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[bookmark: _Toc56854560]INTRODUCTION 
Engaging in customer experience is the emotional connection amongst the consumers and a brand as a highly engaged consumer buy more and promote more as well as demonstrates more loyalty by offering higher quality experiences to consumers as a significant element in the strategy of consumer engagement (Sise, 2020). The economic and cultural loss due to COVID-19 pandemic has impacted organisation that are immensely influencing the surroundings and environment of working. This business report will focus on the description as well as justification for the report which will be implemented on Maybelline that is a multinational cosmetics company. This report also involves different marketing theories as well as an environmental tool which influence the organisational culture. There are also, many external aspects which can influence the internal environment due to COVID-19 pandemic being the biggest hurdle in organisations development.  
[bookmark: _Toc56854561]COMPANY OVERVIEW 
Maybelline is a multinational cosmetics company that provides skincare, fragrances and personal care to the customers (Maybelline 2020). This company was found in 1915 by Thomas Lyle Williams and has the headquarters in Manhattan, New York City, United States. Maybelline also collaborated with the German Fashion Brand Puma for limited edition collection. It claimed as it avoids animal testing.
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Figure 1 Maybelline Logo
Source (Maybelline, 2020)
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[bookmark: _Toc56854563]INTRODUCTION OF KEY MANAGEMENT THEORIES AND MODELS
MARKETING MODELS AND THEORIES 
The evolution of management theories has come in the existence in many years ago the rules are still and implemented but these days with little changes are effectively organised of the theories. The marketing theories offer some concepts for managing the business like Maybelline concerning COVID-19. The primary target of the theory is to direct and offer the monitoring on the external as well as internal aspects by applying the strategies with encouraging the staff members to attain the higher outcomes (Anastasiu et al., 2020). 
The influence of COVID-19 has devaluated as depreciated by working with the Maybelline Company and it needs to apply the strategies and theories that are advantageous for this organisation (Asshidi, 2020). The advantages are explained as under-
Increased collaboration 
In this difficult times, the internal departments of the company are also influencing which weaknesses the bonds due to the economy has the crashes cash because of which the organisation is cutting down the price and it influences on the remuneration of the individual. For evading the management theories are needed where the leaders analyse the effective methods to collaborate and stay committed towards the work (Andersen et al., 2020). 
Increased productivity 
Due to COVID-19, the organisation has income deficit due to the production that will shut down because of lack in the demand but to develop the marketing productivity theories in an effective way (Badcock et al., 2020). 
Decision making 
The COVID-19 pandemic in the whole world has developed a lot of problems and is also messing up with the decision that is taken by the organisations. After applying the effectively-suited theory by the organisation that sorts everything and also supports the organisation's decisions (Benjaafar and Hu, 2020).
TYPES OF MARKETING THEORIES  
There are seven different kinds which are standardised for each company that can also select many different theories according to the needs (Gupta et al., 2019). The effective theories that are appropriate for Maybelline are as under- 
Human relation theory 
This theory consists of the concepts for promoting and encouraging the staff members of the company by satisfying the basic requirements and help them to approach the self-actualisation. This theory also focuses on the additional theory that is Maslow's Hierarchy theory that offers the basic representation the significance of staff members in company and they must also get the organisational treatment (Andersen et al., 2020). 
This theory is created by Elton Mayo and was developed for satisfying the requirements of the company and maintaining the higher standard of relations with customers and employees.
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Figure 2 Maslow Hierarchy Theory
Source (Asshidi, 2020)
This theory is the main part of theory as it is the marketing theory it is also necessary that the organisational actions are satisfied and are reliant on the staff members which becomes the accountability of the company that takes care of employee’s values. To encourage the employee’s motivation the company requires to satisfy the safety needs, self-actualisation, and psychological needs. It also encourages the customers and staff members for the external and internal forces that bring the staff members to work for the company. From the point of view of staff members, they also manage personal development if it is not there and it will try for the changes in the job (Bhandari, 2020). 
ANSOFF MATRIX 
Ansoff matrix is the strategic planning method that offers the framework for benefiting the higher authorities, executives and marketers devise strategies for the upcoming development. It is also named after the Russian American Igor Ansoff and mathematician and manager of a business that developed this model. Ansoff stated the definition of the product-market strategy as the joint statement for the product line and the corresponding sets of mission that the products are designed to satisfy. It also describes the four development alternatives for developing the organisation in present or new markets with present new products. Every aspect of the Ansoff matrix has different levels of risks for the company (Bobińska, 2020). 
In this strategy for market penetration, the company tries to develop using the present offers in the present marketplace. Also, it benefits in developing the share of the market in the present scene of the market. It also includes the development of market share in the present segments of the market. It is attained by selling the services and products for developing the consumers by analysing the new consumers in the present marketplace. The organisation also monitors the sales that are increased for the current products in the current marketplace with aggressive promotion and distributions (Asshidi, 2020). 
In market development strategy Maybelline tries enhancing the new market by using the present offerings and it also with the minimal service and products development. This factor also helps to use the online networks for selling new markets at lower pricing and by selling existing the products for new segments of the market and various types of consumers. The new market development can also be the new countries and newer target groups as the market enhancement generally includes the minor modification for the products in opting the new marketplaces (de Oliveira et al., 2019). 


