[image: ]



                                                                                               



ASSIGNMENT  2020
MARKETING FUNDAMENTALS
Processes and stages of Marketing 
Stakeholder engagement in Burberry Company




Lecturer:  Tushara Balendran                                                                                                                                                                                         
Submitted by: Marcela Iuliana Dan (1917714)

OCT 2020


TABLE OF CONTENTS

1. Introduction……………………………………………………………………3
2. Processes and stages of marketing in Burberry Company…………………….4
3. PESTLE study on Burberry…………………………………………………...6
4. PORTER'S Five Forces……………………………………………………….7
5. SWOT Analysis……………………………………………………………….8
6. Market segmentation………………………………………………………….9
7. Stakeholder engagement……………………………………………………..12
8. Conclusion.......................................................................................................14
9. References……………………………………………………………………15


[bookmark: _Toc57065362]Introduction

The fashion industry is the art of applying design, aesthetics, and natural beauty to clothing and its accessories. It is mainly based on society and culture. It also varies and changes with time and change in trends. It has been analyzed about fashion trends and customer shopping habits. 
This assignment focuses on the company named Burberry, one of the most popular fashion houses in London. In this era of stiff competition, a company requires to develop and change its range of products. It was established in 1856 by Thomas Burberry. The first shop was opened in Haymarket, London in 1891. At present days Burberry has stores in over 59 countries, and according to the best global brands report, Burberry ranked in 73rd position in 2015. Currently, this company designs and distributes ready-to-wear outfits, footwear, leather goods, fragrances, eyewear, cosmetics, and other fashion accessories (https://www.burberry.com/). Burberry also faces hard competition due to cheap local production.
In this situation for their luxury status, Burberry's products are associated with high prestige, so they are expensive, which helps them to avoid cheap emulations. In the dynamic situation, the company designs affordable goods that are luxury and also products that can meet the basic needs. Burberry uses social media platforms like Twitter, Facebook, and Instagram to connect with their customers and collect customer reviews with Burberry products. They use the latest technology and follow exclusive trends. Their best part is fast delivery which gives the organization a competitive strength and advantage. Burberry's products are mainly designed under strict control by the headquarters in London. Burberry signed an agreement with worldwide manufacturers for developing the existing British collection in 1970 and 1980 such as suits, shirts, sportswear, accessories, ladies, and children. Burberry first sold their online products in October 2006 in the U.S. and U.K. Burberry promotes their British collection to a British national daily newspaper in July 2012. Due to Covid 19 situation, Burberry was forced to close their 24 Chinese mainland store in February 2020. Marketing plays an essential role in the global market.
For this reason, the company should implement proper marketing strategies to sustain itself in the global market. Marketing represents all the activities of the company, such as buying, selling, and delivering products to customers. Marketing is the primary component of business management. On this note, the assignment focuses on the respective aspect of the chosen company.
[bookmark: _Toc57065363]Discussion

Marketing is the method of having potential customers or clients invested in the goods and services of a company. Marketing requires the investigation, advertising, sale, and delivery of goods or services (Deepak and Jeyakumar, 2019). In other words, marketing constitutes the operation, collection of institutions, and processes for developing, communicating, providing, and sharing deals that value consumers, customers, partners, and society at large. It involves defining a commodity, assessing demand, settling on its value, and choosing channels of distribution. It also requires designing a promotional plan and executing it. An awareness of what clients require and value is the essence of marketing. The long-term industry also relies on understanding what the needs of its clients are. (Mothersbaugh et al.,2019). 
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  Source: (Mothersbaugh, et al., 2019)

