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Introduction 
Marketing is defined by the activities associated with the promotion of buying or selling of the commodities or services by a business organization. According to Kanten and Darma, (2017, p. 165), it is a primary segment of business management that is focused to enhance the business through working in the business market. Marketing is associated with several processes and stages with strategic and financial operations integrated with the supply chain of a business organization. In this paper, the marketing of several aspects of one of the leading cosmetics companies Mac is discussed thoroughly with their different marketing approaches and analysis of the market potentials. Established in 1984, Mac Cosmetics is a subdivision of Estee Lauder Companies with the founders Frank Angelo and Frank Toskan. This Canada-based company has become one of the influential companies in the global market. 
[bookmark: _Toc67577535]Process and Stages of Marketing

[bookmark: _Toc67577536]Definition of the marketing process 
The marketing process of a company is executed by different steps and stages which creates the marketing approach that enhances the business of an organization by communication through the potential market. Implementation of marketing strategies, tools, planning and analysis are the fundamentals of these stages to lead successful marketing of any company. In contrast, these stages may differ as they can be evaluated through the different approaches according to the product and market characteristics (Sohn, et al., 2019, p. 508). 
Mission
There are one or multiple sets of business objectives of an organization that helps to connect and attract the potential customers towards the business. As an example, the professional makeup company Mac aims to provide a diverse range of products among the large set of customers.
Situation Analysis
This stage is associated with understanding the customers' needs, their expected requirements, market analysis, product competency and possibilities or threats of the business. This step helps to prioritizing the type of products and required strategic approaches aligning with the mission of the business.
Marketing Strategy
Marketing strategy lies in different layers which can help to attract more customers towards the business of the company. Brand quintessence is one of the significant characteristics of Mac. Developing a diverse range of pigments in their products targeting for matching with the different ethnic customers all over the globe is one of the most significant strategies in their product strategy. Different promotional strategies like encouragement and brand endorsing through different prominent celebrities is also an important business strategy of the company (Chiu and Chuang, 2017, p. 291). In recent years they are emphasizing on digital marketing through several social media platforms like Facebook, Instagram, YouTube and Twitter.
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Figure 1: Different stages of marketing process
Source: (Chiu and Chuang, 2017, p. 291)

Marketing Mix
Incorporating the customers with creating values through their manufacturing products and delivering process is essential phenomena for marketing of a business. 
Implementation and Control
Opined by Hashem, et al., (2020, p. 11), focusing on implementation and controlling the marketing approaches persistently creates loyal customers for the business. It creates a business ecosystem to thrive in the competitive market by being different and more beneficial to the customers. This stage is executed by constant effort and innovative approaches through the marketing in a business market. 
SWOT analysis 
	Strengths 
	Weaknesses 

	· The cosmetics company has strong brand reputation across the globe with huge customer base.
· In the moder era, the demand of fashion product is high where the organization is assocated with fashion products.
· The organization has wide range of products.
· High quality products and the organization has own operating stores. 


	· Controversary about launching product can be considered as one of the bigget weaknesses of the organization. 
· The company has inability to meet new demands of customers. 
· Most of products of Mac is quite high.

	Opportunity 
	Threats 

	· Based on changing behavior of customers, the organization has wide opportunity to launch new products so that they could fulfil needs of customers.
· The growth of Mac in the regional market is high. 
	· There is huge compettion in the market faced by Mac.
· Retailers sell other products line. 



Porter’s five forces 
Threats of new entrants (high): In the cosmetics industry, threats of new entrants is high as  new companies capture market share. It can lead to drop of profitability as well. In the market, threats  of new entrants can reduce profits of Mac.
Threats of substitute (high): In the industry, threats of substitiuet is low as there are two types of substitute such as home remedies products and skin care produts. Most of women think those remedies are old fashioned. Hence, they focus on quality products of the organization.
Competitive rivalry (high): Within the cosmetics industy, competitive rivalry is high. There are lots of famous companies who developed a fierce competition in the market. Core competitors of Mac are Espa, Clarins, Elemis.
Bargaining power of suppliesrs (low): Suppliers within  the industry is large. If there are a large numeber of suppliers, bargaining power is low. On the other hand, if there are few suppliers, bargainin power of suppliers is high. As there are lots of suppliers, Mac faced low bargaining power of suppleirs which has positive impact on the rate of profitability.
Barging power of buyers (high): Within the industry, bargaining power of buyer is quite high. This is because as there are lots of compeitors, switching power of buyers is high. 
Advantagse and disadvantages of SWOT analysis
SWOT analysis is a frameowork which is used to identify strengths, weaknesses along with opportunities and threats of business organization. A better understanding can be made with the assistance of SWOT analysis. 
Advanatges 
· The analysis helps to understand the business better so that company can adopt the right business strategy. In the srudy, SWOT analysis has helped Mac to understand their potential strengths for undertaking opportunities. 
· It has been identified that the evaluation of SWOT analysis enables organizations to meet business objectives by recognizing their business potential.
· It helps to understand data of qualitative and quantitative integration.
Disadvantages
· It can be considered as one stage of business planning.
· Without the righ information, it would be impossible to analyze.
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Segmentation, Targeting and Positioning
A defined market according to different aspects like psychography, geography and demography is very essential for a cosmetics business-like Mac. Establishing a large market with a diverse product range through innovations and development requires a vast knowledge of segmentation and targeting the market to position the different products in the potential market.
Market Segmentation
Marketing strategies vary according to the geographic location of a market. Mac Cosmetics focuses on the beauty trends in the local market all over the world to endorse their product. Their product development is also crucially dependent on geographical and climatic conditions like humidity, temperature and similar others (Man and Rahman, 2019 p. 23).
Cosmetics products require concern about age, gender, ethnic, income and family life cycle as these factors influence the customer habits significantly. Mac Cosmetics focuses on demographic segmentation as the products are highly dependent on customer choices and user experiences. One of the notable marketing strategies is the company makes shorter size of the product for the teenage customers. 
Segmentation of Psychographic characteristics of Mac Cosmetics focuses on motivation, inspiration, lifestyles and user expectations according to the cultural values and characteristics. Using hello kitty and other cartoons for marketing in China and using strong pigmented colours in products for India and Brazil are the significant examples in this marketing strategy.
Targeting 
Targeting refers to a selective market segment in which the business organization emphasizes to do business effectively. The most attractive market segment provides best customer values that can make the business sustainable for a long time. The major targeting customer base for Mac Cosmetics are the millennials who are aged between 23 to 38 now. The 51.8% of the customer base of Mac is women who are interested in relevant fashion trends. Mac mainly operated by the commercials on different platforms to reach these customer bases.