Environment scanning tools 
The environment scanning tools will benefit in comprehending the internal as well as external action that takes place in the company. There are different methods like PESTEL, SWOT, and Porter’s five force approach that is utilised according to the organisations need. From all the tools effective method that will identify the working of Maybelline is Porter’s five force model due to which it offers the organisation fully-fledged data regarding the external and internal actions (Fortunati et al., 2020). 
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Figure 3 Porter's five force
Source (Asshidi, 2020)
PORTER’S FIVE FORCE MODEL
 The porter's five force model includes the five different steps that are a fusion of macro as well as the micro environment (Sise, 2020). The internal issues and external issues are all analysed by the steps explained as under- 
Threats of new entrants
Competition is everywhere and in each department and the concepts and ideas of new businesses are evolving every passing day but in the current circumstances the situation will be identified because of COVID-19 as the cash flows of the economy that is disturbed and the market is bending towards the rich business as there are some or the other hopes of lower and small revenues development particularly self-employed individuals that have to face many difficult hardships (de Oliveira et al., 2019). Some reasons give the new business and a challenge to make the market effective. The new business has to face a higher level of competition for satisfying the prices and barriers to entry.
Power of supplier 
It will decide on the nature of business of the organisation has chosen the number of suppliers which is well known in the marketplace the supplier, in that case, will feel encouraged and the effective supply will take place in the company. Also, the supplier organisation is the only option that will highly demand in the marketplace. The power of supplier is reliant on the supplier's number, supplier's size and exclusiveness of the services. Also, because of the current situation of COVID-19 outbreak, every functioning of business has settled on a similar stage (Gunasinghe et al., 2019). 
Threats of substitutes 
Whenever the competitors have a higher substitution for the customer point views becomes higher. It shows that the customers will always have effective options in the marketplace for attaining the price benefits and standard quality. It is identified for the times whenever there is lesser environment fluctuation but recently the economy is in the position where the market has many different businesses that dissolve due to crashing of cash. Also, some are not getting the customers due to the influence of COVID-19 lockdown (Garcia Borray, 2019). 
Power of buyer 
The buying power will be developed and influence on the market share as the monopoly of them like the members of buyers, competitive edge, price sensitivity is the role that influence on encouraging the buying power (Gupta et al., 2019). 
Competitive rivalry
The competitive rivalry has taken place in the market where the organisation of a similar niche market has a feeling for competition. The competition on the other hand is the main reason behind the development by enhancing the innovative concepts. In current times the competitive rivalry is the matter that enhances the business for pushing to survive in the marketplace (Asshidi, 2020). 

