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[bookmark: _Toc27991960]Introduction 
Marketing Management assesses the market and internal capabilities of an organisation in order to develop management strategies that will enhance differentiation. It is of extreme importance that both marketing and management as separate subjects are studied so that comprehensive understandings of both of these areas are acquired. The organisation that has been selected in this specific assessment is Michael Kors.Ltd. This multinational fashion organisation has been founded in 1981 and it primarily provides consumers with different types of apparel, footwear, watches, handbags, accessories and other products. Michael Kors has 12,689 employees at the moment and is currently positioned on 8th among its top 10 competitors.  The organisation possesses 550 stores and 1500 in store boutiques all over the globe and is mostly popular and recognized as luxury brand in America. Michael Kors aims to provide diversity and additional experience of fashion and merchandise to individuals all around (michaelkors.global, 2019). In this specific assessment, the enterprise will focus towards assessing the market, the customer’s end to end journey and its own capabilities in order to create innovative marketing strategies that will allow the business to meet stakeholder expectations.


Main Body

SWOT ANALYSIS
SWOT is an analytical method that helps an enterprise evaluate its own position in the market and how it can be different types of opportunities in combat threats (Gürel and Tat, 2017). There are four aspects present within this assessment. All of which have been evaluated in the case of Michael Kors.

	Strengths
	Weaknesses

	· Michael Kors widely famous amongst women for many decades due to the progressive clothes the organisation has been able to produce (Knauer and Wöhrmann, 2016)
· Many celebrities opt for their brand since it is one of the torchbearers when it comes to new types of fashion trends
	· Even though the brand is considered one of the best in the fashion market it has fallen prey to recession and economic downfall due to corruption and political factors
· Michael Kors has limited amount of be in the national market and is lesser known in the global international plain in comparison to Ralph Lauren and other companies.

	Opportunities
	Threats

	· Michael Kors have the opportunity to expand in developing countries with low price strategy in order to occupy higher market share
· Analysts of Michael Kors believe that through innovation the organisation might be able to perform better in the coming decade (Hill et al., 2014).
	·  The changing taste and preferences of consumers due to the advancement of time and exposure to celebrity fashion.
· Low cost strategy implemented by other similar companies. 


                                                                        Table 1

PORTER’S FIVE FORCES ANALYSIS
Porter’s Five Forces is an intensive framework that helps in understanding and analysing the competitive environment that is present within a specific industry (E. Dobbs, 2014). In the case of Michael Kors, the amount of competition present in the fashion industry shall be illustrated here below.
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Figure 3: Porter’s Five Forces
(Source: E. Dobbs, 2014)
Threat of New Entry (High) – It is extremely easy for new entrepreneurs as well as large businesses to enter into the fashion industry in order to sell any type of clothes which they have created. Owing to such ease of entry is very difficult to be able to obtain differentiation and hold relevance in the market at the same time. Michael Kors has to innovative a constant basis in order to circumvent the situation. 
Buyer Power (High) – The consumers are buyers of Michael Kors do not have enough power over the organisation it is an enterprise which has a higher margin of goodwill in the market. Therefore, the possibility of negotiation is left with the company as prices are fixed. However, when put in comparison with other companies in consumers have very good negotiation power when it comes to lower class fashion houses (Chae et al., 2017). 
Supplier Power (Low) – The suppliers of the company do not have enough power over any fashion houses or Michael Kors. This is because there is an abundance of suppliers present in the fashion industry who provide different types of material and items to fashion businesses. The higher level of alternative present in the market provides more chances of switching instead of staying loyal to one. 
Threat of Substitution (High) – There is a high number of substitutes in the industry when it comes to product as well as other businesses. Consumers possess the chance of obtaining clothes from lower level companies and different types of outputs that are from other cultures as well as ethnicities. 
Competitive Rivalry (Very High) – There are several top companies that are present within the United Kingdom that are a direct competitor of Michael Kors that includes companies such as Gucci, Prada, the, and other premium organisations. These companies even though charging higher margins of pricing have premium level provided in the company that sustained their reputation (Ansoff et al., 2018).

