, which saw sales increase by 15% organically, this figure fell back to 12%. Most of these sales were made in Europe, followed by Asia. 

However, profits grew by 6% due to lower costs and an increase in profit margin from 35% up to 37% (Song et al. 2017). This means that although there was growth in sales, it was not enough for them not only to maintain their current level but also to improve upon it, which resulted in fewer profits than would normally be expected given such levels of growth; something known as "profit dilution" which can happen because companies spend too much on marketing or buy other businesses too quickly without considering whether they are worth their price tag firstly before making such decisions about investments instead trying out new ideas.

[bookmark: _Toc113915737]Social Analysis:

Social factors are how people interact with each other. Social factors play a big role in the success or failure of a company because they can be positive or negative and internal (within the company) or external (outside of the company).

For example, if a company sells appealing products to consumers, its social factor will be positive. On the other hand, if there is no demand for its product and many competitors are better known, it may experience a negative social factor.


[bookmark: _Toc113915738]Technological Analysis:

Technology has been the driving force behind many innovations and changes across multiple industries over the years, so it's not a surprise that technology plays a vital role in Dior's success.
Innovative technology can help Dior become more efficient, productive, innovative and competitive. Also, technology will help Dior become sustainable by reducing waste and improving waste management processes.


[bookmark: _Toc113915739]Environmental Analysis:

Increasing environmental awareness has caused luxury brands to become more sensitive to environmental issues. Luxury brands are more likely to be affected by environmental issues, so they are more incentivised to take action.



[bookmark: _Toc113915740]Legal Analysis:

Many laws affect the business, which can be divided into two categories: general and specific. These laws may be national, international or local to a specific country, region or city.
Some examples include:

· National Laws: US Patent Act of 1952; EU Trademark Directive 2014/24/EU; US Federal Trademark Dilution Act; EU Unfair Commercial Practices Directive 2005/29/(EC); EU Consumer Rights Directive 2011 (2011/83)(EU); French Decree on trademarks and commercial names; French law against unfair competition; French law on intellectual property rights (Gockeln, 2014).

· International Laws: Berne Convention for the Protection of Literary and Artistic Works 1886; Paris Convention for the Protection of Industrial Property 1883 as revised at Stockholm 1967; Geneva Convention relating to the Distribution of Programme-Carrying Signals Transmitted by Satellite 1973(WIPO).


[bookmark: _Toc113915741]Porter's Five forces of Dior
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Fig No.2: Understanding Porters Five Forces Model, Semrush

[bookmark: _Toc113915742]Buyer power
The number of buyers for Dior is high. This means there are a lot of people that buy their products, and the company can choose to sell them to any one of them. Buyers have high bargaining power because they have many options to choose from and can easily switch to another brand if they don't like the current one. This makes it hard for suppliers such as Dior to convince them to stay with them as their loyalty is low (Adewole, 2005). Suppliers need to offer special prices or other incentives in order for customers not just go elsewhere when they don't like what's being offered by a company.


[bookmark: _Toc113915743]Supplier power

Dior has the power to choose its suppliers. The switching costs for suppliers are high because of exclusivity agreements with designers and a lack of differentiation among competing brands/designers that use similar components/materials (this makes switching prohibitively expensive).

 Firms generally don't want their products associated with cheap trinkets; therefore, most customers prefer brands with established reputations (like Apple or Starbucks) over upstarts who have proven themselves worthy of trustworthiness (such as Tesla). 


[bookmark: _Toc113915744]Threat of new entrants

As an established brand, Dior has a large customer base and is generally considered the brand of choice in its industry. As such, entering this market would be difficult for a newcomer. While few competitors can rival the size and scope of Dior's operations, new entrants may still find it challenging to enter the market due to the high costs associated with establishing themselves as a new business in an already competitive environment (Orlovic. 2003). 

In addition, because there are already established brands operating in this market space who have built up loyal customer bases over time through their marketing efforts and product offerings, consumers may not be as willing or open to trying out new brands or products from unknown sources as they would be if there were less competition in place.







[bookmark: _Toc113915745]Threat of substitutes

Dior is a luxury brand, meaning that it has high levels of exclusivity and brand loyalty. The company's products are not available in any other stores besides their boutiques and online shop. Their designs are unique, with no direct substitutes in the market; they have been patented, meaning they cannot be imitated by competitors easily. 

Additionally, since Dior offers a wide variety of products ranging from high-end handbags to fragrances at all price points (ranging from $5-$500), no competitor can offer an exact substitute for their entire range of products (Wihardja, 2021). Therefore it can be conclude that this threat will not be too relevant for Dior (for now).


Intensity of competitive rivalry

The luxury goods industry is a very competitive one. Only so many people can afford to buy these luxurious items, and the demand for them is always high. This means that sellers have to compete with each other in order to secure their share of this limited market. 


[bookmark: _Toc113915746]SWOT Analysis of Dior
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Fig No. 3: Corporate Finance Institute (corporatefinanceinstitute.com)


[bookmark: _Toc113915747]Strengths
· Consumer affinity: Dior has strong consumer affinity, which means that people are willing to pay more for the name than they would for other products in the same category or similar quality level because they believe their purchase will make them look better than others who do not own this product or wear it on themselves (Loginov and Mamkhyagova, 2017).

[bookmark: _Toc113915748]Weaknesses
· Focus: Although Dior has a solid brand presence, the company can lose its focus on the core business. It's also important for Dior to be careful about its image. While this can work to their advantage in some ways, it also presents challenges that must be carefully considered when entering new markets.



[bookmark: _Toc113915749]Opportunities
· Strong brand: Dior has a strong brand and is recognised as one of the most prestigious brands in the world. It is well-positioned in the luxury market.

