









Marketing fundamentals Assignment 1

Introduction
Marketing is one of the most significant aspects of an organisation. Hermes Paris is one of the most popular manufacturers of fashion luxury goods. The French brand offers a wide range of products such as leather goods, home furniture, perfumes, jewellery, variety of watches and many others (Hermes, 2020). In this essay, the concept of marketing and marketing process is described. The fundamental stages of the marketing process are discussed in detaills. PESTLE analysis is done on Hermes Paris. Apart from that, Porter’s five forces analysis and SWOT analysis are conducted on the organisation. Additionally, the advantages and disadvantages of the model are discussed in a detailed manner. Along with that, specific recommendations are made for the organisation that can be helpful for them in future. 
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Processes and stages of marketing including the role of the marketing mix according to Hermes

· Concept of marketing. 
Marketing is defined as a group of activities, a particular set of norms and methods for the creation and communication of products that are valuable for the customers (Järvinen and Taiminen, 2016). The marketing department of an organisation plays a crucial role in the promotion of the products and services of the organisation. The primary responsibility of the marketing department is to reach out to a broader range of customers (Järvinen and Taiminen, 2016). 
· Concept of the marketing process. 
The marketing process is defined as the way by which there is a creation of values for the customers so that their needs and wants can be fulfilled (Ostanik, 2016). It is s series of steps between the consumers and the organisation, which aims at satisfying the requirement of the customers.  The four steps of the marketing process are situation analysis, marketing strategy, marketing mix decisions, implementation and control (Ostanik, 2016). 
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Figure 1: Marketing process
(Source: Ostanik, 2016)
· Primary stages of the marketing process of Hermes Paris. 
Hermes Paris has been one of the most reputed fashion brands around the world. It was founded in 1837. At present, the organisation has an employee base of around 14, 284 (Hermes, 2020). The company made revenue of €6.883 billion in the year 2019 (Hermes, 2020). The company specialises in the manufacturing and retailing of high fashion clothing and accessories. According to the mission of the organisation, they have always focused on supplying high-quality products to customers who value expert craftsmanship, as a tribute to art and fashion (Hermes, 2020). The vision of the organisation is to be the most popular customer-centric organisation and to bring their products in a global landscape (Hermes, 2020). 
In terms of situational analysis, the management of the organisation opts for market research to define their target customers. Apart from that, they also ensure that the evaluation of their projected growth, assessment of the competitors and a realistic evaluation of their business is done through situational analysis. In terms of the objectives of the organisation, they focus on the achievement of their profit targets by offering quality fashion brands to their consumers (Tran, 2012). The company has always tended to the creation of effective awareness of the fashion brands within the consumers, and they still opted for creating a positive image of themselves (Tran, 2012). 
Hermes Paris has some effective marketing strategies. The organisation never opted for launching a particular product in any particular region; the same products are sold at all the stores of the company around the world (Martin, 2020). One of the most important strategies of Hermes Paris is 'limited edition' strategy (Martin, 2020). In this case, they bring a limitation on the distribution of the product in the stores. However, the costs of their products are on a higher note. The company has particular target customers, and for that, they never offer discounts on their products (Martin, 2020). The organisation has implemented the strategies of Hermes Paris in various ways. They sponsor multiple events, and along with that, numerous marketing campaigns are organised by the organisation (Martin, 2020). However, the organisation use to offer three-day training called "Inside the Orange Box" to the newly joined employees so that they can relate to the vision and strategies of the organisation and can effectively implement those (Martin, 2020). The primary reason behind the effective control of the marketing strategies of Hermes Paris is that it is an independent family organisation (The Conversation, 2020). As a result of that, all the processes of marketing are carried out effectively without any issues. 
The information about the Porters 5 Forces model and SWOT analysis should be here not after segmentation, targeting and positioning and the marketing mix elements.
Segmentation, targeting and positioning should be discussed before the marketing mix elements
· 7Ps of marketing for Hermes Paris
a) Product- The first factor is the Product (Yuliantine et al., 2018). The organisation have apparels and accessories that includes belts, shoes, ties, pocket squares and many others, jewellery that includes horn jewellery, leather jewellery, gold and diamond ornaments, home products such as tableware, curios, bath linens and many others (Team, 2020). 
Discuss the branding strategy/strategies that they have adopted.
b)  Pricing- The policy of the premium strategy of pricing is followed by Hermes Paris. They never sell their products on discounts, and they opt for meeting the particular needs of the customers (Team, 2020). The third factor is the Place. 
c)  Place- The organisation has a worldwide operation in countries like Japan, the USA, the UK, Canada and many others (Team, 2020). They have the most considerable market growth in China. Mention whether they utilise a direct/indirect channel of distribution or both and if they focus on an indirect channel whether they use exclusive or selective distribution
d) The next factor of the marketing mix is Promotion (Burksiene et al., 2019). 
e)  Promotion- They use a strategy of 'waiting list', where they take a year-long time to supply a product when the exclusive demand of the product gets high (Team, 2020). Apart from that, they never tend to mass advertisement and always focus on their target customers. They also like to promote its brand in popular fashion magazines like Vogue (Team, 2020). The next factor of the marketing mix is Process (Kaushik, 2018).
f)  Process- The organisation offers home delivery of their products within 3-5 working days after online booking (Martin, 2020). Apart from that, they also have repair and replace service if there is any physical damage to the products. 
g) People- The company offers 24 hours customer support for their customers (Martin, 2020). They have a potential customer support team. Apart from that, the organisation allows the option of claiming a refund for the customers within 30 days of purchase (Martin, 2020). 
For people discuss the training and motivation of employees
h) Physical evidence- The organisation keeps all its products in all its stores worldwide. They like to use glass in maximum portions of their stores. They have more than 307 shops around the world; they also have online service (Hermes, 2020). You could also briefly discuss the company website
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Figure 3: 7P of the marketing mix
(Source: Pogorelova et al., 2016)