What is marketing strategy?
Marketing strategy is a concept which holds that achieving organisational goals depends on determining the needs and wants of target markets and delivering the desired satisfactions more effectively and efficiently that competitors do. (Kotler, 1996)
With this definition in mind I am going to identify what is Michael Kors’s strategy in order to achieve its goals. 
Market Orientation
According to Ashley Luts a business insider, Michael Kors was one of the first retailers to hit the right market, it targeted people who were not wealthy but had the money to spend. In other words, customers are shopping for high quality products at an affordable price. Also, Michael Kors targets the market by its consumption volume, this includes customers such as working women’s as well as younger generation. In my experience on working for this brand I can definitely assure you that the quality is high and customers buying from this brand are usually in love with it. 
Competitors Orientation 
Michael Kors has many competitors such as Kate Spade, Coach and Ralph Lauren. Following the Swot analysis in the weaknesses part we can see that Michael Kors even though is a well-known brand is lesser known in the global international plain in comparison to Ralph Lauren which has a strong presence worldwide.

Competitors offerings & perceptions 
Michael Kors faces strong competition coming for instance from Coach which uses the same type of raw material such as leather, they produce a wide range of leather products, however their weakness compare to Michael Kors is the fact that they started to loose from their prestige by opening a lot of outlets, customer perception about this fact is that it makes it look no longer so luxury.  Also, the style comparing to Michael Kors is more traditional and elder which makes the brand to target only the 40-50’s age of customers, whereas Michael Kors is targeting younger generation. 
Another competitor for Michael Kors would be Ralph Lauren, this brand has a wide range of other brands under company name such us Ralph Lauren Black Label, Purple Label, Club Monaco and Chaps, etc, this is a great marketing strategy which brought success to the company over the years and it has a more traditional touch compare to Kors as well as their awareness brand is high as they offer a lot of sponsorships for the Olympics as well as other sport events. Again, Kors has this gap in their strategy as they only offer a limited range of products and they cannot offer sponsorship to big events. One point which could be counted as a weakness in respect of Ralph Lauren is their social media presence, as Michael Kors is using a lot marketing tools such as print media, TV media, technology media and so on.  Customer perception in regards to this brand is that they see Michael Kors as a very young stylish brand whereas Ralph Lauren is sportier and appealing to a different age category because of its looks. 




Marketing Mix
Products
Michael Kors is a unique brand that provides chic and fashionable apparel and related accessories with special attention to design and quality. Their products are split into two parts one for men one for women and they design clothing and plus sizes for both sexes. 
Place
Michael Kors is more known as an American brand than international, with a network that has grown to include many countries around the world. The US headquarters is located in New York City, and their manufacturing facility is in China in order to reduce its cost as there is a very cheap labour.  The company has a very well-defined distribution channel so that consumers can easily access their end products and is currently collaborating with several delivery services in order to meet customers in a timely manner, they provide tracking system and also it keeps the customer informed about any new information in regards to their product. 
Price
Michael Kors is high level brand and has position itself as a bridge between luxury and high street brands. The company has decided to a adopt a mid-premium pricing approach for its high-quality products in order to expand its brand overseas and new markets.  The prices are relatively cheaper than their competitor’s labels and have helped to boost their revenues. 
Promotion
Michael Kors is a well-known brand and they put a very high importance in advertising. They use tools like public relations, sales promotion, advertising, in order to maintain the brand visibility. Their ad campaigns are everywhere displayed via print and visual media such as magazines, newspapers and television. They have also realised the importance of social media platforms and in order to stay relevant they created Twitter page, Facebook and Instagram page which have millions of followers. 

