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[bookmark: _Toc60523682]1.Introduction

Marketing is surrounded by various strategies and tactics in order to promote products and services to the target consumers. The marketing planning process is one of the crucial parts of the journey to happiness for any sector. In order to developing marketing strategies organizations used to define their goals and objectives as well as identify specific customer needs. For making a strong position and increase brand values, organizations are improving their actionable and measurable matrices together with implementing innovative strategies in their business operations. With the help from market planning process, Mulberry is going to minimize its risks, reexamine old assumptions, and evaluate the attractiveness of each market segment. In this essay are provided critical analysis of a processes and stages of marketing including the signification of marketing mix. Evaluation of the involvement of the stakeholders along with their review on marketing activities of Mulberry has also been provided.

[bookmark: _Toc60523683]2.Discussion 

[bookmark: _Toc60523684]2.1 Critical analysis of processes and stages of marketing including the significance of marketing mix

Managing marketing mix can support to make busines activities easier. As asserted by Morgan et al. (2019), business analysis, planning as well as implementation can develop sale promotions along with product packaging. As argued by Katsikeas et al. (2019), an organizational approach to the management paradigm is not useful always if a company does not focus on consumers` desires. Also, the marketing department needs to focus on design, products, technical services as well as have to handle complaints. As commented by Pannhorst and dost (2019), is important to do market research in order to improve the position in the market and executing sustainable business and operations. As well, marketing plan involves process design for predicting future and determining suitable strategies to achieve mission. As opined by Tokarev et al. (2020), marketing management deals with analysis, implementation, execution, and monitoring of business activities to meet organizational goals. Being in a competitive market environment, Mulberry holds a high-profit margin by creating its short and long-term objectives and implementing “co-ordinated” marketing. In order to understand the process of marketing, mulberry has examined its marketplace along with consumers` desires. How ROFIQ HIDAYAT (2020) says, designing a “consumer driving” marketing strategy can help a sector to integrate an effective business plan for getting superior value. Besides, building profitable relationships as well as capturing worth from consumers has also used the company to retain competitive extremity.

[bookmark: _Toc60523685]2.1.1 Stages of marketing

Production orientation: As commented by Tokarev et al. (2020), an organization can be focused on its production for controlling and reducing cost as well as increasing profitability. In this situation, mulberry has implemented this stage to reduce the time of the market and minimize the cost of market entry (Mulberry, 2020).
Product orientation: A company may concentrate on developing the quality of the products in order to satisfying consumers and in order to increase the sales. If the product has a good design and a good quality this reduce the risk and support to build a reputation (Riyadi and Rangkuti,2016). The organization has introduced this stage to get a “higher return on investment” from its promotional campaigns.
Sale orientation: As mentioned by Riyadi and Rangkuti (2016), an organization need to emphasize stock clearance, aggressive sales and promotions for achieving quick sales in high values. Following this stage has supported Mulberry to get good traffic on its official website (Mulberry,2020).
Marketing orientation: An effective business activity along with market research can enhance a “long term revenue” and positive publicity of a firm. Mulberry can be helped to receive constructive and considerable feedback to achieve growth that can result in future in profitability.
[image: ]
Figure 1: Stages of Marketing
(Source: Katsikeas, Leonidou and Zeriti, 2019)


[bookmark: _Toc60523686]2.1.2 Mission statement

The organization is going to provide high-class fashion items and accessories t its target consumers. Also, Mulberry wants to develop its strategic, decision making, and managerial process with the active cooperation of its internal and external stakeholders. In order to achieving this goal, the company has identified its positive and negative landmarks as well as categorized ideas to draft the mission (Mulberry, 2020).
[bookmark: _Toc60523687]2.1.3 Situational analysis

Situational analysis deals with the foundation of a marketing plan after examining internal and external factors that influence business performances. Also, organizational situational analysis may help to put an effective business decision into successful execution. If the decision is effective then, the process of the business can be planned and then the next step is to prioritize the actions. 

