Marketing Fundamentals  
                                                        LCBB4004

                  Marketing Fundamentals Analysis and Evaluation 

Tushara Balendran

Student Ligia Neacsu 1905215  


Contents
Task 1A: Essay	3
Introduction	3
Processes and stages of marketing	3
Role of marketing in creating value	5
A stakeholder analysis of Guess	7
Conclusion:	8
Task 1B: Reflection:	9
References	11



[bookmark: _Toc39957852]Task 1A: Essay
An essay on Guess: the trend-setter in fast fashion retail of America

[bookmark: _Toc39957853]Introduction
Guess is an American fashion brand expertise on apparels, accessories, and shoes, it is prominent for the premium products. The brand has started its journey back in 1981 and positioned itself as a trendsetter in the fast fashion industry of America within this short period as demonstrated by Karlsson and Ramasar, (2020). The following section is going to highlight the role of marketing practices on the success of the organization illustrating its marketing process, marketing mix, and conducting market audit. The role of marketing in value creation practices will also be justified with the value chain model and a thorough assessment of the stakeholder analysis is going to be performed to understand their role in organizational success. 
[bookmark: _Toc39957854]Processes and stages of marketing 
Marketing process of Guess
Kotler, et al. (2019) defined that the marketing process starts with the creation of value for the target market and ends up meeting the organizational objective of capturing value from them in return. The marketing process of Guess has started with the understanding of the customer need conducting market research; it is serving the premium customers of the USA initially and later on the whole world as described by Kotler and Keller, (2019). Wood and Costello, (2019) mentioned that luxury apparel market size in the USA is valued $68.15 billion with 3.8% growth rate reflecting the lucrativeness of the target market of Guess. The brand has designed the marketing program considering its competency in designing the luxury apparel and meeting the customer's requirement of the uniqueness, quality, and consistent update of the designs along with presenting its premium value with appropriate pricing and communication strategy as illustrated by Keegan, (2019). With the loyalty program and sustainability program, Guess is successfully handing the brand community and the stakeholders of the brand that have a direct impact on its growth rate in the market as illustrated by Guiltinan, et al. (2019).  

