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It has recently been recognised that ‘ to maximise customer satisfaction, companies have long emphasised touch-points. By doing so can divert attention from the more important issue: the customer’s end-to-end journey.’ (Neher at el, March 2016). In the following report, MULBERRY is the organisation that will be discussed. With the critical appraisal on how innovative marketing can be created and strategies for raising awareness of the brand as well as managing and evaluating the customer journey across various communication channel’s ensuring present and future stakeholder’s expectations are fulfilled.




INTRODUCTION


“Marketing consists of the strategies and tactics used to identify, create and maintain satisfying relationships with customers that result in the value for both the customer and the marketer” (Roger Peterson,2007, Pg. 6). Marketing is the way towards showing customers why they ought to pick an item, in terms of a product or a service an organisation is providing over its rivals. In the instance where this is not done, then quiet simply, Marketing is not done. The key is finding the correct advertising technique and characterising the correct prompting message to use to teach an impact its customers. Organisations often wrongly think that marketing is the only ‘one’ thing, not realising that marketing is everything the customer experiences with regards to the business, from advertising to what they hear, to the client benefit that they would receive and subsequently the attention they will receive afterwards. Generally, marketing is often mistaken for advertising and sales, yet it is essential to know the key differences between them. 
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Source: (Kotler, et al, 2009).


Strategies are made to examine the marketing situation of the company so that the goals of the company can be achieved. A marketing strategy concentrate on what needs to be accomplish for the organisation and marketing endeavours. Hank Brigman’s definition of a touchpoint,“Each physical, communication, human and sensory interaction with, and within your organisation”. He defined touchpoint principle as “ The ability to get and keep desired customers and employee’s is enhanced by consistently delivering value touchpoints”. A marketing plan entails how these objectives can be accomplished. An effective marketing strategy accommodates what ‘one’ thinks about how its business fits into the market and the 5P’s of marketing to create systems and strategies that will help attain its marketing goals. 


Established in 1971, in the town of Somerset in England, Mulberry is a premium high-end designer brand full of prestige and luxury. It is renown globally for its leather goods. Mulberry was founded by Roger Saul. He came up with the invention of the brand at his kitchen table with a mere £500 that he was given from his parent. Mulberry’s legacy and personality as a brand are unexpectedly British. Prior motivations originated from British country interests, for example, chasing, shooting, and angling. Mulberry’s unmistakeable style was then marked as “ Le Style Anglais” in 1975. Mulberry has constructed its corporate social responsibility with respect to an extremely basic conviction and that is tranquil basically to have a beneficial outcome to its kin included, regardless of whether it is the group or conditions that it works in. they guarantee that their workers are decidedly, drawn in, likewise concentrating on some of its key territories: reusing, environmental change, wellbeing and security and prosperity.


COMMUNICATION CHANNELS 

Communication channel plays a crucial role in the field of marketing as it increases the awareness of brands to the customers in every corner of the globe. Communication channels like advertising, social media, magazines etc. are the key features of communication with the customers. Due to increase in social status, customers are more driven to buy costly products that can reflect their status. Communication with customers through channels provides an advantage to the company to increase their revenue through different channels of business.











BODY OF REPORT


[bookmark: _GoBack]MULBERRY’S BRAND POSITION

A strong brand image can be created through a single-minded focus on unique aspect of brand (Brian Sheehan, Pg. 83). Positioning a brand is a basic phase of marketing, which aims at being differentiate from its arch-rivals and competitors in the minds of its consumers.

Mulberry has positioned its products and services in a top end premium market as a luxury brand, offering both moderate and selective and luxury collections whilst keeping in mind the functionality in terms of practicality as well. The notable British retailer has stores worldwide in over 25 countries and also trades through its wholesale partners (Mulberry group plc. 2014), has a solid brand identity, built up through its consistency in craftsmanship with exceptional quality in the material it uses, its conspicuous style, its customer experience that’s created and premium pricing. 



INNOVATIVE MARKETING STRATEGIES
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Source: http://marketingmix.co.uk/


A marketing strategy is simply an action plan and arrangement of activities intended to sell either a product or service. The Marketing Mix is a merely a blend of elements that are controlled by an organisation to impact consumers to purchase its products or services. This strengthens the marketing process, it consists of: Product, price, place and promotional mix that will be discussed below. This is critically important for any retailer, particularly in this instance, as Mulberry is known as one of Britain’s most luxury brands.