Mulberry has been provided below situational analysis (SWOT ANALYSIS):
	Strengths 
	Weaknesses
	Opportunities 
	Threats 

	High level of consumer satisfaction
	Gaps in product range sold by the sector
	Can explore sustainable production
	Existing rival organizations (for example: Burberry and Furla)

	Skilled workforce and successful training session
	Lack of usage of technology 
	Inflation rate (lower)
	Shortage of efficient workforce

	Strong cash flow
	Higher attrition rate 
	
	

	Good distribution network
	
	
	



Table 1: SWOT Analysis
(Source: created by Ioana Cocea)
Based on the SWOT analysis, it can be said that Mulberry has held a dominant position in the market. The organization has strong cash flow due to that it can provide resources for conducting new projects. It is noticed that the organization is unable to tackle the obstacle of the new entrance and it has affected its market share. Implementation of new technologies can provide an opportunity to assure great service through value-based propositions. Moreover, the organization can conduct an effective training and learning session to make the employee more proficient in their job role (Hollensen and Opresnik, 2019). 
[bookmark: _Toc60523688]2.1.4 Porters five forces

Porter`s five forces (strategic management tool) are essential for analyzing the organization`s activities as well as understanding the levels of productivity. Porter`s five forces can help a sector to evaluate the influence of five forces on competitive advantage as well as profitability (Chesula and Kiriiny, 2018).
[image: ]
Figure 2: Porters five forces 
(Source: Chesula and Kiriiny, 2018)
Bargaining powers of the Customers: As the quality of the product is the matter, therefore, it has resulted in frequent purchase of products from the sector. From here, the risk is low. The company can take advantage of its economic scale to follow a low pricing strategy and make its products affordable. 
Bargaining power of the Suppliers: It is noticed that powerful suppliers are using negotiating power to get high prices from different sectors. The all over influence of bargaining power of supplier has lowered the profitability of Mulberry. Therefore, the risk is moderate.
Threats of New Entrants: New entrants have brought innovation that has provided pressure on the organization by reducing costs and providing value propositions to consumers. In order to build a competitive edge, Mulberry has to manage this obstacle. 
Competitive Rivalry: The number of rival company of Mulberry is very few as few competitors are holding larger market-share (Mulberry,2020). Therefore, the risk is low and the company can gain its position with full potentiality. In addition, they can emphasize product differentiation to meet consumers seek for unique products.
Threats of Substitutes: When a new service or product able to meet similar consumer desires, then the profitability of a sector starts suffering. For Mulberry, few substitutes are available as the company is following a lower pricing strategy with an adequate product (Kabeyi, 2018). Also, a threat of substitute products is moderate and to overcome the threat, the organization can emphasize on service-oriented strategy rather than product-oriented.

[bookmark: _Toc60523689]2.1.5 Marketing strategy 

Marketing strategy is the marketing logic by which the company hopes to create customer value and achieve profitable customer relationship (Kotler et al., 2017, p.74).
Marketing strategy deals with long term planning to meet business objectives. For achieving success, an organization needs to analyze the market, analyze competition, conduct marketing research, and understand the basic demand of target consumers (Perevozova et al. 2020).
Mulberry group manufacturer and designer of clothing, fashion bags, footwear, and accessories. The company has focused on marketing, brand management, and product design. The company has accentuate expanding the market presence. Also, Mulberry has aimed to invest in its supply chain management for establishing a scalable platform in the marketplace (Mulberry,2020). Moreover, the organization has followed “reliability and validity” and “cost reduction” strategies for its products. Besides, they have implemented “consumer based” strategic planning and “Omni Channel Distribution” for gaining its word of mouth and achieving positive outcomes (Mulberry, 2020). The organization has also implemented a market positioning strategy to get a competitive advantage in the UK marketplace. 
[bookmark: _Toc60523690]2.1.6 Marketing mix

Marketing mix deals with various factors that a company carrier for improving its business outcomes. 7ps of Marketing mix are there that can assure sustainable service.   As per opinion of Riyadi and Rangkuti (2016), Marketing Mix can promote innovative business ideas and provide outstanding business solutions as well. Marketing Mix supports to become proactive in the face of obstacles and help to avoid unnecessary cost in business activities.
Product:
Mulberry sells its products under 5 categories and these are served through different product lines. Sales products are differentiated with different features and henceforth, considered as unique (Grzegorczyk, 2017). Products are famous due to the traditional designs and they are known to deliver several products (clothing accessories and leather goods) ranges targeting men, women, and kids as well. The company can widen its products portfolio and improve product packaging system for getting positive responses from consumers. 

Price: 
Price is the only element in the marketing mix which produces revenue, because the other one produces only costs but is one of the most flexible element of marketing mix elements (Kotler et al. 2017, p.308).  
The organization has reshaped its pricing strategy for increasing sales rate and brand value (Mulberry,2020). Currently, they are using “Product Bundle Pricing” for selling at a lower price than the sum of individual products. Mulberry charges a greater cost for the items sells online. The company can implement discounts in peak season to attract consumers. Besides, Mulberry can introduce its new product with a “Price Penetration strategy” to enhance market share. 