Role of marketing environment: (PESTLE)
[bookmark: _Hlk39906587]While conducting operations being closed to the target market, Guess has to consider the effect of internal and external factors in the marketing environment as they shape the marketing program of the organization as defined by Karlsson and Ramasar, (2020). Zhou (2019) mentioned that the political clash of Trump with China and other countries are hindering the American brands while operating in those rival countries with more custom duty bearing the effect of targeted animosity. The constant growth of the country’s GDP by 2.9% is accelerating the potential success of the brand in the domestic market. 32.65% of the American population belongs to medium to higher income strata who are serving with the luxury apparels of Guess as described by Kumar, et al. (2019). According to Silva, et al. (2020), 85.28% of the total population of the USA are engaged with internet and 86% of them are using any sorts of social media platforms boosting the e-commerce sales of Guess over 35%. The legal bodies of the country are imposing strict regulations for this premium brand in using animal skin, wool, and other parts as raw materials. 
SWOT analysis
The brand has positioned itself in the market as a trendsetter with its responsible sourcing, outstanding design, alliance with the prominent designer, and acquired a .56% market share of the US apparel industry as reported by Karlsson and Ramasar, (2020). The higher operational cost of the brand to conduct ethical business and responsible marketing has resulted in the negative growth of net income in 2019 by 8.79%. The luxury apparel brands of America are enjoying a higher demand in the global market especially in the booming economies like India; as a part of the global expansion program, the brand can directly expand operation there as per the demonstration of Schmit, et al. (2019). The fiercely competitive market is demining the organizational strength in creative and outstanding success in trend-setting as opined by Doole, and Lowe, (2019). 
Role of marketing mix
Guess aims at being a world-wide fashion leader and designed the products considering the global standard and its mission to be the trendsetter and designed marketing mix program accordingly. The brand has focused on product quality and uniqueness in this respect as discussed by Graham, (2019). Hutt and Speh, (2019) opined that Guess has entered into the market with the price skimming strategy and now conducting the operation with the premium pricing strategy to reflect the price and quality relationship. It is conducting the operation in the USA with 513 stores and globally with its online presence as delineated by Hollensen, (2019). The unconventional digital marketing strategy and the mix of the traditional marketing strategy of advertising and public relation practices have assisted to gain the expected position in the consumer’s mind. With the integration of mass customization opportunity and the augmented reality in the stores of Guess has boosted the customer experience by 36%. Almost 14,700 dedicated and creative people are working for Guess with the team effort to create new taste among the target market. 
[bookmark: _Toc39957855]Role of marketing in creating value
[bookmark: _Hlk39907086][bookmark: _Hlk39907074]Marketing is considered the boundary spanner of the organization connecting the external stakeholders with the organization to meet the organizational objectives as per the illustration of Kotler, (2019). The multinational organization is emphasizing on the competency in communicating and managing the profitable relationship with the stakeholders as the strongest competitive advantages rely upon outside the organization as delineated by Hutt and Speh, (2019). Guess is creating value for their customers with lavish goods reflecting the personality of the individual and his or her social status. Graham, (2019) delineated that the value chain analysis introduced by Porter’s contributed to the thorough assessment of the value created by the organization for its target through different stages and layers of business practices. 
Primary activities of value chain
[bookmark: _Hlk39907012][bookmark: _Hlk39906992][bookmark: _Hlk39907059]Guess is concerned about managing responsible sourcing of the raw materials from the trusted sources using the vendor management inventory system maintaining the strict code of standard as demonstrated by Karlsson and Ramasar, (2020). Silva, et al. (2020) illustrated that the operational efficiency of the brand relies on the creative section that is dedicated to creating a unique design for the world setting new trend involving the consumers in the process too. The lean manufactory strategy is followed in this respect for the continuous product development process. The brand is using its specialized showroom to distribute the goods to the target market using the just-in-time delivery strategy minimizing the lost sale rate as well as the low cost of inventory management as denoted by Kumar, et al. (2019). Doole, and Lowe, (2019) mentioned that the integration of the brand community in the electronic word of mouth communication program has boosted up its success in creating a strong brand image among the target population. 37% of the marketing budget of Guess is spent on digital marketing. The integrated communication mix of Guess has successfully obtained almost .5% market share of the luxury apparel being one of the aspirational brands for generation Z. The after-marketing services of Guess includes managing the brand community with regular communication handling customer complaints strategically and reminding the current consumers about the further plan and current public relation practices to sustain the goodwill boosting the lead generation process as demonstrated by Hutt and Speh, (2019).
Secondary activities of Guess value chain:
[bookmark: _Hlk39906842]The secondary activities of Guess include it real-time procurement process that is controlled by the suppliers with the electronic data interchange system improving the quality of the materials and efficiency of the replenishment process as per the illustration of Guiltinan, et al. (2019). Guess believes that the employees of the organizations are their major asset in enhancing the ultimate profit margin considering a service-profit relationship. Therefore, the brand has designed a lucrative employee benefits scheme that attracts talents to flourish their idea and expertise as well as a secured job with dignity with the employee development program. The performance-based assessment has assured the establishment of equal employment opportunity in a highly diverse and inclusive workforce of Guess as illustrated by Karlsson and Ramasar, (2020). The infrastructure of the stores and the production unit of the brand complies with the legal regulations as well as the brand value designing the interior in a customer-friendly way enhancing the customer in-store experience. Silva, et al. (2020) opined that Guess has integrated modern technologies automating the service delivery process minimizing the lead time obtaining proficiency in queue management. The involvement of artificial intelligence in serving the consumers and solving the customer problems eradicates the pressure of the problematic customers from the employees and help them to concentrate on their core responsibilities as explained by Kumar, et al. (2019). 