· Strong presence online: Dior has a strong presence on social media, which creates opportunities for customer engagement and interaction and for new product lines to be launched through social media platforms such as Instagram or Facebook (Leclair, 2017).

· Presence in Asia: The company has a large following in Asia due to its reputation as a high-end fashion house; this provides an opportunity for expansion into other markets like China or India, where there is still potential for growth.

[bookmark: _Toc113915750]Threats
· Competition: While Dior has a strong competitive advantage in its luxury market, it still faces several threats. The most obvious and immediate threat is competition from other luxury brands, especially those that are larger and have more resources than Dior. For example, Chanel is owned by LVMH (Louis Vuitton SA Moet Hennessy), which had revenues of $30 billion in 2016 versus Dior's $10 billion that same year. Therefore, Chanel has greater capital access and can afford more marketing campaigns than smaller brands like Dior (Riley et al. 2004). 
In addition to this potential competitive threat from other high-profile luxury brands such as Prada or Louis Vuitton (two additional LVMH properties), there is also significant competition within the market segment itself; for example, Hermès sells many of its products at an even higher price point than Dior does. 

· Innovation: Further, it may be difficult for Dior to maintain its current position as a high-end fashion brand if it does not continue innovating with new designs or materials to differentiate itself from cheaper competitors who offer similar products but lower quality materials such as polyester instead of silk fabrics used by both Prada and H&M respectively.



[bookmark: _Toc113915751]Critical Analysis

Dior is a fashion powerhouse, but it's not without weaknesses. The company's strengths are numerous: strong brand recognition, unique products and high levels of customer loyalty. On the other hand, there are areas where Dior needs to improve in order to maintain its position as one of the world's most powerful luxury brands.


[bookmark: _Toc113896689][bookmark: _Toc113915752]Segmentation, Targeting, and Positioning (STP) of Dior
[bookmark: _Hlk113468732]At the House of Dior, experiences are sold in boxes. The satin finish of luxury is what makes Dior the fashion pioneer it is. The targeted customer base is selective and exclusive for them. To reach out to such an audience, it’s important to have a marketing strategy which is an optimum mix of demographic and psychographic segmentation.

Selective targeting strategies culminate in a tunnel vision to target the pre-selected customer base. And with psychographic segmentation, the passion of luxury and love for fashion is capitalized. 



[bookmark: _Toc113915753]Marketing Mix of Dior

[bookmark: _Toc113915754]Product in the mix
The product is the core of the marketing mix and can be defined as the actual product or service that is being sold. It is important to note that this does not include anything else like packaging, delivery, warranties and so on (Thabit and Raewf, 2018). The product is incredibly important in creating customer value because it represents the single point at which everything comes together: it's where consumers experience all four Ps at once.

[bookmark: _Toc113915755]Price in the mix
In a marketing context, the price can communicate value to customers. The higher the price of an item, the more value it holds for them. This is called "price-quality signalling" and is a common way luxury brands use their prices to communicate quality, status and exclusivity to consumers (De Bruin-Reynolds et al. 2015).

[bookmark: _Toc113915756]Place in the mix
Dior has a global presence. It has a wide distribution network, and its products are available in many countries. The company's products are also sold through a strong retail distribution channel and different channels of sale. The company also has a strong presence in different regions, such as Asia Pacific, Europe, Latin America and the United States (US) (Paul, 2015).
Dior's products can be purchased online or at stores that display the brand's merchandise - such as boutiques and department stores - worldwide.

[bookmark: _Toc113915757]Promotion in the mix
The promotion element of the marketing mix refers to a set of activities that generate consumer interest in a product or service, raise its profile among potential consumers, and create an image for the brand in the minds of those people.
Promotional activities are classified into five groups: advertising, personal selling, sales promotion, publicity and direct marketing. There is also a sixth category known as indirect marketing, which includes public relations, product placement and sponsorship (although these are not technically promotional activities).
[bookmark: _Toc113915758]Channel Of Distribution 
Dior uses a three-level channel of distribution. The first level is the wholesaler, who sells to retailers (second level) who then sell to consumers. Dior's products are sold in more than 70 countries worldwide through a network of 650 shops and 500 counters in department stores, boutiques and beauty salons as well as online
The second level of this channel is made up of Dior's own retail stores that are located in major cities around the world. These locations showcase the latest collections from Dior and allow potential customers to try on different items before buying them.
Consumers are the final users of the product. They are the most important part of the channel of distribution because they buy a product and therefore help it move through all other channels.


[bookmark: _Toc113915759]Recommendations
The Ansoff marketing mix, creates new combinations of new and existing market with new and existing customers. The four matrix in the mix are Market Penetration, Market Development, Product Development, and Diversification.
                         [image: ]
Fig No.4: Smart Insight
On applying the Ansoff marketing mix to Dior, it was realised that:
· Dior needs to improve their customer service experience. They could do this by hiring a new leader who has a strong sense of leadership and understands how important it is for employees to feel empowered. 

· They should also consider some structural changes as well as cultural changes in order to bring back customers who have abandoned them due to poor service delivery. Culture is the way people work together, the way they communicate and the way they do their work. It’s also about how people are treated by leadership, structure and processes for decision making.


[bookmark: _Toc113915760]Conclusion
Dior has been able to use its luxury brands to expand its market share in Asia by offering consumer’s exclusive services and products. It has opened stores in Hong Kong and plans on expanding into other cities such as Shanghai and Beijing.

Dior is a brand that takes great care in marketing its products. They use many tactics to reach customers and keep them engaged with their brand. The goal here is to sell something and create an emotional connection between consumers and product or service providers so they will keep coming back for more (Jingjing et al. 2015). 

The company's products are not available in any other stores besides their own boutiques and online shop. Their designs are unique, with no direct substitutes in the market; they have been patented, meaning they cannot be imitated by competitors easily. 
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