A marketing process is a sequence of steps that helps companies to recognize client concerns, evaluate business opportunities, and produce marketing materials to attract consumers' attention. The marketing process requires ways to generate value for consumers to meet their expectations (Ostanik, 2016). The situation is analyzed in the marketing process to determine options, the approach is designed for a product offering, tactical decisions are made, the plan is implemented, and results are tracked. Via various methods, it then identifies opportunities to add value. Marketing, thus, profitably uses the effects of researching long and short requirements of those who would pay for a product or service (Jenson et al., 2020). 
Therefore, marketing goals need to be compatible with a marketing intent. Growing brand recognition, delivering high-quality updates, creating and retaining thought leadership, increasing consumer satisfaction, and inspiring its colleagues to become brand ambassadors are the anticipated outcomes of these processes (Asif and Asif, 2020).
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Fig 2: Marketing process
Source: (Jenson et al., 2020)
Highlighting the company's core mission is the first step toward developing a business model. All of the marketing efforts for the clients take priority around meeting that argument (Utakaeva, 2020). The very next step in designing a marketing process is to conduct an analysis that involves SWOT analysis, The 5C's analysis, and a PEST Analysis for the marketers. This is accompanied by a marketing campaign being created for the company. The entire marketing process is summed up by building the Marketing Mix, implementing the projects, and finally evaluating and tracking the efforts of all the above marketing projects. The implementation and control of the marketing process are rather dynamic (Ionescu, 2016). 
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Source: (Utakaeva, 2020)
A strategic method to analyze the organization's macro environment is the Burberry Group Plc PESTEL study. Modifications in macro-environment variables could have a significant impact not only on Burberry but could also have a major effect on other Personalized and Home Goods players (Kariuki, 2020). The PESTEL review offers the best detail on the organizational problems facing Burberry, apart from market competition, in the prevalent macro setting. For instance, with such a strong growth trend, an industry can be extremely profitable. Still, if it is placed in an uncertain political situation, it will not be ideal for Burberry Plc. The most critical aspect of Burberry is the brand image (Perera, 2017). So it needs to be considered. Dress code of the company is different from others which is a part of the situational analysis. However, to be attractive by intrinsic benefit opportunity, Porter's Five Forces framework is used to evaluate the sector wherein the Burberry Group Plc functions. Strategists for Burberry Group Plc will use the knowledge evaluated using the model to create strategic decisions (H.U. and XIANG, 2019). Executives should use the Porter Five Forces to consider how profitability is affected by the five competitive forces to build a plan to boost the competitive edge or long-term stability of the Burberry Group (Bogner, 2019). The Porter Five Forces include the threat of new entrants, which is high because of the increasing market competition; the bargaining power of suppliers has been seen to compete with the traditional private film and media supplier (Percoco, 2017). The bargaining power of buyers can be seen as the complexities of the media and entertainment industry that enables consumers to have high bargaining power. Lastly, the threat from competitors is also high, owing to the competition for a similar target market. 
The key strengths of Burberry's SWOT analysis include its proven excellence as an iconic fashion brand, clearly checked pattern that makes it immediately recognizable, centred branding that generates high brand retention and brand recall, international reach, and community involvement (Abalkhail, 2019).  Some significant weaknesses can be attributed to the Premium price range, Restricted product line, and that a large proportion of group sales come from Asian customers globally. Consequently, any change in consumer preferences could adversely affect the disposable income, trust & travel of Asian consumers, which could affect group sales and profits (Bragliaet al., 2020). Opportunities in the brand's SWOT review include changing lifestyles of developing economies, resulting in elevated demand for premium services and goods, developing emerging markets, line of products expansion, and increased demand for product offerings (Varley et al., 2018). Threats in Burberry's SWOT analysis include rivalry from the other players, lifestyle and fashion constantly evolving; which is a serious threat as Fad items have the lowest life span, and threats from imitation/fake goods.
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Fig 4: SWOT analysis (Varley et al., 2018)
Porter's 5 Forces, as well as SWOT analysis, are both techniques used to evaluate and make tactical decisions (Gaba, 2020). To evaluate the competitive landscape inside a market, corporations, analysts, and stakeholders use Porter's 5 Forces, while using a SWOT analysis to look deeper into an enterprise to analyze its internal potential. Both the two models could be linked in such a way that each of the models tries to describe the market position of the organization. In general, Porter's 5 Forces seems more of a micro resource, while SWOT analysis is relatively macro (Yang et al.,2020). The advantages of the Porter Five Forces Model would be that it helps to assess the competition and better prepares and negotiates with consumers and sellers. The drawbacks, however, provide the fact that it lacks other variables that could influence the world in which the business operates, that it's just not useful for all companies and that no business would be a perfect match (Ceniccola et al., 2019). The advantages of SWOT analysis are that it manages vast volumes of information, helps to recognize opportunities and risks, and also serves as a platform for learning and finding out some