· STP analysis of Hermes Paris. STP stands for segmentation, targeting and positioning (Wuryandani et al., 2018).
SEGMENTATION
 The management of Hermes Paris focuses on demographic and behavioural market. In terms of demographic market, they focus on the income level of the middle-income group customers and middle-age group customers (Hermes, 2020). In the case of behavioural, they target the lifestyle of the middle-income group customers and also the middle age groups customers.
 TARGETING
Hermes use to target those customers who have a high-income level of more than $150,000 in a year (Hermes, 2020). The reason behind this is that they use premium strategy in their pricing, and everyone cannot afford their products. 

POSITIONING 
Hermes Paris opts for providing premium quality products (Hermes, 2020). Due to their reputed brand image, people buy their products even at a high range. It helps them to hold their target customers.
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Figure 4: STP Analysis
(Source: Wuryandani et al., 2018)

· Porter's five forces analysis of Hermes Paris. 
This theory was proposed by Michael Porter (Bhatia, 2016). The threat of new entrants is moderately high for Hermes Paris. The reason behind this is that it is not always possible to enter into the fashion market due to high capital investment. Additionally, Hermes Paris is also a reputed organisation with a high brand value.  However, brands with effective potential such as Zara can impose a threat to Hermes Paris. The next force is the threat of substitute products. This force is low for the organisation due to the high switching cost of the substitute products. Apart from that, customers cannot get the same quality from the substitutes as they have unique products, and the uniqueness and craftsmanship cannot be imitated. The next force is Competitive rivalry (Bhatia, 2016). This force is high for the organisation because the number of competitors is high. They face stiff competition from brands like Zara, H&M, Hugo Boss, Louis Vuitton and many others (Hermes, 2020). The bargaining power of suppliers is high for Hermes Paris. The reason behind this is that there is a concentration of the suppliers to a particular region, and the concentration is larger than the buyer. The forward integration of the suppliers imposes a threat to Hermes Paris. The bargaining power of the buyer is a severe threat to Hermes Paris because they have a strong base of customers.   
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Figure 5: Porters five force analysis
(Source: Bhatia, 2016)
· SWOT analysis of Hermes Paris
Strengths
[image: ]One of the significant strengths of Hermes Paris is its sharp brand image. They ran 32 in the list of best global brands. Apart from that, they have a worldwide presence that is also strength for them. They made a profit of 2.5 billion USD in 2019 (Hermes, 2020). Their variety of products from apparels to jewellery is also strength for the organisation. Hermes has been successful by the brand differentiated and value with a strong history, high quality and exquisite craftsmanship. Hermes products are available only in a number of categories: men’s and woman’s ready to wear, furniture, jewellery, leather goods and saddlery, wallpaper, tableware, watches, petit and fragrances. The company does not use celebrity for building the brand image. On the premium and exclusive products only rich people and A-listed celebrity get access. 
Weaknesses 
[bookmark: _Hlk47478130]One of the potential weaknesses of Hermes Paris is the competition that it faces from Louis Vuitton. Apart from that, the organisation also faces challenges from newly emerging brands like Zaara, H&M, Hugo Boss and many others (Hermes, 2020). Apart from that, the strong consumer base is also a threat to the organisation. The fake imitation of the brand affects the business and the brand value.