People
Michael Kors has a diverse workforce with people employed from all around the world. They offer very competitive pay, benefits package and training. In terms of the remuneration they pay over £10/h for the right candidate with experience, which is above minimum wage as other company pay such as Zara.  They also offer 1% commission per purchase which has a great impact on the monthly wage. In terms of benefits the company offers transport pay towards travel cards for employees living outside UK. Another benefit would 50% discount on all their products as well as free clothes and shoes worn as a uniform for a week and then have the opportunity to keep them.  In terms of training and development I would say they have a lack of this because on my experience working for the company, training was provided in 10 min verbally everything else I had to learn step by step by myself, and development is hard to achieve as targets and competition is high among colleagues and the meetings are only held to exposure your performance, not to help you improve. 


Physical evidence
As mentioned above employees are required to wear uniform given by the company, facial make up is a must as this is considered be the first interaction with the customers. This marketing strategy is great because not only you expose their shelves products but you expose their range of clothing and customers are able to visualise the look on them.  The stores are populated with videos and images of their products and music is playing in order to entertain the customer and sometimes they even offer champagne at the entrance. 






Maximize Customer Satisfaction 
Several sectors are present that help in enhancement of customer service maximisation in the case of Michael Kors. 
 [image: https://zoovu.com/blog/wp-content/uploads/customer-satisfaction-factors.jpg]
Figure 4: Maximize Customer Satisfaction
(Source: Komarov, M. and Avdeeva, Z., 2015)