of the most powerful tools. However, drawbacks such as supporting oversimplification, lack of Objectivity, ambiguous and even meaningless words, and no verification necessity are often observed (Sasidhar,2020). The Burberry company has gained a lot of respect and has also created a reputation in society as luxury functioning (Gallico, 2020). For a better understanding of the potential customers, the company has to keep in mind their segmentation. The behaviour of consumers can be analyzed with the help of such strategies (Olteanu, 2020). The behaviours are known to be heterogeneous and can be classified as age, gender, income, lifestyle, and values. The method of segmentation helps the company Burberry in dividing their consumers to narrow groups. To collect information in specific and absorb their unique style, different surveys are also implemented. Keeping factors like the geographic which deals with market areas along the city and country regions, demographic differentiates between the factors like gender, income and ethnicity, psychographic segmentation looks after dividing the group of people based on their tastes and preferences, traits and values and behavioural looks after understanding their buying patterns and frequency usage to divide the consumers (FURUKAWA et al., 2019). The Burberry company uses a mixture of all the different segmentations to have a better impact while reaching and targeting the consumers (Hauptmann and Ausserdorfer, 2019).
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Fig 5: Market Segmentation
Source: (FURUKAWA et al., 2019)
The next step after segmentation is to target a specific group. It is necessary to choose a group that has similar expectations as the company. The company sees whether they are having sufficient resources and are worthy enough to provide the service. Burberry is eligible to choose more than one group depending upon their strengths (Siebert et al.,2019). To check whether there is progress in the potential chosen group, the company is eligible to analyze them with the help of commercial attractions. There are a few criteria to evaluate the potential and attractiveness; the company should have strong differences between the segregated groups (Irshaid, 2020). They should see whether the flow of communication among different segments is easily accessible or not. The segments sizes vary from one another, which makes it easy to target. Last, the profit factor should always be more after cutting down the extra costs. This refers to creating such an image of the product which will not lead the reputation down in front of the consumers. Burberry keeps in mind a few indicators for better positioning of the products. The company is liable to find answers to a few questions such as the needs of the target, the main motto of the brand, whether the brand is fulfilling the promises while delivering goods and services, and lastly, how different is Burberry from its competitors in respect to providing services (Kotsiand Pike, 2020). The company should perform different tests and conduct surveys to analyze where they lack when in comparison to other companies. Different types of surveys show the results of the strengths and weaknesses of the company. Feedbacks are the main part of any organization; this builds a good bond between the customer and company for further dealings (Islam, 2020).
Every company uses a few methods and performs a certain action to succeed in their department (Kristjónsdóttir, 2019). A marketing mix is a combination of such methods and actions. Initially, this included only 4P'S, but in the current generation, it has a few more sets of P. The top four specifications are product, place, price, and promotion. The Burberry company has a specialization in the trendy set of clothing which is adored worldwide. The patterns of products vary at a large number (Išoraitė, 2016). The company is known very well for its thinking out of the box. The different elements being used by the company make it the best in the world.
The product mix should include different styles and good quality. This helps in keeping the brand successful for a long period. The next mix is the place; this refers to the demographical location of the store and its franchises. Third-party dealers are involved in the selling of the products. Usage of the newest technology makes the company more reliable and liked by consumers. The strategy of place influences the buyers. Another important factor under place is the channel of distribution as consumers except for the delivery of goods in the latest time. Burberry company deals with luxurious items, and hence the price becomes very high. To attract consumers properly, the pricing policy should be made after considering different factors (Moslehpouret al., 2020). The global team of the company should see the demands and productions annually before setting the prices. Prices cannot be comprised when it comes to luxurious companies. Promotions are another major strategy of the marketing mix. Promotions include advertising through televisions and hoardings. This is given a high amount of attention since the very beginning. Burberry considers this as their core part and takes every step to make their products successful
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Fig 6: Marketing Mix
Source: (Nobaret al., 2020)
Apart from the main marketing mixes, there are three other mixes, namely, physical, people, and process (Nobaret al., 2020). Physical refers to gathering the evidence for the product which is being sold. Consumers need to know about the product they are purchasing in detail. This may also include receipts, bills, and Burberry company provides bills to its consumers. People here refer to employees; they are the main helping hands when it comes to selling, designing, managing different departments (Wu and Li, 2018). Anyone who is, directly and indirectly, working for the business comes under the category of people. Lastly, the process includes the steps of action while producing any good or service. The assessment of all actions, such as the payment methods of consumers or the maintaining of relationships comes under this mix. It is very important to minimize costs. Burberry is taking appropriate actions for the maintenance of its company. Among all the ingredients, Burberry should have a special focus on the promotional mix. They should come up with new styles for advertising on social media platforms. The target group set by the company sometimes becomes abrupt; hence it should make strategies for every target group (Pashkevych et al., 2019). This basic mix will help in making the image of the company better and unique from other companies. 