[bookmark: _Toc56854564]APPLYING THE KEY THEORIES ON MAYBELLINE TO ANALYSE CUSTOMERS EXPERIENCES
The application of the theories and the environmental tools are analysed in relation to the company in which the present situation of Maybelline is conveyed with the use of some chosen management theories. The Maybelline is the organisation of the cosmetics in which the staff members in the company that is linked with the conceptual theories that are based on the staff members encouragement and leads in effectiveness while working (Benjaafar and Hu, 2020). 
HUMAN RELATION THEORY 
This theory is created by Elton Mayo and was developed for satisfying the requirements of the company and maintaining the higher standard of relations with customers and employees. This theory consists of the concepts for promoting and encouraging the staff members of the company by satisfying the basic requirements and help them to approach the self-actualisation. This theory also focuses on the additional theory that is Maslow's Hierarchy theory that offers the basic representation of the significance of staff members in the company and they must also get the organisational treatment. From the point of view of staff members, they also manage personal development if it is not there and it will try for the changes in the job (Andersen et al., 2020). 
To encourage the employee's motivation the company requires to satisfy the safety needs, self-actualisation, and psychological needs.  This theory is the main part of theory as it is the marketing theory it is also necessary that the organisational actions are satisfied and are reliant on the staff members which becomes the accountability of the company that takes care of employee's values. It also encourages the customers and staff members for the external and internal forces that bring the staff members to work for the company. The circumstances are entirely varied which is the time whenever the organisation requires the support of the staff members (Badcock et al., 2020). 
Each time the manager, as well as the leaders, includes emotionally to the staff members but it also influences of COVID-19 has impacted the internal environment of the company that leads in the expansion of works with nominal salaries.  Many different aspects can impact on the external as well as internal investors. In the employee relations that are many duties for the staff members and stay committed as well as loyal to the company (Bhandari, 2020). At Maybelline, the same theory is applied and turns the staff members who are equally supportive as well as dedicated for the stability and presence of Maybelline.
ANSOFF MATRIX ON MAYBELLINE 
Ansoff matrix is the strategic planning method that offers the framework for benefiting the higher authorities, executives and marketers devise strategies for the upcoming development. It is also named after the Russian American Igor Ansoff and mathematician and manager of a business that developed this model. Ansoff stated the definition of the product-market strategy as the joint statement for the product line and the corresponding sets of mission that the products are designed to satisfy. It also describes the four development alternatives for the development of Maybelline the in present or new markets with present new products. Every aspect of the Ansoff matrix has different levels of risks for the company (Asshidi, 2020). 
In this strategy for market penetration, the Maybelline that tries to develop using the present offers in the present marketplace. Also, it benefits in developing the share of the market in the present scene of the market. It also includes the development of market share in the present segments of Maybelline market. It is attained by selling the services and products for developing the consumers by analysing the new consumers in the present marketplace. The organisation also monitors the sales that are increased for the current products in the current marketplace with aggressive promotion and distributions of Maybelline (Bobińska, 2020). 
In market development strategy Maybelline tries enhancing the new market by using the present offerings and it also with the minimal service and products development of Maybelline. This factor also helps to use the online networks for selling new markets at lower pricing and by selling existing the products for new segments of the market and various types of consumers at Maybelline. The new market development can also be the new countries and newer target groups as the market enhancement generally includes the minor modification for the products in opting the new marketplaces for Maybelline (Hattke et al., 2020). 


PORTER’S FIVE FORCE IN MAYBELLINE 
Threats of new entrants
Competition is everywhere and in each department and the concepts and ideas of new businesses are evolving every passing day but in the current circumstances, the situation will be identified because of COVID-19 as the cash flows of the economy. Some reasons give the new business and a challenge to make the market effective. The new business has to face a higher level of competition for satisfying the prices and barriers to entry (Jiang, 2019). 
Power of supplier 
It will decide on the nature of business of the organisation has chosen the number of suppliers which is well known in the marketplace the supplier, in that case, will feel encouraged and the effective supply will take place in the company. Also, the supplier organisation is the only option that will highly demand in the marketplace. Also, because of the current situation of COVID-19 outbreak, every functioning of business has settled on a similar stage (Benjaafar and Hu, 2020). 
Threats of substitutes 
Whenever the competitors have a higher substitution for the customer point views becomes higher. It shows that the customers will always have effective options in the marketplace for attaining the price benefits and standard quality. Also, some are not getting the customers due to the influence of COVID-19 lockdown (Garcia Borray, 2019). 
Power of buyer 
The buying power will be developed and influence on the market share as the monopoly of them like the members of buyers, competitive edge, price sensitivity is the role that influence on encouraging the buying power (Bhandari, 2020). 
Competitive rivalry
The competitive rivalry has taken place in the market where the organisation of a similar niche market has a feeling for competition. In current times the competitive rivalry is the matter that enhances the business for pushing to survive in the marketplace (Bobińska, 2020). 