Marketing is a significant device, with effective use and strategies; it only adds value to an organisation. An important element of the marketing mix is its promotional feature. The new website planned to beat rivals by guaranteeing it worked over all gadgets, whether it was mobile phones or tablets allowing the consumer to have access to the site at their pace of leisure. This enabled the organization to expand its sales revenue internationally. This included a new service whereby consumers are able to place an order electronically whether it is on the phone or through its online services where the goods or service can be collected at a store of their choice. The purpose of this was to have a more unified approach, linking together more than one channel, i.e. Mulberry stores with its online services, (Mortimer, 2014). Ultimately this has created awareness of the brand amongst a variety of communication channels.

The pricing mix refers to the value for its product or service. It depends on several factors such as the costs involved and the type of consumer targeted for and competition the organisation will attract. Mulberry is renowned for its premium quality it provides in its products and the pride it takes in its craftsmanship in producing the goods, hence attracting the higher end in the market with a more premium pricing strategy. Back in 2014, Mulberry made the decision to drop its prices for its products and also proposed to launch more reasonably affordable collections for its consumers to help aid growth, (Lidbury, 2014). This in turn paid off for the company as profit before tax increased from £6.2m to £1.9m the year before. Now 70% of Mulberry’s handbags were priced between £500-£995, in comparison to less then half in 2014, (Kollewe, 2016). Refer to Appendix 1.

Another key element of the marketing mix is the Place aspect. The demographics need to be taken into consideration when positioning and distributing, as it needs to be within the vicinity of its target market and a place that can be easily accessed. This can only be achieved with a thorough understanding of the target market. Mulberry boasts on world-class quality and its authenticity in its craftsmanship. This in turn is Mulberry’s unique selling point which helps attracts existing and new customers regardless of its location. Its stores are very elegant with a classic yet contemporary and classy feel. This is seen in its retail environment. The company is immensely proud of its British heritage and always seeks to facilitate this heritage into its retail locations.

Lastly, Product is the core of the marketing mix. A product can be a good in terms of an item or service that is fabricated to fulfil the needs of a specific target market. Intensive research needs to be conducted to ensure that the good or service will work with its target market. In this instance, Mulberry takes pride in its craftsmanship and heritage, true to its roots, which is reflected in each of its items it produces, again a unique selling point which entices consumers to come back time and time again. Targeting its product to a premium target market, ensuring only the best is produced for its consumers.



MACRO-ENVIROMENTAL ANALYSIS 

 
Macro and micro factors can also influence the marketing decision making for Mulberry. A PESTEL analysis helps in analysing the key external factors affecting an organisation, it’s comprised of Political, Economical, Social, Technological, Environmental and Legal that affect a business. The following PESTEL analysis will aid in determining how these factors can have an impact on the business and its performance in the longer term.

· Political 

Political issues, which are out of ones control such as global warming, war and unemployment will always have an impact on the functionality of an organisation. Globally, legal authorities have a great impact on the societies, political matters are involved and decisions are made without taking its nationals into consideration. This can impose a major threat to organisations that are looking to diversify their business internationally. 



· Economical

Recession affects pretty much everyone that is involved within the consumer related market.  The global recession has had an impact on sales globally with mulberry too, which is clearly visible in Appendix 1, however with a recovery also showing. Due to this recession, Consumers tend to cut corners and go for alternatives and substitutes such as high street brands to overcome the costs of the more premium luxury goods which has lead to companies outsourcing their production to overseas where it becomes a lot more feasible for the running of an organisation. However on the flipside of this, consumers see this as an opportunity to invest in more durable and iconic and classical piece that will last them and not go out of fashion, which is precisely the case with Mulberry with their ironically classical pieces. 

· Social 

The social factors look at the market on a whole and that factors that affect its community socially in which the company operates. This impact the decisions made in marketing as they are influenced by changing patterns in demands, doing one of two things, either creating more opportunities to diversify or imposing threats. Consumers are heavily influenced socially nowadays; celebrities play a vital role in doing so as they set a trend, which is followed by several. In the case of Mulberry, celebrities such as Cara Delevingve Cressida Bonas are very loyal to the brand.

