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[bookmark: _Toc59637175]Introduction 
There are different types of functions and elements in a business, which help it in terms of accomplishing success. One such function or element is marketing. In this study, there is going to be a detailed discussion made on the fundamentals of marketing. The company L'Oréal is a French company producing personal care items with headquarters in Clichy in France. It is one of the largest cosmetics companies in the world with specialised products such as skin care, hair colour, make up, hair care, perfume and sun protection. L'Oréal has a workforce of more than 88000 employees and serves a worldwide area with subsidiaries such as Maybelline, Lancome, Garnier, Matrix Essential and NYX (loreal.com, 2020). Established in 1909, the organisation states that beauty is its DNA, which makes it a market leader (loreal.com, 2020). This study will be discussing the segmentation, targeting and positioning of L'Oréal along with its marketing mix strategies performing its situational analysis. Besides this, stakeholder engagement of the organisation and their influences over its marketing activities will be evaluated.

[bookmark: _Toc59637176]Discussions
[bookmark: _Toc59637177]Processes and stages of marketing including the role of the marketing mix. 
[bookmark: _Toc59637178]Definition of marketing 
Most people consider marketing as the act of only advertising and selling. However, advertising and selling, in reality, reflect only the tip of the iceberg of marketing. Defined broadly, marketing refers to a managerial as well as social process used by individuals and organisations for obtaining what they require and want by creation and exchange of value. As mentioned by Kotler and Armstrong (2016), the process that is used by companies to engage customers, build strong relationships with them while creating customer value for capturing value from them in return is called marketing. On the other hand, marketing is also defined as the activities performed in organisational contexts involving purchasing, advertisement, selling and distribution of goods and services (Trinidad, 2012). Thus, these are the key ways in which marketing can be defined.
[bookmark: _Toc59637179]Stages of marketing process 
Marketing, in the context of a business, comprises of a number of steps, which allow businesses in identifying customer problems while taking suitable measures to solve them. All these steps or stages together form the marketing process. Different companies follow different steps of marketing. However, in reality, there are five major stages in the marketing process (Kotler and Armstrong, 2018). The first stage amongst these includes the understanding of the marketplace and the needs and wants of customers. It helps a company in terms of determining a full understanding on the customers as well as the marketplace. Followed by this, the second stage involves the designing of a customer value-driven marketing strategy. It involves the decision of companies on how they will serve their customers and bring value to them as per their needs and wants. 
In the next stage, an integrated marketing program is developed or constructed via which superior value is delivered. It comprises of the development of a detailed marketing program inclusive of its marketing mix with which a company can be delivering the intended value to its customers. The fourth stage involves engagement of customers, building profitable relationships with them and creating customer delight. It involves the adoption of steps and strategies such as customer relationship management (CRM) to build and manage customer relationships. In the last stage of the marketing process comes the capture of value from customers for creating profits and customer equity. This stage comprises of creation of value for target customers while building strong relationships with them. Due to this, their loyalty can be achieved and they can be retained, thereby generating profits, creating value and achieving equity from customers. The figure below shows the five steps of the marketing process in a systematic process -
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Figure 1: Marketing process
(Source: Kotler and Armstrong, 2018)
In the marketing process shown above, the first four stages are comprised of creation of value for customers and building customer relationships. Following these four steps or moving through these stages helps a company in reaping rewards from creation of superior customer value, which is the final stage of the marketing process. The creation of value for consumers in turn helps a company in capturing value from consumers in the form of profits, sales as well as long-term customer equity.
[bookmark: _Toc59637180]Situational analysis of the company
The term situational analysis can be defined as the assessment of the external and internal factors of a business that affects its operations as well as performance (Bulkot and Pashchuk, 2017). It clearly evaluates the capabilities, potential clients, existing customers and the business environment along with their effects on the organisation. The SWOT analysis of a company is one of the key tools for performing situation analysis (Abdel-Basset et al., 2018). It helps in matching the strengths of a company with the attractive opportunities while eliminating weaknesses and minimising threats to the best possible extent. The following is the SWOT analysis performed for L'Oréal -
Strengths 
The organisation L'Oréal is one of the largest cosmetics and beauty companies over the globe. It has considerable investment into research and development activities and continuity is maintained within these activities. The continuous R&D experiments performed by it help it in ascertaining the safety of its consumers and introducing new product, thereby acting as its strength. In addition, L'Oréal has a fantastic brand as well as product portfolio not only towards beautification but also towards personal and hair care. The brand image of the company is strong because of the high quality of its product offerings. Besides this, L'Oréal has a widespread distribution, organic and natural products and strong integrated marketing communications, which act as its strengths as well.
