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INTERNATIONAL MARKETING – DIESEL

INTRODUCTION
[image: diesel-logo - Long John]This report aims to evaluate Diesel's global marketing approach and provide insights into the company's successful global expansion. The biggest clothing retailer in the world is Diesel in Premium and Luxury Clothing. It is generally agreed that Diesel's approach to international marketing acts as a template for other companies to follow. Diesel's use of its unique brand recognition, cost-effective business strategy, and environmental practices in more than 80 countries has had a tremendous worldwide influence. This article will discuss the key components of Diesel's global marketing strategy, Segmentation, Targeting, positioning along with Marketing Mix elements such as its pricing, distribution, promotion, and product strategies, as well as how it responds to regional market dynamics and cultural differences. Also the directional development of Diesel in India and United Kingdom follows with reference to the similarities and differences of each country market and some critical analysis.
Diesel Logo (Source- Long John)

Diesel Background
In 1978, Renzo Rosso founded the Diesel brand. He chose the name since it is universally spoken and is simple to grasp. Diesel was also seen as a "alternative energy" at the time, therefore the term denoted an alternate sense of style. Renzo Rosso became the sole owner of Diesel in 1985, and he surrounded himself with a world-class group of creative designers and employees. Diesel gained a reputation for creative marketing when it debuted its first "For Successful Living" ad campaign in 1991. In 1996, the first flagship stores of Diesel was opened in New York, Rome, and London.. Diesel purchased Staff worldwide, an Italian distributor and maker of worldwide designer labels, in the year 2000.
Renzo Rosso acquired the majority of shares in Maison Martin Margiela two years later. Diesel and L'Oréal's luxury goods business entered into a cooperation in 2007 to create a collection of perfumes that now includes Fuel For Life and Only The Brave. Diesel Black Gold is a new line of high-end, upscale clothing that was introduced at New York Fashion Week in early 2008; Greek designer Sophia Kokosalaki began to play a major role in the collection beginning with Fall/Winter 2010; she made her debut as a Diesel Black Gold female designer in New York in February 2010. Beginning in January 2010, Bruno Collin, a French publisher and the creator of trend magazine WAD, will take on the role of artistic director for the Diesel line. He will be charged with assembling a team of internal and external creatives to ensure that Diesel remains one of the most innovative brands in the world as it enters a new decade. (Fashiongear, Fibre 2 Fashion)
Since its foundation, Diesel has used the tagline "For Successful Living" as part of its brand identity. Dank to a long and famous history of forceful, sarcastic, and funny campaigns, Diesel has established itself as a global leader in both advertising and fashion. Diesel zipped where the rest of the world zagged, and the corporation still follows the same ideas 35 years later.
Diesel is a global brand with over 400 monobrand stores and over 5,000 points of sale worldwide, including 37 in the United States. Between 1978 and 2012, the company produced over 2,000 unique denim washes. (Source- Diesel.com, 2023). According to Fortune India, India has total 11 Diesel outlets with upcoming 4 stores in major cities. Also, as per Scrapehero Location Intelligence Report, United Kingdom has total 15 store which are located in England.
VISION 
To design radical, one-of-a-kind denim, clothing, and accessories that allow users to express their personality.
MISSION 
To design clothing that is ideal for independent thinkers who pursue their own special course in life and for trend-setters who show their uniqueness via their personal style. (Fashion abc)



THE MACRO ENVIRONMENT
The term "macro environment" refers to all of the external factors that influence a company's success, strategy, and decision-making. These external variables, which have a considerable impact on company success, are challenging to manage for the organization. The phrase "macro environment" refers to a wide and diversified set of economic elements. (Vedantu, 2023)
PESTLE FACTORS
[image: Pestle Analysis Stock Illustrations – 772 Pestle Analysis Stock  Illustrations, Vectors & Clipart - Dreamstime]
PESTLE Factors (Source- Dreamstime)
Political:
· Strong political institutions and structures foster development and expansion for Diesel, enabling the company to implement successful living branding strategies for an upmarket line extension in the fashion industry. 
· Diesel will be able to maintain its competitiveness in the fashion industry by minimizing its operational expenditures owing to government aid and favorable tax rates. 
· Industrial competitiveness must be monitored by government and political organizations and agencies. Businesses may be certain that their products and business practices are ethical by doing so. (Case Analysis, 2023)
· Tensions between Hong Kong, China, South Korea, and the European Union - United Kingdom Brexit and the Russia-Ukraine War - This is an unfavorable aspect for both the United Kingdom and India since business is reduced in impacted areas and new methods are required to take over or obtain income. (Anindya Anindita, 2023)
Economic:
· The Diesel and retail stores are significantly influenced by economic considerations. They could have both positive and negative effects on the garment industry. Despite accounting for a major portion of the global economy, diesel is affected by changes in the global economy. Economic uncertainty may have an influence on sales and profitability.
· Because it employs a large number of people, the overall apparel business supports the economy. As a result, economic issues influence Diesel as well as being affected by them. A country's level of economic advancement and development influences its residents' desire to spend their money.
· The economic environment is significantly weighted in this PESTEL study of the UK Diesel retail company. Clothing manufacture is costly in the United Kingdom. As a result, some retail behemoths get their apparel from Bangladesh, India, Sri Lanka, Turkey, and China, which is a negative impact for the UK. As India is one of the clothing and textile manufacturer, the economic factor is favorable for India. (M. Rahman, 25th January 2023)
Social:
· Another external element influencing Diesel is genderless fashion, in which buyers are choosing to disregard gender-specific fashion conventions. Rather of sticking to the old conceptions of items designed particularly for men and women, manufacturers and customers (including high-street shops like H&M) are creating genderless lines or opting for more neutral designs and fits to appeal to everyone - "Contemporary denim brands are offering modern, mindful jeans that are exempt from gender." (Samuel Trotman, 2016). This trend may have an impact on Diesel as certain customers could be influenced by it and alter their purchasing patterns which is a very favorable factor for the brand to come up with various variety of gender neutral clothing. (Cameron Warner, 2020)
Cultural:
HOFSTEDE’S MODEL OF CULTURAL DIMENSIONS:
Geert Hofstede's (1980) cultural dimensions theory examined how individuals communicated their opinions at work and discriminated between groups along three dimensions: power distance (small vs. big), uncertainty avoidance (strong vs. weak), masculinity vs. femininity, and individualism vs. collectivism. (Charlotte Nickerson, 2023)
1. Power Distance Index
2. Individualism Vs. Collectivism Index
3. Uncertainty Avoidance Index
4. Masculinity Vs. Femininity Index
5. Short Term Orientation Vs. Long Term Orientation
6. Indulgence Vs.  Restraint.