· Technological 

The world of digital plays a vital role in the lives of individuals today, whether it is their banking they choose to do or whether its retail therapy, it’s a convenient option, which is at their disposal, at their convenience. With the advancement and innovation of ‘e-commerce’ individuals have the freedom to make purchases without their day to day life being disrupted by having to visit a physical store as many organisations including Mulberry offer the facility to order online, click and collect as well as having it delivered home. With apps that Mulberry have launched for its consumers, through Apple and Android, its allowed their consumers the facilities to have access to all its collections, locate stores, watch the latest campaigns and videos and also read blogs and posts allowing one to feel connected with the brand at all times.

· Environmental 

Consumers are more and more aware with regards to the growing concerns with environmental issues. This also has affected Mulberry as it is in the retail sector. With more and more focus and importance around environmentally friendly materials and the concept of recycling the demand around the area of sustainability has increased immensely hence organisations having to ensure their products and services cater to this awareness. 

The leather industry is always at the centre of criticism due to the concerns around animal cruelty. However Mulberry has addressed the issue with regards to animal welfare in their code of conduct where they have specified that animals should be handled with care and that they should not be deprived of anything with regards to food or water as well as pain and distress, (Mulberry plc.).

· Legal 

The legal factors surround the company’s operation; these consist of consumer laws, antitrust laws, employment laws, discrimination laws and health and safety laws. Mulberry needs to be aware of all new and old and upcoming legislations to be on top of its game as a lot is at stake as it is a well-reputed brand.


SWOT ANALYSIS

A SWOT analysis is an examination that helps identifying organisations internal strength and weaknesses also highlighting the organisational external opportunities and threats.

Strength:
 
· Premium quality and craftsmanship.
· Global exposure on an international level.
· Mulberry is a niche as it has a specific target segment being high-end luxury.
· Lastly a continuation in the rise of profits, refer to appendix 1.

Weakness:

· With regards to its competitors such a Burberry who have been around for a lot longer. Their marketing preposition is a lot weaker to outrun them.
· Their digital preposition in their retail stores is not as advanced as its competitors (Burberry).
· A recent drop in price led to profits increasing but the brand image faced a significant loss as a result of this.
 
Opportunities:

· Further expansion in internationally.
· Diversifying into new goods and services.
· Due to brand exposure collaborating with celebrities.

Threat:

· Cut-throat competition with likes of Burberry
· More and more exposure surrounding environmental issues such as animal welfare and sustainability.





GAP ANALYSIS

Gap analysis examines the method through which an organisation’s current performance compared to its desired performance in future is measured, that also gives an overview about the utilisation of its resources. It can be calculated by collecting data of previous year and matching it with current year’s performance. The gap that obtained from the collected data will be accessed and the management team of the company can take actions in the expansion of the business by filling those gaps that would be helpful in achieving goals of the company and can meet the desired performance in the future. 


 

There are some stages of GAP Analysis through which the performance of the company can be measured. The image below shows the cycle of Gap Analysis.
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· Review System

The initial stage of the Gap Analysis is to review the system of the organisation, as it is important before measuring the gap between the present and future. System of the organisation can be reviewed by outlining the desired goals of the company so that the data can be accurately analysed and the gap if obtained by the business is accessed. As every business focus to improve its services and have some goals for the future and to achieve those goals it is important to analyse the performance. For Mulberry, to compete with the brand like Burberry it is important to review the current performance with previous performances of the business and make strategies by filling those gaps generated through the years so that the desired performance can be achieved and compete with them.

· Develop Requirements
 
Due to a cut-throat competition in the market and a competitor like Burberry it is necessary to have development in the business. There should be a proper development in every aspect of the business, whether it would be in financial, manufacturing, pricing etc. is necessary. To attract customers and increase awareness of the brand among them it is necessary to change with the changing world. It is also necessary to make developments in the goods and services so that the customer can buy more and have a positive and long relation with the organisation. As Mulberry recently dropped its prices to make more profits and increase their performance. 

