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[bookmark: _Toc69156211]Executive Summary

This individual essay is written with the aim of discussing and evaluating the processes and stages of marketing, followed by a critical analysis of the marketing mix. To support the discussion Avon – the successful and revolutionary beauty company will be used as an example. 

[bookmark: _Toc69156212]Introduction

According to Kotler (2014) marketing can be defined as set of activities in order to make profit. The activities involve exploring, creating and delivering value to the target market by satisfying their needs.  Traditionally marketing can also be defined as the way an organisation communicates and gets engaged with its targeted audience with the aim of conveying the value of the firm’s products and services and ultimately sell them. Unsatisfied desires and needs are identified by marketing and is pinpointing for a company which segments could be capable of serving the best. Marketing is most commonly defined as a planning and executive process of the products and services’ prices, promotion and distribution in order satisfy the individuals’ needs and meet the objectives of the organisation with the help of the marketing mix. The marketing mix consist of 4Ps, such as price, promotion, place and product.  (Editorial Team 2019)
Kotler (2014) stressed the importance of the marketing process, which consist of 4 main elements, such as strategic marketing analysis, marketing-mix (4Ps or 7Ps), marketing implementation and control.  As Figure 1 below indicates, the basic marketing process is made up of 5 steps, such as understanding the marketplace itself and identifying what the customers’ needs are, customer-driven marketing strategy designing, to deliver a superior value an integrated marketing program should be constructed, then relationships should be built with the customers and then the focus must be on creating profits and customer equity by capturing the value from the consumers. 

Figure 1: Marketing Process by Kotler
[image: Marketing segmentation﻿ - My learning reflection of marketing concepts]
Kotler (2012)

Figure 2: 5 steps of Marketing Process by iEduNote
[image: Marketing Process: 5 Steps of Marketing Process]
iEduNote.com (2021)

[bookmark: _Toc69156213]About Avon
For this essay, Avon, one of the leaders of the cosmetics industry was chosen. Avon is well-know international company which operates in the direct sales system. The founder H.McConnel, often describes as a champion of women built up a game-changer multi-level marketing firm, which operates in a pyramid sales system. The beauty company’s products are ranging from make-up to perfumes and jewellery. Initially the targeted market was women only, though throughout the years the company expanded its products range and it offers variety of products for men and children, too. (Avon, 2021)
The founder did not create a simply beauty firm. He built a radical business model by recruiting a team of women sales representatives and gave them economic freedom. In the follow, Avon will be used as an example to discuss the stages and processes of marketing. 

[bookmark: _Toc69156214]Discussion
According to Cohen (2019) marketing process can be defined as set of activities that are essential for the firms to follow through in order to respond the needs of the consumers. 
Figure 3: Stages/activities of marketing process


[image: ]
(own elaboration, 2021)


As above figure indicates, firms should start their strategic planning by conducting a situational analysis which can be defined as a detailed review. Internal and external factors may have significant impact on a firm’s success or failure. In order to enable managers to make decisions of what strategy should be implemented to meet the business objectives, both internal and external factors and environment should be analysed. (Lancaster et al, 2002) 
According to Kotler (2014) as part of a situational analysis, firms are encouraged to use SWOT, PESTLE and Porter’s 5 forces model as tools to get a detailed picture of the environment. 

SWOT analysis is a tool that can be used by firms to analyse position of the company in the business environment by looking at the strengths and weaknesses as part of the internal environment and the opportunities and threats may arise from the external environment. (Worthington, 2018)
Figure 4:
[image: ]
(Hammar, 2019)
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Strengths:
· Strong brand-awareness, well-known brand
· Presence in numerous countries
· Unique structure, multi-level marketing firm, which attracts employees who have hunger for success
· Strong training system, highly qualified workforce
· Efficient online-booking-system
· The firm is innovative: new products and catalogue in every 3 weeks
· Wide range of products – wide brand portfolio 
(Avon, 2021)
Weaknesses:
· Inefficient assembly line
· Product distribution – couriers do not fully cover the area in certain countries 
· The profitability ratio and net contribution % are lower than the industry average 
· Lack of cash-flow often results situations when the firm has to borrow money