· Accessibility
· Navigation
· Individuals
· Language
· Real-time
· Memory
· Simplicity
· Logical
· Deliverability
· Personalised
· Moment of truth and others
These factors have varying aspects and configuration points through which Michael Kors has the ability to enhance the experience of consumers. For example, when the organisation is producing different types of clothes it must have specific dates, hooks, and other facilities present within the commodities to make it more intuitive to use. Keeping factors in mind the level of utility that is being provided to consumers is elevated and the good will is raised. Similarly, memory indicates keeping a track of the walls and preferences of consumers and delivering it at another point of sale when consumers come again to buy goods. This form of service allows the organisation to provide customers with higher utility commodities that increases the likelihood that loyalty will be gained for a longer period. Furthermore, consumers are able to trust the recommendations, which are being made by the sales head (Rothaermel, 2017).
Touch points 
Owing to the advancement in technology currently Michael Kors and other businesses have the opportunity to bring, the consumers utilise online as well as traditional off-line marketing touch points. 
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Figure 5: Online Touch points
Some of the online touch points of the organisation include interacting with the advertisement, viewing the website, investigating the features of the product, and other types of areas. Similarly, off-line touch points might include interacting with the salesperson, making enquiries about price and the physical stores, and others.
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Figure 6: Customer Touch Points
(Source: Roto et al., 2016)
There are three phases of customer touch point’s pre purchase, purchase and post purchase. In the case of Michael Kors, pre purchase encompasses different types of marketing effort made by the organisation. These are done in order to put forth advertisement, public relations post, one of mouth marketing, and other forms of interaction.  After the consumers has interacted with these elements since event, hence individuals, online platforms, and others places help in purchase possibility. At the time when a consumer takes the decision of finally purchasing a product after which post purchase mechanisms takes place. Here customer service and other functions as initiated so that long-term relations are maintained (Roto et al., 2016).
Ansoff Growth Matrix Vector is an analytical framework that allows the company to understand how it should expand and move forward in the market (Dawes, 2018). Four primary studies are present within the analysis that includes:
[image: Image result for ansoff matrix]
Figure 7: Ansoff Growth Matrix Vector
(Source: Loredana, 2016)
Market Penetration: This is that they allow the organisation to enter further within the existing target audience market. 
Mark Development: This approach helps an organisation evaluate another new location where potential consumer might be present (Loredana, 2016).
Product Development: This strategy focuses on a brand being able to understand the needs of the consumers and provide innovative commodity that is different from existing product in the market.  
Diversification: This strategy encompasses the need for wanting to expand to new locations as well as trying to provide something new in the new area as well. The margin of risk present in this study is extremely high as the uncertainty levels are exponential. 
From all of the above-explained strategies it can be said that in the case of Michael Kors the company should move towards incorporating a market penetration strategy. This is because it is the safest route the organisation can take in order to minimise the risk of loss.  The impact of market penetration is that it will help in better word-of-mouth marketing and will assist in achieving viral or buzz advertisement more easily.
Different types of innovative marketing strategies
Social Media Marketing: Social media marketing take the help of multiple platforms such as Facebook, Twitter, Instagram, and others that enable customisation and production of new goods. In these platforms, Michael Kors can initiate innovative marketing campaigns through utilisation of celebrities and stocking advertisement campaigns and content. 
Cross-Platform Marketing: This form of marketing helps Michael Kors to interact with its consumers not only through social media or through traditional marketing but also takes the help of other platforms such as movies, books, and others. A wide attempt of marketing such as this is highly effective in meeting of the consumers.
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Figure 8: Cross-Platform Marketing
Niche Marketing: Niche marketing focuses on delivering advertisement and product to consumers who have specific needs towards the clothes and accessories. Michael Kors can deliver this form of advertisement through understanding the specific needs of each consumers and delivering on it in a better manner. Consumers in the bracket are willing to pay more for products and their needs are being fulfilled.
Undercover or Buzz Marketing: This form of marketing is also called viral method of marketing which focuses on maximising Word of mouth advertisement. Viral marketing is extremely hard to achieve as it relies upon specific distinctive elements that differentiate the product or organisation, which is being advertised. In the case of Michael Kors, this can be found in previous marketing attempts where clothes have been featured in various online platforms and fashion magazines.
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Figure 9: Buzz or Viral Marketing
RACE framework
This marketing strategy allows the management head of an enterprise to evaluate different types of online and off-line advertisement methods through which more visibility for the organisation can be obtained (Worldline.technology, 2019). Four stages present within the framework that includes the following:
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Figure 10: RACE framework
Reach 
Michael Kors will focus on off-line media interactions through which consumers will be encouraged to interact with online platforms through this method. This will allow the organisation to not only analyse the products through salesperson but also when consumers are free, they can interact with online features and their own time. This will allow the organisation to have higher margins of present in the mind of the customers for a longer period (Kerin and Hartley, 2015).
Act
In this stage, engagement of the consumers from the side of the organisation takes the centre stage. Here customer representatives take the initiative of asking consumers about different wants and desires and if any type of complaints are present within them. In accordance with their wants and desires, specific products are provided that helps in satiating their needs.


Convert 
At this case, the organisation attempts to achieve conversion of marketing goals. This implies taking the different types of need that is present by the organisation and trying to put forth products towards them so that purchase is made. The higher margin of sales as a team the more likely it is that long-term loyal customers can be obtained (Cadle et al., 2014).
Engage 
Here Michael Kors focuses on building the customer an organisation relationship to time by providing specific facilities to consumers. These facilities might range from providing various types of gifts, the opportunity to have new product early on, and other facilities.
Customer Experience Map
Customers experience map elucidates the different types of pages through which a consumer moves in order to be a particular project within the organisation (Kotler et al., 2015). Here are different types of issues that emerged within the organisation is eliminated in order for there to be maximum level of commodities being sold.
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Figure 11: Customer Journey
Persona: Michael Kors is a fashion centric brand that focuses on providing modernised clothes to young individuals.
Goal: The main goal of Michael Kors is to expand the number of consumers with its processes in the local as well as international market so that revenue increases. 
[image: ]
	Sentiment
	Conducting an analysis into the market and understanding what are the current pace and preferences of consumers when it comes to fashion ( Rosenbaum,   et al., 2017)
	In a hearing different types of strategies that will enable there to be product that is initiated towards satisfying these preferences
	
	
	
	

	Customer needs and interaction
	
	
	Currently the customer needs in the fashion industry is to acquire product that will help them be different from other individuals and make a statement.
	Michael Kors can take into consideration this mind-set of consumers and provide experimental design clothing that will help in making consumers feel different to utilisation of bright colours and other factors.
	