Weaknesses 
The key weakness of L'Oréal includes the excessive number of sub divisions of the company, due to which employee management issues arise and human capital expenses are huge. On the contrary, the hair care segment of the company is facing a downfall because considerable competition from P&G and HUL, the key brands of Unilever Plc. The higher investments of L'Oréal into distribution, organic processes and R&D are also decreasing the profit margins of the organisation.
Opportunities 
The major opportunity of L'Oréal is the increase in the market potential of beauty items and personal care products within developing markets. L'Oréal also has the opportunity of expanding its product mix through increasing new products and extending existing product lines. In addition, the demand for organic cosmetics of the organisation is increasing considerably, which is mainly because of the increasing animal right activists. This is creating opportunities for L'Oréal to grow its organic cosmetic offerings and enhancing its earning.
Threats 
Competitive rivalry in the industry and moves of competitors such as Lakme, Revlon, Chambor and such brands are creating great threats for L'Oréal. Besides this, the cash crunch of the organisation is high because of the large number of its sub brands within which it has to divide the cash earned by it. Contrastingly, the cosmetics industry is dynamic in nature and customers demand a consistent updating, which also ends up creating threats for L'Oréal.
On the contrary, the PESTLE analysis is another effective tool for conducting the situational analysis of an organisation by evaluation of the six key factors existing in its external environment (Perera, 2017). The below is the PESTLE analysis performed to analyse the external situation of L'Oréal -
Political factors - L'Oréal is a leading brand of cosmetics with a global presence due to which the policies and rules of the government of various countries affect its functioning. Various political factors such as changes in the regulations of European Union regarding governing of medicines have resulted in the sale of L'Oréal’s dermatology products. Similarly, there is a clear policy that the organisation requires following in terms of advertising. In addition, there is several safety standards set by different governments in terms of testing products on animals, which also affects the organisation’s operations. All these political factors affect L'Oréal negatively.
Economic factors - The cosmetic industry, in which L'Oréal operates, is immune to economic slowdown. However, income of people and economic stability all over the globe has considerable effects on the sales of L'Oréal. For example, the outbreak of Covid-19 has resulted in the economic downturn of almost every economy with lower income of people, which is affecting the company’s sales negatively. Similarly, the trade war between USA and China has had significant deterioration in the sales and demand for the products of L'Oréal along with arousal of low demand scenarios.
Social factors - The key social factor that has positive effects on L'Oréal include the love of today’s generation towards show off as well as beautifying themselves. However, in the present scenario, consumers are also becoming conscious regarding the formulations of the products that they are using. They are also concerned about the detrimental effects of products on the environment. Due to this, L'Oréal is required being increasing its transparency as well as consciousness towards the ingredients that it uses for its products and their environmental effects.
Technological factors - Technology affects the functioning of L'Oréal remarkably. It has always been at the top when it comes to innovation as well as technological advancement. L'Oréal has an increasing focus over research and innovation for driving competitive advantage while maintaining leadership position. Technology, research and development along with consistent innovations have helped the organisation in introducing products such as cosmeceuticals and art products.
Legal factors - There are various legal factors, which affect the operations of L'Oréal. For example, the regulatory pressures of different countries have considerable effects on the supply chains of the company and press on their sustainability. L'Oréal has been involved in several legal battles with various stakeholders. The European Court of justice has also banned the imitators for advertisement of smell-alike products of L'Oréal. Thus, in such ways, various legal factors affect the organisation negatively.
Environmental factors - Increasing regulations of government on environmental protection and the awareness of consumers has been posing great effects on L'Oréal. However, the company has been successful in terms of promotion of sustainable innovation in the formulation of products along with taking initiatives for sustainability and environmental management. Such initiatives help the company in dealing with environmental forces.
Another way in which the situational analysis of L'Oréal can be conducted is through the Porter’s five forces model. The Porter’s five forces are helpful for the analysing the competitive position of a company in a specific industry (Khurram et al., 2020). Following is the application of this framework in the context of L'Oréal -
Threats from new market entrants - The chances of new market entries in the cosmetics industry are considerable in nature. However, the likeliness of these entries to create threats for L'Oréal is negligible. This is because the investment and expertise needed to manufacture products as good as that of L'Oréal is difficult to be found. 
Bargaining power of suppliers - As raw materials utilised for manufacturing cosmetics are not rare and L'Oréal is a giant in the cosmetics industry, the power of bargaining amongst suppliers is considerably low.
Threats from existing competitor rivalry - Competitors have a great influence on the operations of L'Oréal as competitive rivalry in the cosmetics industry is high. Starting from Estee Lauder, Chanel, Dior and other brands such as Revlon, Lakme and Chambor, competitors of L'Oréal are considerable.
