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1. Process and stages of marketing.  
Marketing:
According to the University of California (2015), Marketing is the process of producing, communicating, and delivering value to customers and managing customer relationships, for the purpose of selling products or services. The business always needs to follow some production processes and stages in their marketing functions. In this situation, the marketing team of the Superdry also need to completely follow different processes and stages of marketing (Rowley, 2016). When an organisation properly follows various marketing processes and stages, then it will be able to gain positive results from their marketing functions. Some major processes and stages of marketing has been discussed below including the role of the marketing mix.

Situational Analysis:
This is the first stage within the marketing process where the marketing team of Superdry is responsible to analyse different situations on the market. This is a very important stage, because when a business is fully aware what is happening on the market, then it will be able to systematically employ its various marketing campaigns. Currently, there are various innovative tools available to the company which can support it in analysing different situations on the market such as PESTLE and SWOT analysis. These two tools are very helpful in terms of giving information about various external and internal factors of the business environment. In this stage of situational analysis, the top-level management of Superdry has given special instructions to its marketing department to use these analytical tools in their marketing activities. When the marketing team of the company employs PESTLE and SWOT analysis in the workplace, then Superdry can easily analyse the different situations on the market.
SWOT Analysis
SWOT Analysis is helping the management to identify its major internal factors of the business environment. It includes four factors which has been discussed below:


Strengths: Currently the company has an effective position in the UK’s fashion industry. Its research and development department is very active in its job role and it is always looking for innovations by creating attractive clothes with different design.
Weaknesses: Sometimes the top-level management of the company is making decisions which are influencing negatively the company’s existing business operations. That is why the management should improve its decision-making.
Opportunities: Currently Superdry has a great opportunity to attract lots of new customers by implementing the digital marketing strategy. With the help of this strategy, the company will be able to present its successful brand image in the UK’s fashion industry.
Threats: Day by increasing market competition within the fashion industry is one of the main threats to Superdry.
PESTLE analysis:

Political factors: Political factors can influence Superdry in many ways. For example, if the local government decides to announce changes in the taxation legislation this could have a crucial impact for the business like increasing the prices. 

Economic factors: Superdry can take huge advantages from the economic factors because the UK has well-developed economic system which encourages companies to develop and make business.

Social factors: The social factors in the UK are in favour of Superdry because the local people like to buy clothes with good quality and design which means good profit for the company (Clayton, Yeung and Cohen Kadosh, 2018). 

Technological factors: The technological factors in the UK allows the company to improve its performance in the market by implementing various technologies within business operations.

Legal factors: These factors can also influence the company, because the management always needs to follow all laws which has passed by the UK Parliament that affects the business environment.

Environmental factors: Environmental factors has high influenced on Superdry as a company because the management must avoid activities in its business operations that could harm animals or have negative impact to the natural environment.

Marketing Strategy
After the creation of a marketing situational analysis, the marketing manager of Superdry should employ an appropriate marketing strategy for their different marketing activities. The selection of the right strategy is a very important task for the marketing team. When a business is using an effective marketing strategy then it will be able to achieve good results in the different market segments. Basically, in this stage the marketing team can start using STP (segmentation, targeting, positioning) marketing strategy in their daily operations, because by using it the company will know what are the actual demands and needs of their customers (Fagerstrømand et.al., 2019). 
Superdry is a fashion brand, in which STP strategy could play an important role. The reason is because clothing trends and fashion are continuously changing within the market. In this situation, the company can properly understand the existing attitude and wants of their customers by implementing the STP marketing strategy in their existing marketing operations. In this stage, the marketing team of Superdry should divide its whole market into smaller marketing segments. For example, the company can target their customers based on their age, income or ethnicity. Lastly, the marketing team of Superdry should use some productive advertising tools, such as social medias, radio programmes, sponsorships, banners. 