	

	Customer Expectation
	
	
	
	
	The customer experience of consumers can be enhanced through multiple methods such as providing quality, better consumer satisfaction through customer service and other means ( Lovelock and Patterson, 2015).
	

	Improvement opportunities
	
	
	
	
	
	Michael Kors has the opportunity to improve customer satisfaction through increasing the website, viewing product line, and initiating other tactics.


Table 3: Customer Experience Map








Stakeholder Analysis Matrix
In order to understand the current and future stakeholders of Michael Kors, a stakeholder analysis matrix will be conducted below: 
	
	Stakeholders priority matrix of Michael Kors

	POWER
	High
	Keep Satisfied 
· Government
	Key Players
· Employees
· Managerial Heads

	
	Low
	Minimal Efforts 
· Media
· General Public
	Keep Informed
· Shareholders
· Customers

	
	
	Low
	High

	
	INTEREST


Table 4: Stakeholder Matrix
The current stakeholders of the organisation include managerial heads, employees, shareholders, and other individuals. These individuals are associated with the company from the initial stages of the enterprise as they are directly involved in providing finances, increasing production, and other area of Michael Kors. These individuals have a direct stake in the organisation and expect some level of profit or dividend from the operations that is being conducted (Eskerod and Jepsen, 2016). 
The future stakeholders of the organisation encompass of an individual such as consumers, government, general public, media houses, and others. These parties expect accountability from Michael Kors at different stages of the organisation life cycle. For instance, consumers when buying the products of the company desires that they get high-level quality product that will help them obtain higher margins of utility. Therefore, in this circumstance, it is the responsibility of the executive sacked Michael Kors to provide high quality customer service and good product in case complaints come in (Johnson-Cramer et al., 2017).


[bookmark: _Toc27991962]Conclusion 
In the above conducted study multiple areas in the specific case of Michael Kors has been elaborated. Having conducted analysis of PESTLE (see appendix 1) where aspect such as corruption, automation, environmental impact, and others have been detailed. In addition to that, several other analytical frameworks such as SWOT analysis, Porter’s five forces, and others have been conducted as well. The customer experience map of Michael Kors consumers has been detailed as well as to the way the organisation can provide good utility to consumers. Apart from that, innovative marketing strategies such as viral advertisement, social media marketing, and others have been detailed as to how the organisation might be able to obtain differentiation in the fashion industry.
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Appendix 1

PEST ANALYSIS 
PESTEL is a marketing tool used in order to understand environmental macro factors that affect an organisation within a particular country (Ho, 2014). In this specific case of the fashion industry, this will be implemented. Six elements present within the framework all of which will be explored here                                                 

POLITICAL FACTORS
· Crime rate has currently risen heavily within the United Kingdom. Fraud levels are increasing due to which the corruption index within the organisation currently stands at 80 points (from 100). This indicates an extremely high level of organisational corruption that is present within managerial heads and is against the interests of consumers. Activities such as collusion, insider trading, and other factors are a major contribution towards these instances increasing.
· Brexit has taken centre stage within the United Kingdom political front, as immense uncertainty is present amongst organisation as to which direction they can move (Dhingra et al., 2016).
IMPACT ON THE INDUSTRY
· Owing to the high level of corruption, which is politically present, it is more likely that specific goods will be sold at a much higher price. This is because several companies will collude among themselves. This will cause specific items to be initiated into the market that will be controlling the response of consumers so that market demand is raised. This form of manipulation takes away the power from consumers in the fashion industry and enhances organisational decision-making capabilities. 
·  Owing to the presence of Brexit, EU subordinates that are presently working within the United Kingdom are uncertain of the future and do not wish to work further as they feel it is more likely that they will be fired. In order to mitigate the effect fashion industry has been to take the initiative of providing assurance of jobs (Hobolt, 2016).