Comparison of India and United Kingdom using Hofstede’s Model of Cultural Dimensions.
[image: C:\Users\Lenovo\OneDrive\Pictures\Screenshots\Screenshot (169).png]
Source: Hofstede Insights
Power Distance Index
India has a high power distance score of 77, indicating a tendency for hierarchy and top-down organizational systems. At 35, Britain is viewed as a society in which individual disparities should be minimized to a minimum. This is an Unfavorable input which is typically not conveyed further up the organizational ladder in India since communication is top-down and prescriptive in character. 

Individualism Vs. Collectivism Index
India, with a score of 48, is a society with both collectivistic and individualistic features. People, according to the collectivist viewpoint, want to be a part of a larger social system in which they are expected to act in ways that benefit their recognized in-group(s). In these situations, an individual's judgements are influenced by a range of concepts, including the perspectives of one's family, extended family, neighbors, work group, and other wider social networks with which one has some affiliation. While Australia and the United States are the only other Commonwealth nations to outperform the United Kingdom, which ranks among the most Individualist countries with a score of 89. The British are a solitary and independent people. Children are taught to think independently from an early age, to develop their own unique life purpose, and to learn how their originality may serve society. 

Masculinity Vs. Femininity Index
India scores a 56 on this criteria, indicating that it is a Masculine society. India is highly masculine in terms of external manifestations of affluence and power. At 66, Britain is a Masculine culture that places a high value on achievement. Foreigners are sometimes perplexed by the seeming contrast between the British culture of humility and understatement and the society's underlying success-driven value system. 

Uncertainty Avoidance Index

The UK has a low degree of uncertainty avoidance, with a score of 35, implying that the country is prepared to "make it up as they go along," adjusting plans as new information becomes available. With a score of 40 on this criteria, India has a rather low preference for avoiding ambiguity. In India, people accept flaws; nothing must be perfect or go exactly as planned, in contrast to the United States. Because they have a low UAI, the British feel at ease in uncertain situations; the expression "muddling through" is uniquely British for characterizing this.

Short Term Orientation Vs. Long Term Orientation
Indian culture, with an intermediate score of 51 in this dimension, cannot be recognized as the dominant choice, nor can British culture, with an intermediate score of 51 in this dimension. In India, the concept of "karma" pervades religious and intellectual discourse.

Indulgence Vs.  Restraint
India only receives a score of 26 in this category, demonstrating that restraint is ingrained in its culture. Societies with low scores on this dimension are cynical and pessimistic. The British culture is classed as Indulgent with a score of 69, which is a high score. People who live in communities with high Indulgence ratings are more likely to follow their instincts and desires when it comes to having fun and enjoying life.

Advantages of Hofstede’s Model of Cultural Dimensions
· Hofstede’s model of cultural dimensions helps to understand various civilizations, cultures, and variety is aided by this.
· The approach promotes worldwide company expansion by reducing cultural obstacles.
· It encourages people to collaborate and travel globally in order to stabilize the organization.

Disadvantages of Hofstede’s Model of Cultural Dimensions 
· Despite being a viable model, researchers disagree with the theory since it overlooks communities and their ethics.
· Because of its emphasis on the power distance index, masculinity, individualism, short-term vs long-term orientation, and uncertainty avoidance, the theory is frequently out of date.
· A distinct set of cultural behavior may be damaging to a business and impact the manager's decision-making due to social and cultural difficulties.

Technology:
All sectors see significant rates of innovation, making businesses like Diesel in the Fashion Industry. Furthermore, improved technological infrastructure attracts foreign direct investment, which promotes future growth and progress. Furthermore, improved technological infrastructure attracts foreign direct investment, which promotes future growth and progress. Diesel continues to employ and participate in innovation processes to enhance business cycles and operations as a result of its specific competitive edge in terms of technical improvements. It is a favorable factor for India where in the production and raw material is easily available and technology can make it even more quicker whereas United Kingdom does not really produce any raw material neither they have any production centers which makes it unfavorable.

Legal:
The expansion of the luxury retail clothes sector is critical in any economy. Diesel Management must consider the following legal factors before entering the foreign market: prejudice against domestic companies, data protection regulations, intellectual property rights protection, the judicial system, copyright laws, discrimination laws, the time it takes to get justice, and so on. (Euromonitor)
Despite the fact that some countries conform to international norms, the time it takes for business disputes to be settled in court is typically measured in years. Diesel must properly study the normal time for certain situations before entering a worldwide market. Intellectual property rights, such as patents and copyrights, are legally protected in the United Kingdom and India. During the last ten years, data protection legislation have been a critical component of both privacy issues and intellectual property rights. Diesel must consider if the United Kingdom and India have a credible infrastructure in place to protect against data breaches. So overall, this factor can be favorable and unfavorable as it is difficult to state the legal norms. 

Environment:
The accountability of Diesel goes beyond its immediate activities. To produce the highest quality Diesel products, they collaborate with a global network of suppliers. They are dedicated to developing transparency and supporting the greatest social and environmental standards across our entire supply chain. Every supplier is a member of the larger Diesel family, therefore they only deal with suppliers that share the same principles and are dedicated to enhancing the lives of employees by providing them with secure and equitable workplaces. Working with a global supplier network may be difficult, yet they collaborate with NGOs, our colleagues, and local stakeholders to solve these difficulties and create a resilient supply chain that prioritizes people and the environment. It is a favorable factor for India and United Kingdom as they do promote sustainable and environmental friendly products and services. (Global Diesel)




Similarities and Differences of PESTLE factors in India and UK:
United Kingdom is a multicultural than India. So there were quite a lot of differences and as India has a big influence of western and especially British culture, they also have many similarities. UK has imposed quite a lot of restrictions in the market due to inflation, Brexit, Ukraine-Russia War and other political factors due to which the prices of the products and logistics are getting more expensive than India as India is developing very rapidly. As labor is inexpensive in India, Diesel also has its manufactures in India which makes the product easily available and doesn’t cost a lot on logistics. Also the prices and offers in India and the United Kingdom differs due to economic factors and taxations. India is rapidly adapting western culture and they also have almost same social background groups other than races. So the designs and quality of the Diesel products are similar in both the countries.



