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Executive Summary
This study sheds light on the topic “Marketing Fundamentals Analysis and Evaluation”. The basic concept of societal marketing and the advantages that marketing has to the consumers has been discussed. In the same way, taking into consideration Estée Lauder Company, on the concept of branding and the ways branding has created able to generate value to the customers. The definition of stakeholders and the company’s communication with the stakeholders has been addressed. Moreover, the ways stakeholder’s impact upon the business along with conclusion and recommendation has been looked upon.
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[bookmark: _Toc44951575]Introduction
Marketing is a process through which an exchange of relationships takes place between the buyers and the sellers. It involves a process of identification, anticipation and satisfaction of customer needs and wants. Estée Lauder Inc. is one of the leading manufacturers and marketers in the generation of quality skin care, make-up as well as hair-care products to the consumers. This study has mainly aimed at provision of an understanding to the concept of marketing and branding and the ways branding creates value for its customers. It also aims to identify the meaning of stakeholders and the marketing strategy applied for the Estée Lauder Company. 
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Figure 1: Societal Marketing Concept
(Source: Influenced by Basurto Meza and Meza, 2018)
The concept of societal marketing upholds that an organization’s basic task is to determine the needs, wants and interests of the consumers for delivering satisfaction in an effective and efficient manner. In this concept, the marketing decisions are made not only on the wants of the customers but also on the long term interest of the consumers. Application of this concept enables maximization of the profits for the consumers and creation of long term relationships with them. It also assists in encouraging the development of products that provides potential benefits to the society and generates necessary satisfaction for them. 
By application of this concept, companies take into consideration three considerations which includes, company profits, consumer wants as well as interest of the society.
Society (Human Welfare)
Firms need to establish that the companies make use of the concept of product, services and innovation servers for the society at first. Enhancing the concept of cause-related relationships needs to be incurred for generation of satisfactory responses to the consumers (Basurto Meza and Meza, 2018). Estée Lauder’s founding principles generate commitment for operating responsibility and motivating the building up of sustainable business through ethics, integrity, fairness, and diversity as well as the consumers. By application of partnerships with the suppliers, retailers and consumers, an aspiration for fostering respect to the people and the environment is harnessed for the creation of positive influence in each community that has been served (elcompanies.com, 2020). In pioneering the efforts of philanthropy, EL’s “The Breast Cancer Campaign” focuses on the mission of creating a world free from breast cancer.
Consumers (Satisfaction)
The products as well as services need to satisfy the needs of the consumers. Estée Lauder's indulges in promotion of high quality products for the development of a loyal customer base. The Estée Lauder’s gift along with “Purchase and Purchase” technique operates through rewarding the loyal customers for purchase of the product by attracting the new customers who might not purchase the product of EL (marketrealist.com, 2015). For instance, the “New Dimension Skincare Purchase” had offered the customers a free-five day supply of “Advanced Night Repair” for the year 2015. Moreover, the basic promotional activities have aimed at attracting new customers through offers of 15% off on new orders for the initial consumers. 
Company (Profits)
Building a long term relationship, acquiring social responsibility and provision of satisfactory responses are significant elements for the purpose of profit making and maximization of wealth. The income generated from operating income enhanced to 18% due to the launch of products like Estée Lauder and other brands. Due to enhanced spending made on innovation of the product, the net sales upon skin care enhanced by a total of 8% and 6% due to increased level of spending on innovation of the product and retail travel. EL has focused on the luxury consumer items to expand the net sales of the high-ended prestigious products. The company has been able to enhance its net sales by a total of $14.86 billion through an increase of 9% from the previous year (esteelauder.com, 2020). This has indicated that the adoption of new revenue has been able to increase the net sales by a total of 12% from the previous year. Application of this concept therefore indicates that the company has its aim of strengthening the product innovation and expansion by application of distribution channels. EL has therefore been empathising on the skincare products for boosting the retail sales on travel. The four categories that EL has been operating on include skincare, make-up, fragrance as well as hair-care.  
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Marketing as a key concept, has its basic implication of generating a successful customer base. Therefore, societal marketing as a concept helps in generation of a favourable image for the consumers. Not just in the terms of social media marketing or social marketing, it is closely related to the CSR as well as development of sustainability in the society (Fuciu and Dumitrescu, 2018). In this manner, it implicates that the company needs to develop a marketing strategy for the maintenance and improvement of the customer’s well-being as well as the society to which it belongs. The key advantages meted out to the consumers include:-
· Helping to build a significant brand image for the company.