Opportunities
[bookmark: _Hlk47478163][image: ]Global expansion is one of the most significant opportunities for Hermes Paris. In terms of sales and volume, there has been an increase in sales of their products like jewellery and perfume in recent times. Apart from that, they have a tremendous opportunity for strengthening their brand equity. The brand equity of leather and silk is not the same as others. Therefore, they can use the opportunity and strengthen the equity of the other brands by using their image worldwide. 
Threats
The brand takeover is one of its potential threats. LVMH owns 22.3% of Hermes Paris, and after 2010, there has been a fall in its profit share due to the owning (Hermes, 2020). Apart from that, the limited number of target customers is also a threat to them.
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Figure 6: SWOT Analysis
(Source: Phadermrodet al., 2019)
· Advantages and disadvantages of using the framework 
Porter’s five forces analysis helps an organisation to analyse the factors affecting profitability in a particular industry (Kabeyi, 2018). From the framework of Porters five forces, the potential threats of Hermes Paris are judged. This is an advantage of this framework because by knowing the potential threats, the management of Hermes Paris can think about strategies to mitigate the threat. It has been known whether the organisation faces threats from substitute products or competitive rivalry. Apart from that, the threats of the organisation from the bargaining power of buyers and suppliers are evaluated. However, there is a limitation of this framework because the number of forces is limited (Kabeyi, 2018). Apart from that, the source of sustainable advantage is not gained by using this framework. The conduction of SWOT analysis helps an organisation to gain a source of information for strategic planning (Phadermrod et al., 2019). From the conduction of SWOT analysis, the potential strengths and weaknesses have been judged. This is an advantage of this framework because by knowing the strengths, the organisation can gain knowledge about their potentiality. On the contrary, the organisation can think about potential measures by knowing their weaknesses. Apart from that, the opportunities and threats are also evaluated. However, no possible solution is gained for the threats and weaknesses by using the framework (Phadermrod et al., 2019). Apart from that, the analysis is subjective, and a lack of clarity has been seen while using it.
Conclusion
In this essay, the concept of marketing and marketing process has been described. The fundamental stages of the marketing process have been discussed in details. A PESTLE analysis has been done on Hermes Paris. Apart from that, Porter's five forces analysis and SWOT analysis have been conducted on the organisation. Additionally, the advantages and disadvantages of the model have been discussed in a detailed manner. Along with that, specific recommendations have been made for the organisation that can be helpful for them in future.
Recommendations 
One of the potential recommendations for them is to increase their target customers. They should think about including middle-income individuals into their customer base. Another potential recommendation for them is the introduction of mid-range products. The products of Hemes Paris are highly-priced, so they should launch some mid-range products as that will help them to increase their profit margin and compete with their competitors. Apart from that, the organisation should opt for the strategy of tying up with e-commerce sites (Hwangbo et al., 2018). It will increase the sales growth of their products and will also increase its revenue.
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