[image: ]
Figure 3: 7Ps of Marketing Mix
(Source: Riyadi and Rangkuti, 2016)



 Place: 
The organization conducting selling operations through two different marketing channels. Either the company sells the products directly to the consumers through its website or sells through whole-sellers (via retailers) (Mulberry,2020). Mulberry holds a substantial rate of online purchases with frequent website traffic. The company has incorporated the “Omni Channel Distribution” system to assure easier accessibility of its products. Also, the company needs to open up retails’ stores (company-operated) for maintaining cost effective business operations as retailers` margin could not exist here. 

Promotion:
Different media channels for promoting its products are used by the organization. Mulberry has introduced traditional media (television and radio) and social media platform (YouTube, Twitter and Facebook) creating an advertising strategy (Mulberry,2020). They participate in trade exhibitions in order to undergone different sale promotions. Also, the company should initiate and effective advertising campaign to increase brand awareness and implement social media trends like memes and hashtags. 
[image: ]
Figure 4: Promotion campaign of Mulberry
(Source: Mulberry,2020)


Physical evidence: 
Mulberry has followed a color packaging system for making products easily identifiable in retails stores. On the online website the consumers can easily see the products and take photos of what they like. 
People: 
The organization holds employee working in the consumer service department and sales team. Also, Mulberry has a workforce working in retail stores and communicating with suppliers. By communicating with suppliers, it helps to develop and maintain specifications of the final product. The company needs to conduct an effective training program for the sales force as they are palying a vital role in delivering the value of the product to the target consumers (Katsikeas, Leonidou and Zeriti, 2019).
Process:
The availability of the products in retail stores are assured by Mulberry. The organization has an online product delivery process where a relevant product has been shipped by the service giver. For increasing efficiency and saving finance, an organization needs to handle the computerized product delivery process in an innovative way. (Pannhorst and Dost, 2019).

[bookmark: _Toc60523691]2.1.7 Incorporation and control

All companies become able to develop their business activity after conducting plans and marketing research. Moreover, implementation of KPI also support in business decision making and overreaching goals (Morgan, et al, 2019). Continuous review of consumers` feedback also helps organizations to identify its aperture and gain potentiality in a broader aspect. 





[bookmark: _Toc60523692]2.2 Evaluation of involvement of stakeholders and their impact on marketing performance of the sector

Better understanding of stakeholders` demand and goal communication guides the enterprise to increase their identification in competitive market. As per viewpoint of MacGregor et al., (2020), strong involvement of marketing executives in the enterprise with their stakeholders creates communication gap and it enhance customers interest about their product. Firstly, Fung et al., (2020) argue that systematic identification about stakeholders` demand and planning, analysis of it can guide the enterprise to take necessary steps that influences stakeholders. In this case, management of Mulberry focuses on online marketing strategy in order to increase their product demand in front of their target consumers. Jones and Wright (2018) opine that content marketing, video, digital social media and design often aids the enterprise to improve their identity with low-cost investment and it creates a positive impact on their communication level. In marketing executives stores of Mulberry, all data about their campaign in order to undergo quantitative analysis in a precise way. What it has been observed is that marketing executives of Mulberry hold a continuous and open dialogue with their stakeholders so that they can manage all their internal resources effectively. Secondly, accordingly to Yang et al., (2017) argue that managing internal resources specially employees as per their skills and experience often decrease the chance of chaos and enhance team performances. In case of Mulberry, HR professionals and managers perform weekly meetings in order to understand their psychological mind and guide them accordingly so that they can easily meet their target. Moreover, this enterprise uses to execute regular dialogues during the whole year with their stakeholders such as: colleagues, service users, suppliers, employees, government agencies, investors and so on in order to satisfy them in all possible way (Liu et al., 2020). 
Therefore, it can be easily said that proper collaboration is quite important to improve performance level and brand identity in global market. 
Nowadays, digital platform plays a vital role to communicate with all department of the enterprise within short time and it raises interaction level with all internal stakeholders (Bürklin, 2019). Mulberry followed this strategy in order to raise their communication level on a day-to-day basis and this is executed by using the digital tool. Systematic meeting with internal stakeholders and considering all demands of their external stakeholders, innovative plans are prepared by marketing executives to attain their vision in their long run. Yadav and Rahman (2017), opine that attaining all complexities of a business by using holistic approach improves trust of stakeholders and it enhances their retention rate. For example, Mulberry takes guidance from governmental agencies and their marketing executives, innovators and investors before launching any new product such as new clothes, teddy bears and other accessories. After launching it, all feedback of their customers is collected either digitally or manually to interpret their performance level. Following all feedback of their customers` about their product, systematic changes are brought by the enterprise and it creates a strong impression in their performance level. Marketing executives all times keeps their updated about their competitors` performance and changing trends of their potential users so that they can launch innovative product as per viewpoint of Islam et al., (2020). However, Bürklin (2019) stated that systematic marketing research is quite important before launching any product in order to run their organizational products without any hindrance in this global competitive market. In this case, Mulberry`s marketing executives try to brainstorm who is external stakeholders and they guide all their internal stakeholders in order to launch their brand product with innovative look.
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Figure 5: Stakeholder Matrix for Mulberry 
(Source: Created by Ioana Cocea)