The company should also join hands with any modern art foundation as it is an essential requirement for luxury brands in the current generation. An individual, an organization, or a group interested in a company and impacted by the outcomes of the company are known as stakeholders. Commonly they are the customers, employees, governments, trade partners, or investors who get directly affected by the company's performance (Derakhshan et al., 2019). The main aim of being a stakeholder is showing interest in the company's success in the market which would generate profits. They may be the lead investors and promoters of the company. Here, Burberry company also has many stakeholders and would not want them to be unhappy about the company's progress. This may even affect the future of the company
Stakeholders that are a part of the company itself are known as internal stakeholders. They consist of the employees, management, owners, and lead investors of the company. These stakeholders have a direct impact on the company's profits or losses in the market. Burberry Company prioritizes its service towards its stakeholders. They engage their internal stakeholders involving the employees, investors, by conducting surveys for better development. It becomes the primary responsibility of the company towards its internal stakeholders. The outsiders that show interest and invest in the company but are not part of the company are known as external stakeholders (Peirson-Smith and Craik, 2020). These stakeholders are customers, creditors, suppliers, governments, society, clients, or competitive bodies. Even though they are not any part of the company, they get affected by the company's progress and activities. Burberry Company has external stakeholders in the form of its customers, shareholders, business partners, governments, and communities. The impact of the company on these stakeholders is considered indirect.
External stakeholders and affairs become secondary responsibility for the company to address (Phung, 2019). Being a fashion giant, Burberry needs to maintain great relations with people and their audience. The influence of the stakeholders on the company is inevitable, and they need to address them with the utmost care and sensitivity (Rezzante, 2020). The company conducts several surveys for its employees to know their issues and suggestions as well as to spread awareness of the company's goals and strategies. They encourage direct interaction and promote smart working culture among the employees and appreciate diversity (Tinmark et al., 2019). The customers and their satisfaction are important for the company, and hence, they develop customer care and services. The company encourages customer insights and feedbacks and also provides a luxury experience. The shareholders are engaged in multiple ways where they are given regular updates of any activities of the company (Neubert et al., 2016). The company takes care of the government's influence and laws that they need to follow. They solve governance issues by regularly communicating with the leading governments, and the company has similarly achieved the A.E.O. status.
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Fig 7: Analysis of the Stakeholder Model 
(Neubert et al., 2016).
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From the above report, it can be concluded that Burberry Company should analyze the needs of their customers and also can enhance the relationship between the customers. The company tries to fulfil the demand of their customer of all ages and genders that approaches them. The company maintains its luxurious status in every possible way. It is an iconic fashion brand in Britain. Burberry has received two royal warrants from Queen Elizabeth and Prince Charles, which is the advantage of the company for making people believe and trust in Burberry's products. Burberry also has a weakness; the luxury price of their products is unaffordable. Most of the companies in the same industry sell a variety of products like household items, furniture, and many more, but Burberry products are limited. Burberry tries to increase its sales volume by designed premium quality products. So many people show their interest in the Burberry company. But at times the price range becomes unaffordable for the customers. In marketing, a field stakeholder means a party that has an interest in a company and wants to invest in the business. Burberry needs to raise the bar to enhance the results of their outsourcing to other countries. 
This paper includes the process and stages of marketing, include diagrams and images. This company's marketing process depends on product orientation, production orientation, sales orienting orientation, and marketing orientation. Apart from the functioning of a firm in a given market, certain problems also arise that need to be addressed accordingly. In certain scenarios, the company may face conflicts between the interests shown by the stakeholders (Visser et al., 2019).
There may be differences between the company's primary goals and the stakeholder's expectations. Internal conflicts may arise, which might create a misbalance in the ecosystem. A stakeholder manager must be able to function with proper strategy building and following them systematically. It must have a clear and transparent relationship with the stakeholders providing information related to the activities and regular updates.  Burberry's SWOT represents Strength, Weakness, Opportunities, and Threats. Their advantage is that they are a popular fashion brand and their delivery service is superior. The disadvantage of the brand is their products are very expensive. Targeting potential audiences through marketing is a very important part that is defined by a segment of customer's needs.
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