PESTEL ANALYSIS OF MAYBELLINE
	POLITICAL		
	ECONOMICAL
	SOCIAL

	· Influence of COVID-19
· Political associations and their influence on the base of consumers.
· Different political arguments (Bhandari, 2020). 
	· Different costing according to segmentation. 
· Instability in currency 
· The deficit of budgeting because of covid-19
· The international pandemic that results in a disturbance of economy and bigger level (Jiang, 2019). 

	· Shifting of the consumers.
· Enduring loyalty of brand (Messerschmidt and Kvist, 2020).
· Maybelline promotes to wear a mask, sanitise themselves whenever the consumer come in-store and also takes effective care of social distancing to keep customers safe.
· Safety problems because of a pandemic.

	TECHNOLOGICAL	
	ENVIRONMENTAL
	LEGAL

	· Entering and managing the technology for different products. 
· Increasing the presence of social media.
· For getting and providing any services the customers and the company can go for online shopping and booking.
	· Engagement for sustainable environment experts that are sustainable for safety practices.
· The products of Maybelline are reusable and recyclable.
	· According to PCPSA act that represents the personal care, safety of products which is banned from different products of Maybelline (Benjaafar and Hu, 2020). 




SWOT ANALYSIS AT MAYBELLINE 
	STRENGTHS
	WEAKNESSES

	· Enduring marketing approaches. 
· Vital networks for distribution. 
· Iconic brand portfolio. 
· International approaches
· Strong code of ethics and sustainability. 
· Strong recognition of brand as almost 3 million individuals are doing business with Maybelline (Messerschmidt and Kvist, 2020).  
	· The organisation requires more than a push for beginning with the company. 
· The COVID-19 develops much loss for the organisation like Maybelline. 
· Also, this pandemic the organisation closes down that prevents the income to the company (Bobińska, 2020). 

	THREATS
	OPPORTUNITIES

	· Has to face tough competition. 
· Customers face some safety issues due to COVID-19.  
	· International development in the markets that are emerging. 
· Women mentoring industry.





[bookmark: _Toc56854565]IDENTIFYING THE SYSTEM FOR MAYBELLINE FOR ORGANISATIONS QUALITY PROCEDURES 
SUSTAINABILITY APPROACHES 
The three pillars for sustainability involves the economic, social and environmental attributes. The most accepted definition for sustainability is emphasising of the current requirements of the environment without even disturbing the resources which are protected for the future generation. Also, because of the on-going global pandemic, the instant mission is changed due to which each competition is arguing on similar platforms. Thus, sustainability needs to be stabilised in the marketplace interventions (Anastasiu et al., 2020). 
Social sustainability 
It is also the most essential aspect on the present time as it influences COVID-19 on the business like Maybelline that has badly influenced for start working that becomes significant to bring more consumers for the outlet and store that is possible only when the organisation develops the trust relations with customers. While the hard time during the pandemic customers is also not confident in buying the product and taking any services from Maybelline or any cosmetic organisation due to the issues of safety. Therefore, the organisation in the protocol makes very compulsory wearing the mask and sanitation and maintaining social distancing so the consumers will begin to buy from Maybelline (Andersen et al., 2020). 
Environmental sustainability
The environmental sustainability will figure out the surroundings in which the organisations are accountable for while the procedure of manufacturing the products offered to the consumers at Maybelline. It comes with long-term planning's due to which two aspects gets higher damages of waste material and the material that is cannot be composed and mixed up with the soil, Non-recyclable products. Nowadays, the consumers are also focusing on the same that is beneficial in retaining the consumers whenever the organisation Maybelline will opt the habits of managing the waste and the products that can be recycled (Badcock et al., 2020). 