[image: Porter's Five Forces Analysis: Definition, Model & Examples Explained]Porter’s 5 Forces Model

Porter’s 5 Forces Model (Source: Business to you, 2016)
Porter's Five Forces analysis is a methodology for assessing the degree of rivalry within a specific sector. It is highly beneficial when starting a new business or joining a new field. According to this view, opponents are not the sole causes of competition. Instead, five main elements define the extent of competition in a specific sector: the threat of new entrants, suppliers' negotiation power and buyer’s bargaining power, the threat of replacement goods or services, and current industry rivalry. The aggregate strength of these forces determines an industry's potential profitability and, as a result, its attractiveness. (Lars De Bruin, 2016)
Competitive Rivalry:
Competitive competitiveness is rather strong in the high-end fashion business, where players are limited but client devotion is severe and high even if it is United Kingdom or India. Tommy Hilfiger, Calvin Klein, Versace, Hugo Boss, Emporio Armani, Abercrombie & Fitch, and others are just a handful of Diesel's top rivals. These high-end, loyal consumers expect distinctive/exclusive, handmade, and premium-quality items, distinguishing them from rival brands on the open market. Diesel competes with its rivals by differentiating its products and supplying cutting-edge "absolute quality" things. It communicates to buyers that a small firm has access to the craftsmanship and design skills of top designers. Customers have a high switching cost, which helps huge companies like Diesel compete in several target markets while still building customer loyalty. Premium fashion brands have experienced remarkable industry growth, attracting new rivals and creating a fiercely competitive market. (Vadim Grigorian, Pierre Chandon)


Threats of New Entrants:

[image: Clothing Brands Logos Stock Illustrations – 152 Clothing Brands Logos Stock  Illustrations, Vectors & Clipart - Dreamstime] Diesel is a premium, high-end brand with limited competition. Due to its strong brand image and consumer loyalty, new rivals find it virtually impossible to compete with such a huge corporation. Diesel benefits from scale on the demand side because to its extensive supply chain network and diverse product offerings, which are difficult for new rivals to replicate. Their supply-side network has also provided them a cost advantage. Diesel and other well-established high-end fashion companies collaborate to keep competition at bay. Therefore it is low in India as well as in the United Kingdom due to the brand loyal customers and brand image.
Diesel Competitors (Source: Dreamstime)
Threat of Substitute:
Customers have a high switching cost because the psychological and financial costs of switching are increased by brand value. To address the threat of alternatives, Diesel emphasizes great quality and "high value for money" products. Elite clientele who are brand loyalists and do not commonly transfer brands pose less of a risk to the firm. Diesel responds to these concerns from replacements by differentiating its product offerings and focusing on a better customer experience through "attention to detail" and "product of distinguished quality." Diesel still has a difficult time dealing with the danger of counterfeiting, as items are sold on the market at lower rates than the genuine article. The company's major concern has been the possibility of brand value being diluted as the quality of counterfeit items has risen. India and United Kingdom is quite similar market in terms of Fashion industry and the threat of substitute is high in both the countries.
Bargaining Power of Customers
Customer negotiating power is minimal due to the scattered structure of the client base. Diesel caters to a wide range of market segments and customer groups, reducing consumer buying power. As a result of its stance as an exclusive brand and product diversification strategies, the company's consumer base is significantly fractured. Wholesale has some bargaining power, but it is also confined. Customers' switching fees are also considerable due to the brand's popularity. Customers are not consulted when choices to reduce the price of luxury products are made. Furthermore, the customer's lack of market knowledge makes it harder for them to integrate backward, thus weakening their bargaining position. In both the United Kingdom and India, bargaining leverage is limited.
Bargaining Power of Suppliers:
Diesel outsources its products rather than creating them. The majority of the commodities are imported from Bangladesh, China, and India. Because there aren't many firms in the high-end fashion market that require premium materials such as leather, wool, and so on, there is a substantial concentration of these suppliers, providing Diesel and its competitor more bargaining power. Furthermore, to compete in this market, a significant financial commitment and extensive industry expertise are required, limiting the supplier's ability to develop with integration. Switching costs for suppliers are especially significant due to the restricted number of participants (brands) in the luxury fashion industry and the extensive availability of present providers of goods, which undermines their strength. Furthermore, these retailers do not provide any unique or unusual things. As the United Kingdom outsource clothing from countries like India, China, Bangladesh, etc. the Bargaining power of supplier is low whereas the suppliers are in India, they have high power. (Vadim Grigorian, Pierre Chandon)

Advantages of Porter’s five forces model:
· The Porter Five Forces model aids analysts in understanding current industry rivalry and modifying business strategy.
· Porter's five variables highlight the supplier and buyer pressures in the face of new entrants and alternative alternatives. The assets and liabilities of the organization will be identified by management. In addition to strengthening themselves, they will take precautionary measures against potential threats.
· Suppliers, customers (consumers), and competitors are three entities linked to Porter's five forces. The analysis indicates which entities have more and which have less power, allowing organizations to pick the best management approaches for each entity.
· Porter's five forces will provide important information for successfully building a brand strategy by taking into consideration the influence of external circumstances.
Disadvantages of Porter’s five forces model:
· Porter's paradigm concentrates on five factors while neglecting others, such as technology or business methods.
· There is no built-in method for statistically examining external impacts. This procedure neither quantifies nor explains the impact of the five forces.
· Porter's five criteria might not apply to all sectors. Nonprofit organizations cannot do this type of research. 
· External risk issues like as shifting interest rates, regulatory limits, rapid technological breakthroughs, and foreign exchange volatility are not taken into account by this approach. These are critical in determining the business hazards of the company. (Fahad Usmani, 2022)

[image: How to Complete a Personal SWOT Analysis | by Jodie Shaw | Thrive Global |  Medium]SWOT Analysis

SWOT Analysis (Medium.com)

	Strengths
	Weaknesses

	United Kingdom
	India
	United Kingdom
	India

	Diesel has its strong brand image in UK.

Known for their Jackets and hoodies along with ripped jeans.