Marketing Mix
This is the third most important stage in the marketing activities of the company. In this stage, the marketing department should use the marketing mix strategy in the workplace. This is a very productive marketing technique which is being used by almost all businesses to gain an effective return to the market segments. Marketing mix strategy involves seven Ps which will guide the marketing team of the company to gain positive results. These seven Ps are: product, price, place, promotion, people, process and physical evidence. In this situation, the company should follow carefully the concept of the seven Ps. For example, Superdry needs to select an appropriate product to launch it in the selected market segments (Nikolaeva, Dudik and Lages, 2017). After choosing a product, the company should set a favourable or customer-friendly price for that particular product in order to attract new customers towards the brand. After product and price selection, Superdry needs to choose favourable marketplaces for launching its selected products. While launching their product, the promotion aspect of the marketing mix will play a significant role to Superdry. At the end, the management of the company should focus on implementing the rest of the 7 P’s from the marketing mix in their operations which are: people, process and physical evidence. The marketing mix strategy will give the company the opportunity to boost their brand image in the different market segments.

Monitoring and Controlling
The marketing manager of the company is responsible to monitor and control all of the marketing operations. On the other hand, the top-level management of Superdry is responsible for supervising all the functions of the marketing department. During this stage, the role of the marketing manager is very important because he should give clear instructions to his or her employees. He or she is responsible for keeping the performance of all of his or her employees on a high level in order to achieve the targets set by the senior management of the company. In order to analyse the performance of the marketing team the marketing manager can use the key performance indicator (KIP) tool (Konnikovand et.al., 2017). 


2.The role of marketing in creating value for customers.
Marketing is defined as the concept used by organisations to analyse the attitude and needs of their customers so that they can make the right decisions in order to increase sales and profit. Superdry is using different marketing strategies to ensure that it can provide high quality services to its customers and in this way to increase the sales and profits and help the organisation to withstand the competitive business environment. For example, social media and e-mail marketing are being used by Superdry to increase the interaction with their customers and build a positive relationship with them. 
In order to make services more satisfactory and productive the organisation is using branding. Branding is defined as the way to create and maintain an image of the products and services of the company among their customers so that they can differentiate Superdry from its competitors. A strong brand image helps the customers to make purchase decisions easier. When customers have an association with a strong brand along with a product satisfaction it gives them a sense of unique experience and loyalty. In order to retain customers long-term and to create strong brand value on the market Superdry is using appropriate marketing practises. For the long-term growth, it is vital for the company to increase the different customer segments and to retain them. In order to achieve that, the organisation is using various strategies (Fagerstrømand et.al., 2019). For example, by using the Ansoff matrix for product development Superdry develops new products which meet customer expectations and needs. 
On the other hand, by using relationship marketing tactics such as feedback, loyalty schemes, social media and email marketing the company can apply market penetration strategies. Using these approaches the organisation can increase its customers in the existing market. It is not possible for Superdry to gain customer satisfaction and empowerment without using marketing tactics. Marketing processes not only help the organisation to gain competitive advantage but are also valuable in identifying the choices of customers and integrate innovative services and products. The lack of effective marketing analysis and strategies could lead to a great challenge for Superdry to deliver quality products as per the demands of their customers. 
[bookmark: _Toc38444636]The long-term customer retention is helpful for strengthening the brand value and which is essential for the success of Superdry. By using market analysis, the organisation is able to create a vision of how to attract potential future customers and take advantage of the growth opportunities that occur. In this way, by achieving higher market share and strong brand image the company demonstrates an effective approach to attract potential customers and maintain the customer loyalty (Wang, 2018). For gaining the trust of their customers it is important for Superdry to operate by putting itself in the shoes of their customers. In this way the company will ensure that the customers are receiving the desired products and services and their issues are resolved quickly.
3.Engagement and impact of stakeholders on marketing activities.
Stakeholders are defined as the individuals or groups or organisations which are either affected by or which can affect the strategies, decisions and policies of the organisation. Since the stakeholders have a direct impact on the decision-making process the marketing activities are greatly influenced by them. Marketing activities are implemented and designed in such a way that can meet the needs and the expectations of the different business stakeholders. Stakeholders can be classified as internal or external: 
Internal stakeholders are defined as the individuals or groups of individuals who are part of the business environment within the company and normally have a direct impact of the decision-making process (Constantinides and et.al., 2016). The internal stakeholders include employees, investors, board of directors and managers. These stakeholders are having more direct communication such as e-mails, face to face conversations, group discussions or report analysis. Most of these stakeholders are highly participative and can agree to take over any of the decisions. For example, in order to make a successful marketing campaign Superdry must have an approval from its managers, investors and board of directors so that the marketing activities can be carried out without any operational challenges. 
External stakeholders are defined as the individuals or group of individuals which can affect business decisions but are not directly involved in the company’s business environment. External stakeholders may not have direct involvement, but they are also directly affected by the organisational performance. Suppliers, customers and competitors of the organisation are classified as external stakeholders (Bakker, 2018). Apart from the internal stakeholders, it is also necessary for Superdry to communicate with the external stakeholders. Normally that type of communication is limited or indirect. If the company desires to interact or understand their customers the organisation can use various methods such as social media, e-mails, surveys or market analysis or observation of the customer purchasing behaviour. 
Since the range of external stakeholders is too large it is possible that Superdry may not be able to respond to each and every customer or external stakeholder. Further though most of the organisational decisions related to marketing are taken by internal stakeholders. However, it is strongly emphasised that such decisions are accepted by external stakeholders as well. After all the profitability of the business is also affected by the support from these external stakeholders. Therefore, all decisions such as marketing approaches, expansion plans and implementation strategies are based upon the needs of the external stakeholders (Wang, 2018). For this purpose, Superdry regularly analyse the needs of external stakeholders and their response towards the marketing campaign.