· Comparisons

To compare the performance of Mulberry and Burberry, the data and the reputation of both the companies can describe the performance and their ability to achieve their desired goals. As customers are more attracted towards Burberry, as they have innovative styles and strategies to fulfil the demands and needs of the customer. To analyse this gap and make comparison it is important to make strategies to attract new customers with the help of innovative styles and plans and also by providing good customer service so that customers feel satisfied and remain attached with the same brand.

· Implications

It is important to implicate the necessary changes to increase the performance of the organisation and to achieve the desired goals of the company. This GAP analysis is very essential in helping to fulfil that gap and helps in expanding the business internationally. It is also significant to listen the demands and requirements of the customer and to fulfil their needs. As Mulberry is lacking behind whether it is in performance or in profit making, the implication of new approach and new design will provide benefits and it also increase the awareness among the brands.

· Recommendations

It is recommended that, to increase performance and achieve the desired goals of the company and have a cut-throat competition in the global market the gaps between the customer and the organisation be filled. The customer should be satisfied till the end it walks out of the showroom. Necessary feedback can be asked from the customer about the services so that the performance can be increased through feedback forms. As Gap analysis is based on the performance of the company or a business it is essential to outline the desired goals and have a critical analysis through GAP to increase the performance and meet the desired future goal of the company.




CUSTOMER END-TO-END JOURNEY

Customer’s end-to-end journey plays a vital role in the field of business. It is necessary for the company to provide quality service to the customer as well as quality goods so that customers can stay for long time with the company. It is fact that companies now emphasis on touchpoints to increase customer satisfaction when they interact with employees of the business but loses its customers end to end journey. On the contrary, the companies who focus on providing quality service to the customer from the beginning to the last stage of its journey will tend to have more profits and retain their customers, that provide benefit of making less effort for customer end-to-end journey. It is also important for the company like Mulberry to communicate through the communication channels like social media through magazines, advertisements etc. so that customers are satisfied and have a long relationship with the organisation. The higher the customer satisfaction, the higher the revenue growth.

With the increase in touchpoints companies may face trouble as they focuses on the touchpoints but satisfying the customer is not much important than retaining a satisfied customer for long time. It is very difficult in today’s time to retain a customer who is satisfied, as couple of new ones were accessible for procuring in its markets, and even the best customers are more costly to hold. Customers could be hold by providing new offers and discounts but it would be costly for the organisation. The companies that focus more on customers end-to-end journey will tend to have more success rate than those who depends more in touchpoints.




CONCLUSION

To culminate the above report, it can be opined that making marketing strategies can increase the awareness of brands among the customers as well as the performance of the company. Marketing strategies are critically examined through various segment analysis as well as through marketing mix. Considering the performance of Mulberry over Burberry is very low, as Burberry runs many different marketing strategies as well as have innovative ideas to attract customers. Where as Mulberry basis on British heritage that might lead to a lower level of competition among them. There is macro and micro factors that are discussed for the marketing analysis of both the companies that consider internal and external factors of the business due to which they come under influence to make changes. A brief explanation of GAP analysis is also discussed that describes the performance of the business and gives an idea to utilise the resources to achieve the desired future goals of the business. There are some discussions about marketing touchpoints and customer end-to-end journey and how it is essential for the business to make a long time relationship with the customer so that the needs of the customers are fulfilled and is satisfied with services provided to them by the organisation.
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APPENDIX 1 MULBERRY GROUP PLC
	Revenue
	£168.5m
	£165.1m
	£163.5m
	£148.7m
	£155.9m
	£168.1m

	Operating Profit
	£35.4m
	£25.5m
	£13.7m
	£1.7m
	£6.1m
	£7.1m

	Profit Before Tax
	£36.0m
	£26.0m
	£14.0m
	£1.86m
	£6.2m
	£7.5m

	Profit Attributable to Equity Holders
	£25.3m
	£18.7m
	£8.6m
	(£1.39m)
	£2.69m
	£4.99m

	Basic Earnings per Ordinary Share
	43.9p
	32.2p
	14.5p
	(2.3p)
	4.5p
	8.4p

	Dividends Proposed per Share
	5.0p
	5.0p
	5.0p
	5.0p
	5.0p
	5.0p
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