Diesel has strong customer base in the UK.
	Strong Brand image as a premium brand.

Diesel is known for its ripped jeans and baggy clothing fashion.

Diesel has their own production in India.
	Diesel pays lot of money on importing clothes from other countries to the UK.

Limited availability of physical stores, almost all the stores are located in England.

Inflation rate and cost of living crises in the UK is affecting the revenue generation.


	Diesel focuses on limited group of customers.

Due to Joint Venture with Reliance Brands Limited, Diesel has less control on its products and services in India.

Poverty and financial crises are affecting the Diesel revenue in India.









	Opportunities
	Threats

	United Kingdom
	India
	United Kingdom
	India

	Diesel may have some more retail outlets in geographical regions in other cities such as Edinburgh, Aberdeen, Belfast, Glasgow, Londonderry, etc.


Diesel could start implementing more strategies to attract customers for Diesel Home Décor to attract more customers.
	Diesel has a big opportunity to introduce range branding with low range products to focus on Mass market of India.


Diesel could also have more retail outlets in other megacities of India such as Pune, Jaipur, Srinagar, Nagpur, Amritsar to attract the potential buyers from that particular region.
	Abercrombie and Fitch, Versace, Dolce & Gabbana, Calvin Klein are the major competitors of Diesel in the UK.


There are chances that other brands could entre in the market and become major competition.

Inflation and Brexit could impact more on the revenue of Diesel in the UK.
	Replay, Hugo boss, Brooks Brothers, Emporio Armaani are the major competitors of Diesel in India.


Supply chain management and buying power of supplier could increase resulting disruption of production of Diesel products in India.










Similarities and differences of SWOT Analysis in India and UK:
Diesel is one of the most premium brand in India and United Kingdom with strong brand image. Also they have their set of clients in both the country. But Diesel could not focus on Indian mass market due to limited number of financial stable market. Diesel has its own manufacturers in India which becomes easy for the brand to provide clothes without paying any import export charges whereas United Kingdom has expensive labor so the brand import the products from the countries like India which becomes quite expensive in the United Kingdom. Diesel has got lots of competition in UK market than India as there are more premium brands in the United Kingdom.



Segmentation, Targeting and Positioning
[image: STP Marketing: Segmentation, Targeting, Positioning Model | Sender]
Segmentation, Targeting and Positioning (Source: Sender)

Segmentation:
Diesel uses a variety of segmentation techniques to pinpoint certain client segments. The company is aware that its target audience includes people who value distinctive and rebellious style and value uniqueness and self-expression. Several parameters may be used to analyze the segmentation of the diesel market:
· Psychographic Segmentation: Diesel appeals to fashion-forward people who appreciate individuality, inventiveness, and nonconformity through psychographic segmentation. These buyers are drawn to Diesel's rebellious brand image and are looking for distinctive and avant-garde clothing. 
· Demographic Segmentation: Diesel targets a wide age range, with a particular emphasis on millennials and Generation Z. These generations are more inclined to support Diesel's unconventional and fashion-forward aesthetic.
· Geographic Segmentation: The target market for Diesel is not constrained to any one region. The company has a global following, drawing clients from different nations that share it’s rebellious and fashion-forward spirit.
· Behavior: Diesel as its own brand recognition due to which once someone acquires a Diesel product is very likely to remain loyal and true to the brand. (Salome Grisales, 2014)
· In India, youngsters are more into branded clothing so Diesel has more focus towards youngsters than on the entire market. Also, as India is a multicultural country, Diesel focuses on all kind of Clothing styles in India starting from classic and retro clothing style. Diesel has more retail stores in mega cities in India such as Mumbai, Delhi, Bangalore, Chennai, Kolkata, Jaipur, Pune, etc. 
· Diesel has a wide segmentation in United Kingdom. As lots of people believe in wearing branded and premium clothing, Diesel focuses on youngsters as well as middle age group in the UK regardless the gender. Also, being a diverse country; Diesel targets customers of all races and ethnicity. 
Targeting:
Diesel uses a targeted, differentiated approach with the goal of winning over the interest and allegiance of its targeted client groups in all over the world including India and United Kingdom. Diesel may more thoroughly comprehend their wants, tastes, and purchase habits by focusing on a certain target market. The company deliberately adjusts its product lineup and marketing initiatives to meet the needs of its target market in UK as well as in India. Fashion aficionados that value distinctive and cutting-edge style, yearn for self-expression, and respect Diesel's rebellious personality make up the brand's target market.
Diesel provides items in the core, luxury, and trend/sports categories that are meant to appeal to both men and women. The Diesel women's product line consists of goods designed with female consumers in mind. They are designed with the fashionable, modern woman in mind, who has demands for practicality, utility, modernity, and style. In UK and India, due to diversity and inclusion Diesel has started manufacturing non-binary or unisex clothing which can be worn regardless of the gender.

Positioning:
Diesel prides itself on being a daring and avant-garde fashion label that rejects stereotypes and celebrates uniqueness. Several important factors influence the brand's positioning, including:
· Diesel distinguishes itself from rivals by its original and unique designs worldwide including India and UK, which feature aggressive aesthetics, unusual cutting, and inventive fabric treatments. Customers seeking attire that pushes limits and encourages self-expression are drawn to the brand.
· Non-Conformist Brand Image: Diesel promotes a non-conformist and rebellious brand image in India and UK that appeals to its target market. The company's edgy marketing strategies, outspoken advertisements, and affiliation with underground subcultures support its portrayal as a symbol of disobedience and uniqueness.
· Diesel places a strong emphasis on the quality and craftsmanship of its goods to give clients well-made, long-lasting clothing. Diesel is set apart from quick fashion companies because to this approach, which also enhances its standing as a company that places a premium on durability and sustainability.
· Diesel sees itself as a fashion brand that is at the cutting edge of innovation and originality. Diesel appeals to clients who want fashion that is cutting edge by consistently experimenting with new styles, washes, and fabric treatments.
Similarities and Differences between UK and India
Diesel holds a strong image and position in Indian market due to their sense of fashion, premium quality of material, premium pricing and strong brand image. Nonetheless,  Diesel also has a very strong brand influence in United Kingdom where in people love to wear the brand as they are known for their fashion and quality. United Kingdom is a multicultural and very much diverse country where in the competition is very high, still Diesel has achieved its own place in the market considering all the STP factors that could impact the business of the brand in UK and Indian Market.