[bookmark: _Toc39957856]A stakeholder analysis of Guess
[bookmark: _Hlk39906659][bookmark: _Hlk39906694]Kotler, et al. (2019) illustrated that the stakeholders are the parties that are directly or indirectly affected by the organization in their economic condition. The brand has to concentrate on managing the stakeholders proficiently considering their power and interest ratio on the organizational practices and design the program differently for each of them boosting the operational efficiency as per the discussion of Kotler and Keller, (2019). 
[bookmark: _Hlk39906830]Mendelow’s stakeholder matrix of Guess
[bookmark: _Hlk39907111]Keegan, (2019) opined that Mendelow has designed a power and interest matrix of the stakeholders of an organization suggesting an appropriate strategy for each of them identifying latent, promoters, apathetic, and defender. The key players or the promoters of Guess are its brand community who have a direct interest in the growth and success of the organization and take part in the decision-making process of the brand. The organization has to manage them concentratedly designing the marketing mix in a customer-oriented manner as they are the key players of the organization.  The latent driver of the organization is the employees who are dedicatedly working for the brand providing huge effort to satisfy the target market with personalized experience within the company policy as demonstrated by Guiltinan, et al. (2019). The organization has to keep them satisfied as they are the actual revenue generator of the organization. The shareholders are apathetic of the Guess who should be informed about the move of the brand and assure that their interest is in consideration of the marketing program serving them with the constant dividend disbursement with certain growth as per the illustration of Hollensen, (2019). The legislative bodies of the USA should be managed by Guess with minimal effort as they have to comply with the regulations to be the lucrative employer already. 
[bookmark: _Hlk39907044]The consumers of Guess are the major concern of the brand as they are the revenue generator of the brand and it has successfully obtained 37% customer retention rate with the brand inclination trend among the targeted generation as reported by Karlsson and Ramasar, (2020). The brand is assuring their participant in designing the products as well as the marketing program with the interactive and integrated marketing communication process of the organization as per the discussion of Silva, et al. (2020). The lucrative employee-oriented benefit scheme is designed in a way to motivate the team effort of the consumers being engaged with the organization and consequently, the employee satisfaction rate here has crossed 78%. The employees are playing the key role to establish the brand as the trendsetter even in the red ocean of the fashion industry that is already dominated by the EU fashion giants as demonstrated by Kumar, et al. (2019). The brand is assuring the return on investment for the shareholders to keep a congenial investor’s relationship with their program of the annual general meeting as delineated by Schmit, et al. (2019). Graham, (2019) opined that the healthy investor relationship is contributing to the organization in the current crisis as the brand is experiencing net loss now because of the higher cost of technology integration in service. The government and legislative bodies have minimum interest in the organization as the characteristics of the product are not so sensitive and the brand has registered as the luxury brand already, therefore, it has no such decisive practices notable. The brand is only following the employment and labor law of the USA and the consumer protection act as a part of its sustainability program as stated by Doole, and Lowe, (2019). 
[bookmark: _Toc39957857]Conclusion: 
The above discussion has focused on the role of marketing in the success story of Guess to be established as the premium brand in the USA competing with the giant brands like Macy's, Amazon, Kohls, Gucci, Loise Vuitton, etc. However, the discussion has found that the efficient customer-oriented marketing program of the brand has created the strongest competitive advantage for Guess involving the customer in the process. The stakeholder analysis of Guess has shown that the key player of the brand is its customers, it assures the employee's satisfaction designing the employee-friendly benefit scheme, and the investor relationship management has become fruitful for the organization in obtaining the current success. 


[bookmark: _Toc39957858]Task 1B: Reflection: 
The previous section has dealt with the understanding of the role of marketing in organizational success in establishing the expected position in the market meeting the demand and expectation of the target market. Our group has focused on understanding the fundamentals of marketing and their implication in real life. The formation of the group was directed by the module tutor selecting our group members. Because of the mixture of an international student in our group, we have to face a degree of cultural issues while dealing with them especially in case of communication. Another problem has arisen while collecting the secondary data as most of the statistics were premium and there was no clear stratification on evaluating the value chain of Guess. We have sought the help of the university library to get access to the premium data and statistics assuring the credibility of the essay. The usage of the Belbin test has helped to define our role in the group and I have found myself as the team-worker as I was cooperative to the leader and my fellow members with my competency in communication and digital skills. I do not like friction and I used to listen carefully to the audience to critically analyze the situation. In the storming stage of group development, I was quite indecisive because of the confusing role. 
The usage of the group development model of Tuckman has helped the group leader to groom the group gradually communicating the role and responsibilities clearly to the member. But we have chosen our role in the group and the leader was supportive of us. However, it was a great experience to work in a culturally diverse team as I was a good communicator and I helped the team leader to maintain clarity in direction. My critical analysis skill has helped assess the collected information from the secondary sources and applying them to conduct a marketing audit of Guess and find the key drivers of the success story of this premium brand. The digital skill has contributed to make the discussion presentative and find credible data from trustworthy sources. The Belbin test has helped choose our role and allocate tasks accordingly along with designing the backup plan to mitigate the effect of our weakness. I have to struggle with my problem-solving skills, decision making skills, and time management skills as I was highly relationship-oriented team-worker. I became hesitant when I found myself in an unfavorable situation. 
However, to overcome my weaknesses paving the career development path, I have to concentrate on overcoming the skill gap with effective measures and tools. I have to take part in the online training and development program designed by Google garage in managing time effectively to overcome the drawbacks of the polycentric time management strategy. I am going to follow professional trainers to find ways to overcome the difficulties of solving the problem and making the decision in the crisis. 
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