ECONOMICAL FACTORS
· The inflation rate has elevated around 1.7% as per the details collected from the consumer price index. Owing to this, it is much more difficult for organisations to obtain availability of credit from specific investors as higher margin of credit rating. This will not be obtainable the investment of UK organisations will be more engaged in acquiring resources (King and Watson, 2012).

IMPACT ON THE INDUSTRY
· Inside the fashion industry not being able to obtain high margins of care: it is a negative aspect as there is always high demand for specific goods. In order to produce and provide these goods into the market many organisations take up loans from specific investors in order to push commodities into the industry. After sales the revenue is utilised in order to pay back the obtain loan.

SOCIAL FACTORS
· Present population of the United Kingdom is above 67,694,499. This figure is the equivalent of 0.80% of the whole population that exists in our world. This increased level of population the wants and desires in the order nation have increased as well. For this high margin of population, the life expectancy rate is currently between 79 to 82 years. This life expectancy rate is immensely high when compared to other minority and developing countries. 
· Apart from this, currently the literacy rate within the organisation country has elevated immensely due to more public as well as private schools being available. It is estimated that 9/10 individuals currently within the United Kingdom are more educated than the previous generation.

IMPACT ON THE INDUSTRY

· The fashion industry will immensely benefit from such a high margin of populated individuals present within the United Kingdom, as more individuals will buy more clothes and accessories that will increase the sales. In the long term, better development within the fashion industry can be seen through more targeting towards specific consumers that will help in betterT fashion choices and widening the taste.

TECHNOLOGICAL FACTORS
· United Kingdom has seen a 360° improvement in the technological industry as the Internet, social media, automation technology, and other facilities have on developed steadily. Social media plays an integral role in the current scenario for any type of business as it helps in better marketing and connecting with the consumers as a much more personal level through images and demonstration. In addition to that, automation also assists in uniform products being produced at the much steadier rate then human labour. 

IMPACT ON THE INDUSTRY
· The fashion industry is immensely benefited from technology as automation not only helps in more accessories and fashion products to be created it help in all products being the same quality as one another. In addition to that, any type of innovative or experimental clothing can also be highlighted and advertisement through social media marketing, which will help in creating, better trends for specific items.

LEGAL FACTORS
· The Equality Act 2010 is a regulatory measure that helps an organisation established a non-discriminatory zone within the organisation through which equal payment, gender discrimination, racism and other aspects eliminated. Apart from this, another regulation, which possesses high relevance, is Data Protection Act 2018. This specific act assists an organisation in safeguarding its confidential and personal information of its managerial heads and consumers.

IMPACT ON THE INDUSTRY
· The consumers of the fashion industry provide multiple personal details in accordance with the size, fit, and other details to fashion businesses within the industry. It is of high relevance that the organisation leak consumer information into the market, which is being provided and does not make it public for financial gain. This will not only compromise the reputation of the organisation, which is present within this industry, but also hamper the growth of the fashion market at large.

ENVIRONMENTAL FACTORS
· Due to national calamities increasing all over the globe, especially within the United Kingdom there has been an increased level of the state by 65,000 people. The instances, which because these include occurrences such as flooding, earthquake, fire is and others. Apart from this, different types of NGOs are currently creating pressure over industrial businesses that produce a high margin of products to commit to corporate social responsibility activities (Heald, 2018).

IMPACT ON THE INDUSTRY
· The fashion industry produces a high margin of material waste into the United Kingdom landfills. They require initiating a recycling strategy or production restrictions framework through which only the required number of items initiated into the market. This will help in reduction of solid waste and accessories that will hamper the environment at a lesser degree. In the long term, these actions operate as a corporate social responsibility activity that help in community growth.
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