Perceptual Mapping:
[image: Deep Dive: Perceptual Mapping — Night Sky Creative]
Perceptual Map (Source: Night Sky Creative)



Diesel’s Marketing Mix:
Product:
A product is viewed as a source of value that will be offered to customers rather than a tangible commodity in marketing strategy. Diesel can add value to its customers in a variety of ways, such as word-of-mouth recommendations, point-of-sale equity, pre-purchase education and priming from sales staff, ease of availability, installation and repair services, financing options for purchasing the products, quality-assuring brand names, physical products, and so on.

[image: Diesel | SHOPenauer]
A glimpse of Diesel clothes (Source: Shopenauer)

Family Branding/ Corporate Umbrella Branding:
Diesel's product strategy is focused on designing stylish, high-quality clothing that embodies its rebellious brand personality. The company sells a wide variety of goods, including footwear, accessories, perfumes, ready-to-wear clothes, and denim. Diesel's collections stand out for their unique aesthetics, daring fabric treatments, and creative fabric washes. Diesel has established a solid reputation for forward-thinking and trendsetting collections by constantly offering goods that are in line with its brand image and appeal to its target market. (Vadim Grigorian, Pierre Chandon)
Diesel is a fashion label that offers footwear, apparel, and accessories. It is a division of the Diesel Black Gold and Diesel brands. Additionally, it debuted Diesel Kid, a range of children's clothes. L'Oreal also owns and sells a fragrance line under the trademark. (Business Marketing Strategy, 2023)
Diesel collection includes:
Men’s Collection:
Apparel: Beachwear, Underwear, Tops and t-shirts, Polo, Knitwear, Sweaters, Shirts, Shorts and Trousers, Leather Jackets, Jackets, Jogg Jeans, Jeans
Footwear and Accessories: Gadgets and Bijoux, Technology, Smartwatches, Watches, Perfumes, Eyewear,
Accessories: Belts, Wallets, Bags, Shoes, 
Denim: Bootcut, Carrot, Straight cut, Tapered, Skinny fit,

Women’s collection:
Apparel: Underwear, Knitwear, Skirts, Sweaters, Shirts, Tops and T-shirts, Trousers and shorts, Leather Jackets, Jumpsuits, Dresses, JoggJeans, Jeans
Denim: Straight, Bootcut, Boyfriend, Super skinny and skinny, 
Accessories and Footwear: Technology, Smartwatches, Watches, Perfumes, Eyewear, 
Accessories: Belts, Wallets, Bags, Shoes

Kid’s collections:
Apparel, Denim, Accessories.

The Diesel Black collection includes:
Men: Pants, Shirts, Sweatshirts, T-shirts, Caban and outerwear, Leather, Jeans, Bags, Footwear
Women: Footwear, Knitwear and shirts, Pants, Sweatshirts, T-shirts, Caban and outerwear, Overcoats, skirts, dresses, and tops, Leather, Jeans

The Diesel Living Home collection includes:
Home accessories, technological ceramics, flooring, furniture, kitchen, and lighting are all available.

Product Branding Strategies:
Line filling: The cornerstone of the product is the value proposition that customers are searching for and that Diesel can give. The major things to consider when creating and testing a product are the customer value proposition, regulatory requirements, Diesel skills and resources, opportunities for differentiated positioning, and profitability.
Line extension: Considering the role of Diesel since Diesel is well-established in its business, it may grow into adjacent markets where customers are using complementary goods from other brands to get the most out of the items.
Line stretching: The complexity of the present products and services required, the available market niche area, and the product line selection must all be balanced. Diesel should, in my opinion, continue to sell the same mix of things rather than releasing new ones to widen their product range.
Brand extension: Diesel is currently having a strong brand image in Fashion industry in all over the world including India and United Kingdom, but they are yet to have a strong image in Household collection. They could focus more on households’ collection and built a strong brand image in the market for Household collections. Diesel could also enter into Formalwear to grow its collections.
Branding Strategies:
· Diesel is well known for its distinct fashion sense, rebellious attitude, and creative marketing strategies. Diesel has effectively carved out a position for itself in the cutthroat fashion business by putting a focus on defying convention and embracing individualism. 
· The main objective of Diesel's branding and marketing plan is to establish a rebellious and unconventional brand image. The company defies social norms and conventional beauty standards by adopting an edgy and provocative tone. 
· Diesel's branding efforts frequently include divisive and thought-provoking ads that provoke debate and create an enduring impact. 
· Diesel has successfully established a devoted following of clients who identify with its rebellious culture by promoting itself as a brand that promotes self-expression and embraces uniqueness.
· Diesel carefully selects influencers and famous people with a rebellious and bold mentality to work with. Diesel expands its reach and reputation by teaming up with people that have a strong personal brand and a sizable fan base. Influencers and famous people frequently wear Diesel clothing, post about the brand on social media, and take part in promotional events. These alliances increase brand recognition, create buzz, and draw in new clients who want to be like their favorite influencers or celebrities. (The Brand Hopper)


Product factors that may change due to International Marketing:
Features and Benefits: Different countries have different trends going so Diesel has to adapt the change as per the market and season. So indirectly Diesel follows segmentation very efficiently.
Branding: Due to strong brand image, Diesel is always been using the same branding and logo, but they do have diversifications as they enter into new market with variety of products such as Diesel Home Collections, Diesel Black, etc.
Product Design/ Variety: Diesel also promotes cross cultural outfits and trends where in it makes the new variety of products available in different countries regardless their trends and start to promote to attract more consumers.
Packaging Design/ Labelling: As Diesel is a global brand, it’s their responsibility to adapt the changes and languages according to the region or the country. Because of this international marketing Diesel changes the product description language and packaging according to the region and country. For example, Diesel China has most of the information available in Chinese and English, etc.
Size: International marketing is also responsible making Diesel come up with variety of sizes than the standard sizes according to the countries, regions and different body types.