Opportunities:
· Avon’s online platform: may give better opportunities to analyse the consumers’ demands through the available data
· E-commerce channels, social media networks, influencers can be used more effectively to increase the sales volume and market share
· Digital media tools can be used to reach wider audience, advertise on lower costs and interact with consumers to strengthen the loyal consumer base
· New technologies, new product segments, e.g.: eco and bio products

Threats:
· Very highly competitive and dynamic market environment and industry
· Numerous rivals
· Avon is a multinational firm, operates in numerous countries. Liability laws vary in countries, they may change, liability claims
· The trends and preferences are changing, which may put pressure on the firm to adapt and meet the changing demands
· Current developments in the environment, e.g.: Brexit, Recession – due to Covid-19, weakening purchasing power of the targeted consumers (bbc.co.uk, 2021)

[bookmark: _Toc69156216]The Porter’s 5 Forces 
Porter’s 5 forces model can be used to analyse an industry or sector’s attractiveness. According to Michael Porter, 5 forces may have huge impact on an industry’s competitiveness. (Johnson, 2009)

Figure 5: Porter’s 5 Forces Model

[image: ]
 (Porter's Five Forces | Market Forecast, 2021)

Industry rivalry: HIGH
The beauty/cosmetics industry has grown. The market is very competitive and lead by well-know brands. Due to the nature of the business model, Avon’s biggest rival is Oriflame, which has a similar pyramid system / direct sales business model. The cosmetics indusrty is dynamic and saturated, which is lead by L’Oreal, Nivea, Amway cosmetics, Faberlic, etc. (Avon, 2021) Therefore, marketing strategies are very important. E.g.: differentiation or low-price strategy, market penetration, etc. (Hollensen, 2019)
Threat of New Entry: MEDIUM
To enter the cosmetics industry there are barriers. The governments protect the well-being and health and safety of the citizens. Therefore, to introduce a new product on the market involves high capital investments as investors and new entrepreneurs must comply with the legislations, gain the required certificates and prove that their product is healthy. Even though the demand is high for new innovative products, which may attract new entrants. New entrants can take advantages of the new technologies, digital marketing etc. (hbr.org, 2021) Regardless Avon has a large market share, new entrants are always mean threats as the market is already highly competitive. Avon uses product differentiation strategy to prevent loosing its market share. In addition to that, the switching costs for consumers may be high as Avon incentivises its loyal and returning consumers. (Avon, 2021)

Power of suppliers: Relatively low
There are numerous suppliers and the switching costs are low. While Avon must ensure high quality to stay competitive, it can easily swap a supplier to another one if the firm’s demands are not met, which reduces the power of the suppliers. Avon is a large company with large demand. Reliable suppliers are essentials. Avon has a strict code of conduct for its suppliers. In addition to that, Avon owns several other companies and factories and manufacturers its own products which lowers the bargaining power of the suppliers. (Avon, 2021)

Figure 6: Avon’s biggest suppliers
[image: ]
Power of customers: Medium to HIGH
There are too many substitutes in the market for Avon’s products, which increases the opportunities for the consumers to shift to another substitute if they are not satisfied, giving high power to them. Therefore, consumers’ preferences and demand have huge influence on Avon products’ quality and prices. Even though, Avon has been in the industry for over 100 years and built up a very strong loyal customer base. (Avon, 2021)
The threat of substitute: HIGH
The cosmetics industry is highly competitive, with wide range of brands and products. Brands can be easily replaced with another one if they do not meet their consumers’ demands. Hence, making the consumers satisfied with offering high quality, reasonable and affordable prices to the different segments and having a wide range of products are essential. (Kotler, 2014) Avon offers similar quality but slightly bit higher quality than its main competitor: Oriflame. Therefore, the risks of loyal consumers of Avon switching to the main rival’s products are relatively low. 