Threats from substitute products - The threats of substitutes for L'Oréal are considerably low this is because of the increasing concern on people on the quality and formulation of cosmetics that they purchase. Despite of number of alternatives available, the product formulation of L'Oréal helps in keeping threats from substitutes low.
Bargaining power of customers - There are high threats of L'Oréal in terms of bargaining capacity of customers. This is because multiple local and international brands are available to customers with low switching costs.
[bookmark: _Toc59637181]Segmentation, targeting and positioning
The marketing strategy of a company can be defined as its overall game plan with which it aims to reach the prospective consumers and turns them into customers (Morgan et al., 2019). It comprises of a comprehensive plan, which is formulated to achieve marketing objectives of a company. However, there are three key aspects of the marketing strategy of a company, which include segmentation, targeting and positioning, which is also referred to as STP. According to Dolnicar et al. (2018), segmentation is defined as the process of dividing a marketplace into smaller and distinct groups of purchasers with diverse characteristics, behaviours and needs. Market segmentation helps a company in dividing the diverse and large markets into smaller segments, which can be reached in a more efficient way with offerings matching their unique needs. On the contrary, targeting refers to the evaluation of the attractiveness of each market segment followed by selection of one or more than one segments to enter (Lessmann et al., 2019). Lastly, positioning can be defined as ranging of a market offering for the occupying of a distinctive, desirable and clear place for competing with products in the minds of the targeted customers.
Segmentation, targeting and positioning are the three most important elements of the marketing strategy of L'Oréal. For example, in terms of market segmentation, L'Oréal uses the demographic segmentation strategy. It offers L'Oréal LUXE for supper and middle class customers who consider beauty as their identification while Dark & Lovely for African women depending upon demographics. Similarly, the organisation targets its customers by following the differentiation targeting strategy for targeting the middle class, upper middle class and the upper-income class majority of whom are working professionals. It also uses differentiated targeting for customers who prefer flaunting their personas. On the contrary, in terms of positioning, L'Oréal has positioned itself in terms of most ethical beauty care and cosmetics producer. It is focused on universalising with which it respects differences in aspirations, desires and cultures of both internal and external stakeholders.
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Figure 2: Perceptual map of L'Oréal
[bookmark: _Toc59637182]Marketing mix strategies 
One of the key concepts in modern marketing is the marketing mix. According to Wu and Li (2018), marketing mix can be defined as a set of tactical tools of marketing that a company blends for production of the desired response from the target market. It comprises of everything that a company can be doing for engaging consumers as well as delivering value to customers. The marketing mix strategies framed by L'Oréal is as follows -
Products 
L'Oréal has a wide range of products, which include skin care, cosmetics, hair colour and sun protection, make up, perfumes and hair care. The product portfolio of the company comprises of active cosmetics, luxury products, professional products as well as consumer products, which are its four main divisions (loreal.com, 2020). It aims at satisfying all customer needs with its products.
Price 
There are different pricing strategies adopted in L'Oréal. For example, for premium products, the company adopts premium pricing whereas for consumer products, the company adopts competitive pricing. On an overall basis, L'Oréal has decided on maintaining all its value-added pricing policies for each of its products.
Place 
L'Oréal has its presence all over the world. It has centres for research and development in six key places including China, France, US and Japan. There are manufacturing plants of L'Oréal in various countries including developing ones such as India. The efficient supply chain and distribution strategies of the organisation make its products available to almost every part of the globe.
Promotion
There are various promotional strategies of L'Oréal, the key one being advertising. At the same time, various free products of the organisation are distributed as samples with other products at salons as well as retail outlets. Various discounts are offered for certain products for increasing sales and promoting products. Some brands of L'Oréal have also adopted the viral marketing strategy through which brands and their products are promoted via marketing messages.
[bookmark: _Toc59637183]Stakeholder engagement and their impact on the marketing activities of an organisation 
[bookmark: _Toc59637184]Determination of internal and external stakeholders
According to Derakhshan et al. (2019), stakeholders can be defined as groups, individuals and organisations, which are affected by the outcome of a project or the activities of a company. Stakeholders are not only affected because of a company in which they hold but also end up affecting its operations. However, stakeholders can be of two types - internal stakeholders and external stakeholders. An internal stakeholder can be defined an interest group or a person within a business such as managers, directors, employees and shareholders. Conversely, external stakeholders can be defined as the interest groups or people not within a company but the ones who are interested and are affected because of its performance. The examples of external stakeholders include regulators, investors, consumers and suppliers.