TASK 1B

Communication is defined as the process of exchanging information between two or more than two participants. Superdry must use effective communication strategies for informing its customers and other stakeholders about the business processes and services of the organisation. Further communication is helping the organisation to understand the consumer perspective which is vital for the marketing of the company’s products and services (Khan, Rehmani and Mubushar, 2016). There are different types of communication models, however in the digital era Superdry mainly uses interactive communication model. By using this model, the organisation interacts with its stakeholders in a two-way communication channel. 
Along with the marketing approaches Superdry is ensuring that it will receive suitable feedbacks from the receivers so that all necessary improvements are going to be made. One of the advantages of using this model is that it allows the company not only to deliver successfully its message to the targeted group, but also to get a response from the receivers. (Ghotbifar, Marjani and Ramazani, 2017). Therefore, the organisation has the chance to improve its services or marketing strategies if it is not satisfied with the feedback received from its customers or other stakeholders. 
[image: ]
Figure 1: Interactive model of communication
(Source: Bajracharya, 2018)

Superdry is extensively using the concept of integrated marketing communication (IMC) which is one of the popular approaches to establish integration and coordination among its different communication channels. By using the IMC approach, the company has more efficient and secure communication with its diverse stakeholders. The coordination between multiple communication channels is necessary for Superdry to improve the efficiency of its marketing campaign. For implementing IMC approach, the company uses various promotional technologies to attract customers. Some of the most common techniques used by the organisation are blog posts, social media, websites and e-mail marketing. 
The company’s website is one of the most common and effective media for the customers to interact with the company. Superdry has all necessary and promotional information on its websites which makes it easily accessible for its customers. However, websites may not provide personalised communication experience, and this may give limited interactions and understanding of the customer behaviour (Mensa-Wilmot and et.al., 2018). In addition, they are costly and hard to maintain. 
Another promotional method used by the company is a blog post and the social media. Most of the targeted customers consider these blog posts and event descriptions on the social media as a crucial element to promote the marketing campaign. The feedback and reviews provided on these medias is highly efficient in terms of attracting people towards the company. In addition to the huge benefits, these promotional strategies are also characterised by some drawbacks. (Collins and et.al., 2019) For example, some people may have negative experience which is against the goodwill of the company. However, people usually do not have validity check of this information and they directly develop a negative perspective about the organisation which can lead to failure of the marketing campaign. 

Conclusion
It is very important for a company to communicate with its customers. In this way companies like Superdry can understand what are the needs and wants of their customers. By doing that the company can measure the satisfaction level of the products it is offering on the market. In case the satisfactory level is not enough, Superdry can always develop a strategy that can improve their results.    
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