In the above figure, it has been noticed that higher power and high interest section of the Mulberry is employees, creditors, government agencies and competitors` that plays an important impact on enterprise performance. Islam et al., (2020) comment that crucial authorizes of the enterprise try their level best to focus on innovative features on their product and marketing strategies by using digital tools to manage stakeholders demand in all possible manner. On the other hand, Yadav and Rahman (2017) argue that low interest and high-power groups are those stakeholders who need to be kept satisfied to raise yield power of organization. Management team of Mulberry deals these groups of stakeholders with high sensitivity so that these stakeholders can use their power for improvement of organizational performance. An important aspect is that, marketing authorities of Mulberry perform regular interactions with high interest low power group of stakeholders to reduce the chance of conflicts and to modify their products to grab their potential service user’s attention. These groups of stakeholders` aids the enterprise to manage all their internal resources along with minute functioning that creates a positive impact on enterprise performance level. It has been noticed that excessive communication is not important with the stakeholders` who are in low power low interest group. However, constant monitoring approach is quite important about their business moves in order to raise competitive advantage of the enterprise precisely. 
The concerned enterprise in this study is quite customer-focused organization and they keep them updated about every important move of them to get good feedback about their products features and quality. Bürklin (2019) mentioned that developing strategic business campaign and offers on special occasion improves oral advertisement, online marketing activities that raise Google rating also. In order to maintain business branding, is very important to have modernization in business strategy. In case of Mulberry, brand identity refreshment allows them to express their quality work that creates good approach in their business-to-business marketing procedure (prnewswire.co.uk, 2020). Furthermore, this organization believes on relationships and Mulberry conveys this branding. 
Proper coordination and interaction are quite important with internal and external stakeholders with proper guidelines from higher authority so they can give common response against any challenges (Fung et al., 2020). Also, constant monitoring approach about the enterprise performance and other stakeholders` activity is quite important for the enterprise to manage important business issues as per its priority. 
The enterprise is giving ethical training by taking hep from governmental agencies so that the company can focus on legal consideration in business. Moreover, diverse business prospective such as sustainable apparel alliance, better usage of material in clothing and other accessories guides the enterprise to boost their performance. It has been noticed in Mulberry that multi stakeholders` initiatives are taken by the organization in order to solve their business issues in an innovative way (prnewswire.co.uk, 2020). Furthermore, Mulberry performs several campaigns and highly focuses on digital advertisements in order to focus on online customers` demands and needs (MacGregor et al., 2020). Feedbacks of customers are highly deal by marketing executives and this organization gives 24*7 hours` service so that they can maintain good relation with their stakeholders (prnewswire.co.uk, 2020). Marketing team and management in Mulberry tries to find out all diverse needs of their stakeholders by considering each region in order to execute their diverse business effectively. Additionally, marketing team try to analyze the diverse voice of local community stakeholders so that they can change their project in a precise manner (Jones and Wright, 2018). Goal oriented strategies are prepared by the enterprise such as People to people approach, goal-oriented strategies in order to satisfy all their clients and it creates personal bonding with stakeholders. Management team is giving effective training to employees after considering all their stakeholders so that they can easily give new features and innovative products in front of their potential users. In order to improve their brand position, Mulberry has reorganized their website that revamped their brand positioning. Moreover, multicultural teams are considered by the enterprise so that they can easily communicate with people of diverse region and can understand their demand. This stakeholder recruitment strategy also strengthens the personal connection of the enterprise with their service users (prnewswire.co.uk, 2020). 

[bookmark: _Toc60523693]3. Conclusion 

It has been observed that marketing team of Mulberry try their level best to interact with all their internal and external stakeholders so that they can raise their identification. Systematic stakeholders` engagement in the business bring diverse product succession rate in competitive market and it gives brand identity. Constant monitoring approach about the stakeholders` activity especially service users, employees and legal factors allow the enterprise to conduct their in global market in a successful manner. It is also observed that marketing team understands their target consumers demand and modify their product or launch new products such as teddy bears in order to meet their customers` expectation fruitfully. Furthermore, it is seen that quality work with legal consideration refreshes Mulberry`s identity in front of their target users. Modernization in brand creates positive impact on business-to business marketing. 
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