Positioning
Positioning is associated with creating a distinctive place for the products in the target customer's mind. The significant advantage has been drawn by the brand value positioning of the company through the marketing mix. Mac Cosmetics still focused on the makeup professionals and fashion frontline so their product continues to the excellent quality compared to other competitive brands (Jan and Victor, 2019, p. 78). 
[bookmark: _Toc67577537]Marketing Mix of Mac Cosmetics
According to Blut, et al., (2018, p. 135), marketing mix is considered as a key foundation or environment on which most effective marketing strategies and business activities are implemented. Introduced in the 1960s, this marketing mix approach has been popular with several stages or mixer ingredients to allow the marketing strategies effectively and efficiently. Broadly, marketing mix consists of seven elements, known as 7Ps, which enhances the business marketing of a company. 
Product
The marketing of Mac Cosmetics operated mainly focusing on the diversity of the products for a large number of customers worldwide. Creating a large set of diverse products for the global market is one of the strong aspects of the organization. They have been diversifying their products with pigments, glitters, concealers, foundations, fragrances and similar others. 
Place
Headquartered at New York the company established the brand name Mac in Greenwich Village in 1991. Largely distributed authorized dealers in the cities all around the world helps people to directly interact with the business of Mac. Well-trained support staff are one of the significant assets of the company to interact and provide purchase experiences to the customers. 
Price
Mac Cosmetics has achieved to gain loyal customers by attracting niche customers in the fashion market. Their focus on providing benefits over the pricing of the product creates a large number of customers to purchase the products frequently. Targeting the professionals, make-up artists, actors and models helps to enhance the sale of the premium products. 
Promotions
The brand image of Mac Cosmetics allows it to create a stronghold on the cosmetics market which is divided in nature from both the product to services. The company focuses on the publicity through brand endorsing and campaigning. However, providing free professionals with their products in the fashion sectors is one of the strongest marketing approaches of the company. In recent years digital marketing with different platforms is playing a significant role in promoting through different events and customer interactions (Li, et al., 2021, 59).
Physical

The physical evidence is very essential for the customers to create acceptance of the company to them. A large range of products, campaigning and services like Viva Glam, makeup lessons and online tutorial has established the brand experience in daily life of the people in stores and online platforms. 
People
Mac promotes diversity in the workforce to serve the large number of customer base around the world. Encouraging indiscrimination in gender, culture, age and races creates a significant brand image in the modern people (Jung, et al., 2018, p. 889). Encouraging makeup professionals and incorporating with salon practitioners promote their business notably. 
[bookmark: _Toc67577538]Ansoff Matrix for Mac Cosmetics
The Ansoff Matrix is one of the significant marketing tools which allows to analyse and plan the strategies for growth of a business company (Dawes, 2018). The matrix represents four strategies associated with growth and risk assessment for the company. 
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Figure 2: Ansoff Matrix
Source: (Dawes, 2018)
Introduced 1957, the Ansoff Matrix helps marketing professionals to analyse the possibilities of a business and requirements of precautions. For a company like Mac Cosmetics with a great diverse product range, it is essential to analyse the diversification of the products and the market to thrive in the competitive cosmetics market. Fashion industries are now also prone to diversification according to evolving demand and customer habits. Customers’ expectations and behaviours are changing in the modern era with the concern of environmental sustainability and technological advancements (Mothersbaugh, et al., 2019). The two aspects of the Ansoff Matrix analysed for Mac Cosmetics are described below:
Market Development
To expand the market share of a company, increasing the selling of existing commodities in a completely new market is essential for a business (Ambak, et al., 2019, p. 259). Currently Mac Cosmetics are focusing on creating a more thriving global market by penetrating especially in South Asian markets. Inaugurating several omnichannel shops in the supermarkets in the significant cities like Shanghai, Hongkong, Seoul is one of the important business strategies of the company. Introducing different colour shades in the products focusing on the ethnicity of the customers is one of the significant marketing approaches to build new markets of the company. 
Product Development
The beauty products of Mac Cosmetics are consistently reviewed according to the customer demand and their expectations. Analysing the market in accordance to user experiences and expectations they innovate or obsolete the products regularly (Loredana, 2017, p. 149). The new product collections are more focused on attractive and creative packaging with different encouraging taglines for the customers. These packaging strategies are used as a significant marketing tool to enhance the customer sensation for the products. 
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Conclusion
The marketing of a business organization is developed by different complex and versatile layers of strategies and approaches to reach the market significantly. Marketing enhances the business by improving sales as well as serving the organizational objectives. The leading cosmetics company Mac has gone through different marketing approaches and constantly evolving the marketing strategies and implementations to grow the business globally. 
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