Price:
Diesel reported having earned 3.1 billion euros in revenue at the conclusion of the 2022 fiscal year. It is a full-service lifestyle company famous for its expensive and upscale goods. The brand targets affluent and upper-middle class individuals from urban areas who are brand, fashion, and image aware. They seek to associate themselves with a well-known brand in order to use that brand to improve their social standing.
Diesel is a brand that is considered premium, and as such, all of its items are priced accordingly as they use premium pricing strategy for all the products worldwide including India and the United Kingdom. It targets the wealthy and privileged elite, which is unconcerned with financial issues. Diesel asserts that each of its items is special and has no counterpart in any other collection while offering distinctive and high-quality goods.
It also doesn't fear its rival brands, therefore it doesn't pay heed to the pricing they set for its products. Diesel has had luck with its price strategy, which enables it to generate higher sales and gain awareness in the consumer market. (Hitesh Bhasin, 2023)
Pricing Strategies:
Diesel's company is streamlined and capable of functioning well since it only offers a small number of specialized product lines. 
· Prices for its Diesel, Diesel Kid, and accessories are thus in a competitive range. Additionally, the company's policy of contracting out production to domestic or international firms under close monitoring in order to preserve the constancy of its product quality is responsible for its competitive pricing (Porter and Kramer, 2011). 
· Diesel can compete in the fashion industry's mass market at this price point due of economies of scale.
· Diesel's jeans typically cost between Rs 15,000 and Rs 1 lakh for a pair, which is a lot of money for what is known as "premium casual" or "alternative to luxury" in the Indian world of fashion. (Pavan Lall, 2016)
· In the UK market, pricing of Diesel jeans starts from £170 onwards. But in the UK, Diesel has their strategy that they always provide some or the other minimal discount in order to attract their customers.

Factors that may change the price when making product/ services available in different countries:
· Demand
· Competition
· Inflation/ Deflation
· The economic stability of the country
· Taxes
· The buying power of the target market
Place:
Approximately twenty of Diesel's subsidiaries are administered directly across Europe, Asia, and the Americas. As a result, Diesel has a direct distribution route in every country, including India and the United Kingdom. It is found in over 80 countries. There are over 5,000 retail establishments and 500 unique subcategories. Diesel brand outlets may be found in Mumbai, Hyderabad, Mangalore, and Bengaluru, India. Diesel outlets may be located in major shopping malls around the country. In United Kingdom, Diesel has around 18 direct stores in England and 1 in Scotland. (MBA Skool)
Diesel also operates its Omni channel website and have tie ups with other online such as AJIO Luxe, Tatacliq in India and Amazon, etc. in the United Kingdom.
To keep control over its brand image and make sure its items are accessible in desirable areas, Diesel uses a selective distribution strategy. Diesel runs its flagship stores in well-known fashion hubs and upscale shopping areas, giving customers an immersive shopping experience that complements Diesel's rebellious style. To broaden its consumer base and increase its reach, Diesel actively collaborates with upscale department stores and multi-brand retailers. The company has also embraced internet shopping, with a strong online presence that gives customers easy access to its items. (The Brand Hopper)

Market Entry Methods:
An internationally recognized name in fashion, Diesel has captured the attention of the market with its unique designs and rebellious attitude. Since its founding in 1978, Diesel has been at the vanguard of casual wear and jeans, breaking barriers and upending accepted fashion standards. In this essay, we examine the specifics of the Diesel brand, delving into its fascinating past, and recognizable aesthetic, and significant influence on the fashion industry.
A Diesel can enter a foreign market in a many of ways. There is no unique market entrance strategy that works in all global markets. Direct exporting may be the greatest option in one location, while Diesel may need to form a joint venture in another, and licensing the production may be the best option in a third. The degree of product adaptation required, tariff rates, marketing charges, and shipping costs are just a few of the aspects that will influence Diesel's strategic selection.
Diesel uses different strategies to enter in the new market:
Joint Venture: Though Diesel has its own and independent control over United Kingdom market, but in India Diesel had used joint venture strategy. Diesel has a joint venture with Reliance Brands Limited where in all the operations and stores are managed by Reliance Brands Limited. Diesel was the first brand acquired by Reliance since 2008.
Strategic Alliance: Diesel worldwide including India and United Kingdom, have used this strategy where in Diesel and L’Oréal have collaborated for line fragrances. 
Factors that might affect the market entry methods for Diesel:
External Factors:
· Market Size
· Growth of the Market
· Government Rules and Regulations
· Competition Level
· Risks levels
· Cost of production
· Production and shipping costs
Internal Factors:
· Brand Objectives
· Availability of resources
· Commitment level
· International Experience
· Flexibility (Smriti Chand, 2023)
Diesel has a significant global footprint, with retail stores spread throughout all major cities. In addition to denim, the brand's extensive product offering also includes ready-to-wear apparel, accessories, footwear, and fragrance. Diesel's product lines are gender-neutral and offer a variety of options for fashion fans looking for original and cutting-edge products.

Advantages and Disadvantages of Joint Venture:
Advantages:
· The best joint ventures combine each party's advantages and competencies while minimizing weaknesses. The ultimate result is a collaboration that blends the best of both worlds.
· Joint endeavors are usually time-bound. Because joint ventures are temporary in nature and include exit options, it is easy to simply terminate a joint venture if it is not profitable.
· Through joint ventures, both Diesel and Reliance may operate on a larger scale than they could alone. This might indicate having greater market access, a broader selection of goods and services, or more efficient supply networks. It reduces costs and time to market by allowing a firm to join a new market quickly without having to develop new goods and services from the ground up.
· Each firm involved in the joint venture contributes to the risk, and everyone is working toward the same goal. This can lessen the risk that a company would incur if it went it alone, and if the venture fails, the sunk expenditures are distributed among the partners involved.
Disadvantages:
· Many joint ventures fail due to a clash of cultures, protocols, and tactics when two firms collaborate. Due to diverse management styles and aptitudes opens in new window, clashing HR processes, and discordant workplace cultures, joint ventures may struggle to integrate.
· Any joint endeavor involves trust, which can make decision-making more difficult if both parties must endorse decisions when they are unsure. Failure may occur from making poor judgments and passing judgment on the other person.
· A joint venture inevitably involves some information interchange, which may result in the loss of intellectual property rights. Ensure that non-disclosure and data sharing agreements are in place from the start to avoid the exposure of trade secrets or other sensitive firm information, as well as to ensure that any data problems are properly documented and remedied.
· Ideally, a joint venture should be a one-for-all, all-for-one structure. One of the partners' lack of commitment may result in an unequal joint venture. (British Business Bank)