In case of L'Oréal, there is a range of internal stakeholders as well as external stakeholders. For example, in terms of internal stakeholders, L'Oréal declares its employees as the key internal stakeholders (loreal.com, 2020). This means that all the employees of the company, inclusive of managers as well as its executive directors. It is because both managers and executive directors of L'Oréal hold a salaried employment within the company and enjoys all benefits of working in it. On the other hand, the external stakeholders of L'Oréal include its consumers, the regulators, the NGOs and several others such as suppliers (loreal.com, 2020). However, the company also declares that its stakeholders include all sorts of people with whom it interacts internally and externally. These people include associations, NGOs, non-profit organisations, consumers, suppliers, customers, shareholders, employees, investors, extra-financing rating agencies as well as the academic world and scientific community. Thus, these are the different types of stakeholders of L'Oréal.
[bookmark: _Toc59637185]Communication with stakeholders
It is important for all organisations to engage their stakeholders with their activities and operations. The term stakeholder engagement can be defined as the process through which organisations communicate, interact as well as get to understand their stakeholders (Viglia et al., 2018). In the context of L'Oréal, the key way in which stakeholders are engaged is through communication. There are different sorts of strategies and ways via which the company interacts with its stakeholders. For example, the people centric approach of L'Oréal is a key way in which it communicates and interacts with its employees, associations, NGOs as well as customers.  On the contrary, the company has been successful in developing a citizen engagement program since the year 2010 not only for its employees but also for environmental and social non-profit organisations. It has continued innovating employee-citizen engagement programs and developed the L'Oréal Citizen, which a program offering contributions to causes via offering skill-based sponsorship and such others (loreal.com, 2020). This is a key way of communicating and interacting with consumers and various communities. 
Besides this, to communicate and engage suppliers, L'Oréal creates and builds sustainable and solid relationships with its suppliers across the world depending on high standards, mutual interest and trust (loreal.com, 2020). Moreover, during every year, L'Oréal is noticed to continue its policy of evaluating and discussing matters with stakeholders. This is done through ad hoc bodies of consultation so that it can share its strategy of sustainable development while co-building its projects. The organisation also has an ongoing multiform dialogue with about 754 organisations via forums organised in eight different countries. It also has an external governance body, which is named Panel of Critical Friends that meets once in a year for examining progress of its multiform dialogues program (loreal.com, 2020). Thus, these are the various sorts of ways in which stakeholder engagement is done in L'Oréal and the company communicates with them effectively.
[bookmark: _Toc59637186]Impact of internal and external stakeholders on the marketing of the company
According to Goldsby et al. (2018), the stakeholders of a company can be having a positive as well as negative influence over its activities as well as decisions. For example, a key way in which stakeholders have an effect over organisational activities is their effects on marketing. In L'Oréal, stakeholders are a part of the company’s value creation process. In such a stakeholder networks, the effect of stakeholders on marketing decisions are usually more dispersed. All marketing campaigns developed in L'Oréal as well as the promotional techniques used are done considering the best interest of stakeholders. The integrity of all its marketing activities is maintained in order to meet the interests as well as meet the needs of its various stakeholder groups.
All marketing initiatives of L'Oréal including the designing, implementation and evaluation of marketing programs are done as per stakeholder interests. The marketing programs of the organisations are aimed towards maximisation of benefits for all stakeholders. For example, to satisfy customers and consumers from all classes and categories, L'Oréal develops active cosmetics, luxury products, professional products as well as consumer personal care products. Similarly, the demands of cosmetics are different in different parts of the world with increasing demand for environment friendly and sustainable products. In order to meet them, L'Oréal has introduced various treatments along with product awareness campaigns, which are a part of its marketing activities.  
The marketing mix of the company is developed in a way such that employee interests are satisfied. It is because an effective marketing mix leads to increase of sales and profits as well as sales commissions, which is the key interest of all employees. Similarly, for penetrating in developing markets to improve performance in existing markets, L'Oréal adopts various pricing strategies, which is an essential part of its marketing. Moreover, promotional strategies such as ad campaigns, viral marketing and others are developed depending on the outcomes derived from the surveys conducted for analysing customer satisfaction. Thus, in various such ways, internal and external stakeholders affect the marketing activities of L’Oréal.

[bookmark: _Toc59637187]Conclusion
Thus, this study helps in concluding that marketing helps businesses to survive and accomplish their objectives by being customer centric, helping them in satisfying customers while satisfying customers beyond expectation. It helped in understanding the five major stages of the marketing process while the situational analysis of L'Oréal helped in understanding its internal and external environment along with its competitive position. Besides this, it could be determined that L'Oréal uses demographic segmentation, follows differentiated targeting and positions itself through ethics. Moreover, the marketing mix of the company helped in understanding its marketing strategy while the discussions on internal and external stakeholders assisted in realising its various stakeholders inclusive of NGOs and associations. The various ways in which L'Oréal communicates with stakeholders and the manner in which its marketing strategies are affected because of stakeholders could be evaluated as well.
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