Economical sustainability 
The primary factor of the UK's economics is misbalanced that consumes a lot of time in recovering but it will also recover only whenever the inflow of money in the economy takes place. As the economy also takes place and in the UK economy usually has the issues because of some different reasons like BREXIT, inflation, recession and the present pandemic COVID-19. Also, the organisations as well as businesses involve Maybelline to close due to the COVID-19  and are now starting to enable the inflow of revenue that makes the economy stronger (Hattke et al., 2020). 
Sustainable marketing 
Whenever the organisation is focusing on green marketing like Maybelline the aspects that are under green marketing in the environment as well as society. The organisation of Maybelline has also faced negative publicity regarding its waste material, development in costing and advertisements that are misleading. The counter-attack of the publicity the organisation also takes the actions for balancing sustainable marketing (Fortunati et al., 2020). 
ETHICS AND CULTURES AT MAYBELLINE 
At Maybelline, the culture, as well as ethics, always work in any organisation hand in hand as the code for ethical laws develops the effective culture (Sise, 2020). Also, if the business ethics is weaker the culture is demolished but whenever the ethics are vital the culture is well designed according to the expectations of the business. The business dictionary also defines ethical values. The accurate culture is the main priority at Maybelline that is generated whenever the members of the team at Maybelline are highly professional, supportive, practical, committed and ethical. The influence of the culture is for reflecting the ethics and moral values that are prepared by the administration to assure how the individuals will communicate at the organisation (Gassama, 2020). 
· As per the theory of cultural relativism as there is no baseline for truths due to which they influence the level of individuals for comprehending and culture (Sise, 2020). 
· Culture represents the value of attitude, targets shared by the company involving Maybelline (Jiang, 2019). 
· The moral of the organisation is impacted by the cultural norms of the company at Maybelline due to the culture is differing from individuals that modifications their definition for right and wrong (Messerschmidt and Kvist, 2020). 
KNOWING THE ORGANISATION AND PROFESSIONS ETHICAL REQUIREMENTS
The present environment of organisation of the organisation that is mostly influenced by the external environments that negatively structure at the Maybelline. It is the duty and accountability of individuals to comprehend and learn the needs at Maybelline. It has a personal code for conduct due to the owner of Maybelline that has begun from the organisation on its own and gradual development of the company has become huge. It is due to the organisation that has personal code for ethical conducts. Currently, the organisation is also facing the issues of pandemic thus the ethical needs are highly expected from the personal level of staff members (Sise, 2020). 
ETHICAL STANDARDS
In easy language, ethics refers to manners as well as morals that are opted by the business for conducting the ethical values. The ethics of business will also determine the personal ethical and cultural values that justify the operations of the business. The similar issues also occur while applying the ethics of business in the company which is focusing on maintaining relations with customers without discrimination, environmental issues, and social accountability (Rahaiee et al., 2020). 
FOLLOWING LEGAL GUIDELINES
Also, the personal ethics in the company is equally significant due to the guidelines of Maybelline that is prepared for each individual that is working at the organisation. while the hard times of COVID-19 the outbreak of the organisation id aiming as well as expecting the personal code for conduct by making aware for following the regulations and rules while the cosmetic manufacturing products as the COVID-19 is over and the work requires to be started. Some different rules are added in the guidelines of Maybelline that gets revised because of COVID-19 pandemic. Also, the rules are opted by the internal investors of a company that will surely influence the upcoming decisions for the organisation (Hattke et al., 2020).  


[bookmark: _Toc56854566]CONCLUSION 
Engaging in customer experience is the emotional connection amongst the consumers and a brand as a highly engaged consumer buy more and promote more as well as demonstrates more loyalty by offering higher quality experiences to consumers as a significant element in the strategy of consumer engagement. The economic and cultural loss due to COVID-19 pandemic has impacted organisation that are immensely influencing the surroundings and environment of working. This business report will focus on the description as well as justification for the report which will be implemented on Maybelline that is a multinational cosmetics company. This report also involves different marketing theories as well as an environmental tool which influence the organisational culture. There are also, many external aspects which can influence the internal environment due to COVID-19 pandemic being the biggest hurdle in organisations development.
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