Promotion:
Diesel created a name for itself with successful advertising campaigns that included exotic images. The enormously popular advertisements have included themes such as social conscience, funny plays about world issues, and anti-establishment slogans.
These creative ads were created in collaboration with prominent photographers. With its sarcasm, provocation, and sex appeal, its advertising elicit laughter, shock, disbelief, and, of course, recognition. Be Stupid and Go with the Flow are two of its well-known advertising campaigns, and For Successful Living is its tagline.
After discovering the importance of celebrity endorsements, the firm engaged Liam Hemsworth and Winnie Harlow to feature in different campaigns in 2015. Advertisements are shown on billboards, social media platforms, and fashion magazines.
Diesel's own loyalty program, D: Code, rewards participants with exclusive benefits. The company delivers customized birthday and anniversary presents, previews of sales, invitations to international events, early access to new collections, and behind-the-scenes looks.
In 1992, the firm became the title sponsor of the World Superbike Racing Circuit, and in 2007, it was a major sponsor of the music competition Diesel-U-Music. In 1997, 2001, and 2010, Diesel received the Grand Prix Award at the Cannes Lions International Advertising Festival.
Because the company is conscious of its social duties, it founded The Only The Brave Foundation as a non-profit business in 2008 to carry out its CSR projects.  It aims to reduce socioeconomic disparities in the community. Diesel has received several awards throughout the years, including The Wall Street Journal's Label of the Moment in 1998 and the Bocconi Institute's Best Italian Company of the Year in 1996. (Hitesh Bhasin, 2023)
People:
Diesel understands the value of offering outstanding client experiences. Diesel invests in employees with a strong work ethic who represent the brand's rebellious and client-focused mentality. Customers who visit Diesel stores are immersed in a setting that captures the essence of the brand through distinctive store designs, interactive displays, and fun experiences. In order to strengthen the bond between its customers and the brand, Diesel works to engender a sense of belonging and authenticity.
Process:
Diesel has self-service strategy as well as consultants to attend the customers and provide best customer service. They have some visible services such as Store Ambiance, Visual Merchandise, Offers and discounts, Replacements and invisible services such as customer services, after sale services, customer experience, etc.
Physical Evidence:
[image: Diesel unveils its second concept store in London - Retail Gazette]Diesel stores are easily recognized by their distinctive Red and Black color scheme and their roomy showrooms, which allow customers to view the merchandise in a natural setting. Sustainable resources are used in all of the company's products, and it places a strong focus on environmental responsibility. Diesel has more than 5000 Point of sales over 80 countries including United Kingdom and India.

Diesel Retail Outlet, London (Source- Retail Gazette)
[image: Diesel, Phoenix Market City, Kurla, Mumbai | WhatsHot Mumbai]
Diesel Retail Outlet, Phoenix Market City, Mumbai (Source- Whatshot.in)
According to Smartscrapers, there ate total 19 Diesel outlets in the United Kingdom out of which 18 stores are located in England and 1 is located in Scotland. Also, Diesel has 11 retail stores in India in the megacities of India.
[image: C:\Users\Lenovo\OneDrive\Pictures\Screenshots\Screenshot (175).png]
Diesel Website (Diesel.uk)
The inventive and rebellious brand character of Diesel is exemplified through its branding and marketing tactics. By embracing a provocative brand image, developing effective marketing campaigns, utilizing influencer partnerships, engaging customers through digital platforms, curating immersive retail experiences, and engaging in collaborations, Diesel effectively communicates its ethos of individuality and challenges conventional fashion norms. By engaging its target audience with innovative marketing strategies, Diesel maintains its position as a fashion brand that values rebellion, individuality, and self-expression.


Directional Development Strategy:
A company's directional strategy is the game plan, purpose, or directive it chooses and puts into action to expand its customer base, boost earnings, and achieve its goals. A directional strategy is the cornerstone of every business aiming for expansion and profitability.
The management of the company is referred to as a directional strategy. A directed strategy gives the company greater tools to accomplish its aims and objectives. The leader's ability to think critically and analyze information is crucial to developing a directional plan that will help the company survive and thrive. (Sydney Finkelstein, 2021)

[image: The Ansoff Model [Marketing strategy matrix] | Smart Insights]Ansoff Matrix
Ansoff Matrix (Source: Smart Insights)

Market Penetration Strategy
When a corporation sees an opportunity to enhance its market share in its existing industry, it will implement a market penetration strategy. In the present atmosphere, it combines a sales-driven strategy. Increased sales touch points, direct customer interaction, a better dealer network, higher customer lifetime value, bigger basket share of total customer spending, and other strategies can all be used to boost market penetration. The Ansoff Matrix is a tool for studying competitive strategy. Leaders at Diesel may use the Ansoff Matrix to understand market penetration, market development, product development, and product diversification approaches that Diesel may employ to generate better sustainable earnings. Diesel in India and United Kingdom have the strategy that they change the collection every season and they always come up with new one, So in India they generally have sales such as Luxury Festival Sale, Clearance sale and Festival sales such as Diwali Festival Sale, Summer sale, etc. wherein Diesel in United Kingdom also have sale on the same products but combo sales, black Friday sale, British Summer sale, New Year sale, etc.

Market Development Strategy
Diesel must pursue a market development plan in order to grow the markets and distribution channels for its current products. This might include entering new domestic or foreign markets, collaborating with complementary firms to increase sales of current goods, and so on. Diesel's construction of additional storefronts in a few locations in India and the UK to allow clients in new areas to use its products is one of the most well-known examples of market development. Diesel in India and United Kingdom could try to have their products and services available in different cities such as Jaipur, Chennai, Pune, Nagpur, Indore etc. in India and Cambridge, Oxford, Edinburgh, Belfast, Aberdeen, etc. in the United Kingdom. 

Product Development
Diesel product development is generating new things for the market or implementing new features into existing products. Diesel's invention of new torn jeans, Unisex clothes, a range of new fashion items, and so on in India and the United Kingdom is a well-known example of how the corporation employs product development strategies.  Although the firm continues to create new versions of the things to target the current market, the product's users and marketplaces remain mostly unchanged. In Indian market, considering the climate factor, Diesel has more variety of clothes of summer wear than the winter wear whereas UK is a cold country and residents uses more of hoodies and jackets so they have variety of winter collection in here and limited summer collection.