[bookmark: _Toc69156217]Marketing segmentation, targeting and positioning;

Segmentation:
Avon segments its consumers by demographics aids in sales growth. For example, in the US, the majority of the 850 distribution districts are in the east coast.  The firm’s wide geographic distribution area is split into 4 regions, such as North America, Latin America, Europe and the Pacific, which are sub-segmented to rural and suburban areas. The firm has a domestic presence in 143 countries worldwide, with head offices in Brazil, Russia, China and UK, in addition to the 41 countries and territories where its products are also distributed. The biggest market of Avon is the Latin American segment. (Avon, 2021)



Targeting:
Avon sells its products legal entities and to individuals, too. Avon has numerous corporate consumers who purchases Avon products to reward their stuff. While Avon used differentiated and concentrated marketing strategies in the past, its current strategy occurs to be undifferentiated as its campaigns are created for its entire audience. All of the segments sees the same message as Avon aims to appeal to a wide range of people, including children and men. Avon maintains its initial consumer base of women, however it constantly reaches out to wider audience and offers products to children and men, too. (Avon, 2021)

Positioning:
Avon is structured on its revolutionary and unique direct sales strategy which made the firm to become one of the largest cosmetics manufacturers.  It operates in the non-cyclical consumer goods sector. The majority of Avon’s consumers are female individuals which is the major segment of the firm. However, male consumers’ segment is growing. Avon is cheaper than most of its rivals, while offers relatively high quality of products. (Avon, 2021)
[image: Positioning Map - Cosmetics]
(Slideshare.net, 2021)
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Product: wide range of products, strong brand awareness, relatively high quality. The products can be divided into several ranges:
· Skincare products: e.g.: hydrating sprays, treatments, acne cream, anti-aging, cleansers, sunscreen and toners, and masks. 

[image: ][image: ]   
source: www.avon.uk.com, (2021)

· Makeup products:
[image: ][image: ]
source: www.avon.uk.com, (2021)




· Fragrance products: e.g.: Skin softeners, roll-on deodorant, splash, spray, and fine fragrances.
[image: ][image: ]
Retrieved from: www.avon.uk.com (2021)

Avon modernised the way it communicates with its network of representatives, which is the central element of the firm’s transformation strategy. Avon pioneered the social selling tradition and uses the right mixture of communication techniques of the consumer goods company. (Avon, 2021)

Price: Avon sets its prices based on the competitors’ prices. The firm’s pricing policies are varying and it is depending on product category and on the target market which the product is offered to. For example, for the premium market Avon adopts modern pricing policy. In Eastern European countries, for example in Romania or in Hungary medium pricing strategy is adopted for those products which are manufactured and sold locally. In India, a competitive prices strategy is implemented. Avon products’ prices are set to be affordable compared to the biggest competitors’ prices such as L’Oreal, Sunsilk, etc. In general Avon’s prices are set to show an image of “affordable and medium-priced brand” as the mass market is aimed to be catered. (Avon, 2021)



 Promotion: Avon uses a mixture of the advertising channels. It broadcasts commercials on television but uses digital media, too.  
Avon uses celebrities and influencers in some of its campaigns and commercials. E.g.: Salma Hayek, Lucy Hale, Ashley Greene. They guarantee the credibility and trust of those products and also a guarantee of quality. (Avon, 2011)
[image: ][image: ]
Source: www.avon.uk.com (2021)
Avon foundation which focused on three main areas was founded in 1955. Avon supports the fight against breast cancer, domestic violence and disaster assistance, too. These campaigns significantly contribute towards increasing the brand awareness of Avon world-wide. (Avon, 20210
[image: ]
Source: www.avon.uk.com (2021)

Place: Avon is an international organisation which stated its operation in the US. Currently headquarters in London, UK. Avon does not sell its products in physical stores and outlets, though it is distributing and selling its products through sales representatives in over hundred countries. (Avon, 2021)

[bookmark: _Toc69156219]Conclusion

As per the above analysis, Avon’s success can be thanked for its effective marketing strategy. Avon’s marketing mix elements fulfil its mission and contributes towards to achieving its objectives, ensuring an upward evolution. The firm operates in a very highly competitive industry and is tackling the challenges. Even though due to the identified threats and based on the weaknesses, Avon Inc should adopt and combine different strategies to sustain growth and profitability. For example growth and differentiation strategy in addition to active, high demand and offensive strategy to increase its market share. 
Lastly, Avon should take advantages of the developing technology, strengthen its distribution channels and decrease the time that elapses from the representatives place their orders until they actually get delivered. 
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