Diversification
Diesel may use diversification tactics when both the product and the market are new to the organization. A diversification strategy is used when a brand finds an opportunity, whether in a connected or wholly unrelated industry. Consider Diesel's foray into the home décor industry with Diesel Homes. Though this approach is new in both India and the United Kingdom, the firm had to design a whole different distribution and revenue model from the one it used to conduct business with Brand Productivity because both the product and the consumer sector were unfamiliar to it. (Vadim Grigorian, Pierre Chandon, 2018). In next couple of years, Diesel may be expected to come up with more ideas for diversification in India and United Kingdom with low cost products to focus mass market in India and special Diesel kids outlets focusing kids with some toys and playing area inside the store.



[image: Product Life Cycle: The Beginners Guide (Updated 2023)]Product Life Cycle Model
Product Life Cycle Model (Source: Qualtrics)

[bookmark: _GoBack]The product life cycle is a valuable administrative tool for understanding the many stages that a product goes through. It displays the route that a product takes from its launch until its discontinuation. Diesel is currently at growth and maturity phase as they have stable business and still they are offering new products to its customers. 
Introduction: Diesel started its brand by introducing torn jeans which was then became popular with the idea of Diesel and came into the trend in fashion industry. 
Growth: As Diesel started to get popular with the styles and jeans, they started focusing on new markets and new products and that’s how they came into global business and international market. Diesel started to have its loyal customers and strong brand image.
Defense strategy for Diesel in the Growth stage:
Diesel could adapt Global Market Expansion Strategy in order to get more customers and gain more profit.
· Addition of products and services in the portfolio
· Launching current products and services in different countries where Diesel is yet to enter in the market.
· Adapting the existing products and services for wider applications in India and UK.
· Reducing cost of production and trying to reduce the buying power of supplier.
Maturity: Sales growth at this point slows as the product achieves the peak of market acceptability. Diesel prioritizes retaining its present customer and works to increase client loyalty through special offers, promotional events, and discounts. Also they started to collaborate and start family branding as a part of company engagement and growth leading to protect strong brand image.
Decline: It is possible that Diesel could enter in decline phase and start to lose its business. But the team and deep knowledge of global business market is keeping the brand away from this stage. They are continuously focusing on market development along with product development and also they are into diversification as they are also entering into home décor which would eventually be helpful for the brand to be in growth and maturity phase. 




Recommendations:

· Focusing on Emerging Markets: Diesel should prioritise entering these markets where there is a growing need for stylish yet affordable home items. Because of their enormous populations and expanding middle class, countries like India, China, the USA, the UK, and Brazil should be the emphasis of 	Diesel’s international marketing strategy.
· Diesel has to improve its website and mobile application in order to provide clients a seamless online buying experience. Diesel will also be able to expand its market share and reach more people by doing this.
· Diesel should continue to invest in environmentally friendly and sustainable supply chain and operational practises. In addition to enhancing the brand's reputation, this will attract customers who are concerned about sustainability and social responsibility.
· In order to remain competitive, Diesel has to engage in innovation to produce new products that cater to the shifting needs and preferences of its customers. This may mean developing practical and clever clothing as well as incorporating cutting-edge technology into its products.
[image: TOWS matrix can be defined as a framework to create, compare, decide and  access business strategies 20176538 Vector Art at Vecteezy]TOWS Framework

TOWS Framework (Source: Vecteezy)
Based on SWOT Analysis of Diesel
TOWS Techniques to be used:
Opportunities to Strengths (SO): This research focuses on the strategies an organization may employ to capitalize on market opportunities by playing to its advantages. Diesel has already its strong brand image and loyal customer base, but they can attract more by having more loyalty programs.
Strengths to Threats (ST): This research looks at how risks to a company's operations may be reduced or eliminated, and in certain situations, how threats can be turned into opportunities. In the competitive market, Diesel has lots of competitive brands that are having strong customer base and brand image.
Weaknesses to Opportunities (WO): This study looks at how an organization might improve its shortcomings by seizing opportunities. Diesel is focusing only on a particular group of cliental who can afford to buy the premium products which leads to ignore the fact that they are neglecting rest of the group who are interested to buy but due to financial crises they are unable to purchase the products.
Weaknesses to threats (WT): This study demonstrates how flaws inside an organization may contribute to, foster, or strengthen risks to the enterprise. Diesel could diversify or have range branding in order to focus of mass market than just focusing on limited group.


Conclusion:
This report provides a summary of Diesel's foreign marketing activities and plans. Several techniques and frameworks, such as PESTEL analysis, Porter's Five Forces, STP, and Ansoff matrix, have been used to analyze how Diesel established its global presence and competitive position. As we've seen, Diesel's success is largely due to its capacity to adapt to regional markets while maintaining its own brand identity and corporate culture. Customers from all around the world have complimented the company for its distinctive product designs, affordable prices, and ecologically responsible business practices.
Diesel has also shown a commitment to Omni channel retailing, digital transformation, and e-commerce, all of which have assisted the company in reaching more consumers and growing its market share. The critical analysis of Diesel in India and United Kingdom has given us brief India about Diesel’s marketing strategies, development keys and strong brand image. India has always been a country where in residents spend money wisely and thoughtful, even in this market Diesel has owned strong brand image despite of having premium prices of their products.
Diesel, one of the most popular and premium fashion and clothing brand focusing on to remain a strong brand image in the market. Diesel can definitely be successful with their objectives, brand values and International marketing strategies during every season. Diesel's marketing strategies are currently focused on lifestyle, business, and fashion products. To enhance and attract more sales, they may expand this to include their entire fashion inventory, not just Jeans or Jackets. Diesel must retain its strong leadership position in unique Diesel Jeans technology since uniqueness and fashion is the company's primary marketing strategy.
Beyond their immediate business, Diesel has other obligations. To produce the finest quality Diesel products, they collaborate with a worldwide network of suppliers, and they are dedicated to increasing transparency and supporting the highest social and environmental standards across the whole Diesel supply chain. Every supplier is a part of the larger Diesel family, therefore they look for collaborators who share their values and are dedicated to enhancing the quality of life for employees by providing secure and equitable workplaces. Diesel works with NGOs, peers, and local stakeholders to address these difficulties and to support the development of a resilient supply chain that prioritises people and the environment. Collaborating with a worldwide network of suppliers can create problems. (Diesel UK)
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