· Provision of competitive advantage over competitors.
· Beneficial for the maintenance of customer retention and long term relationship with the consumers.
· Facilitation of growth and expansion in the long term.
· Proper usage of economic resources.
· Raising people’s standard of living.
Social Marketing is therefore an impudent concept for the society, environment as well as the businesses. The concept is developed upon tackling consumerism and profit as the key to the business growth and sales. It upholds that the strategy needs to be able to deliver value for the consumers in such a way that maintaining and improvement of both the consumers as well as the well-being of the consumers is generated. The policies of societal marketing are changing actively for the taking participation in the social responsibilities in order to invest time, money as well as CSR activities. 
[bookmark: _Toc44951578]Branding
In the era of Facebook and You-Tube, brand building has become a crucial challenge in the modern era. Hiring creative agencies and technologists for the creation of brands is of high significance (Holt, 2016). Companies therefore need to make bets on what is called branded content. Social Media helps companies forging relationships with their customers on a direct basis. It has revealed a concept of generating corporate image, identity as well as reputation for the consumers. Internal Branding for instance, has a basic consideration for the creating powerful brands of customers (Punjaisri and Wilson, 2017). It helps organization in alignment of internal processes as well as the corporate culture associated with the brand. Branding is a practice through which a company is able to create a name, symbol as well as identifiable design for the product. It is the way in which a memorable expression is created in the minds of the consumers through making distinction between customers and clients of the company.
[bookmark: _Toc44951579]Advantages of Branding



Figure 2: Advantages of Branding
(Source: Influenced by Chiambaretto et al. 2016)
Competitive edge in the market
As customers lend support for differentiation in the market, a new competitive edge is shaped up in the market. Greater recognition and building up of the brand, helps to find that the brand elevates and is competitive towards the recognition of other brands that are well-known. Estée Lauder is a company that has made a brand reputation through creation of revenue for $15.5 B with employee strength of 48,000 (esteelauder.com, 2020). As compared to that, Avon being a competitor has made a slightly lesser revenue with a total of $4.5 B from 23,000 employees.
Enhanced credibility and ease in purchase
Having a well-known brand helps to enhance credibility with the customers and the marketplace on a whole. Building of credibility and brand recognition as well as loyalty and competitiveness is the key to enhance strength and competitiveness. Companies therefore need to generate direct connection for enabling ease in purchase.
Introduction of new products in an easy manner
Generating association with the strong brand and loyal customers often makes it possible for the introduction of a new product before making further investment on them. Customers would acquire interest for introduction of the new products or testing them before further investment is made. Estée Lauder for instance, has been able to manufacture and sell items of skincare, makeup and fragrances. In the year 2019, the company has gained the fame of 81K fans on Facebook and 348.1 K followers at Twitter alone.
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Figure 3: Ways Branding creates value for the customers
(Source: Influenced by Dabirian et al. 2017)
Creating Customer Loyalty
The adoption and development of a strong brand enables lending of greater customer loyalty. Customers have greater attraction towards a brand as values are shared among them. In developing a strong brand, proper values need to be conveyed upon for building a strong emotional brand with the consumers. Estée Lauder also aims at generating vigorous efforts of marketing in the spending on a minimum of $45 on purchase of the company’s products (theodmgroup.com, 2020). Online gifts contain cosmetic pouches with folding mirrors and products of skin care. Provision of these kinds of services helps in establishment of a proper framework in the recognition of customers’ needs and wants. 
Consumer Recognition
Having a strong brand works towards building up of customer’s recognition. In this aspect it can be stated that the customers shopping for a particular brand needs to perform the service and recognize the company in running the business. A cosmetic pouch is a gift for recognition for ensuring that the customers generate an ideal gift for its customers (Chiambaretto et al. 2016). Estée Lauder’s engagement with the customers helps in identification of how the team harnesses in story-telling for capturing the audience and creates customer loyalty and brand value henceforth. Consumers are more likely to select a brand that is recognized by them even if a great deal is not known to the consumers.
Returning Customers and Referrals
The recognition of a customer brand is generated through the return of customers and referrals in the brand promotion activities. A good customer experience generates smooth recognition of ideas and beliefs about the company. Having stronger referrals creates a proper flow of ideas and lends referrals to the consumers in the process of gaining more sales from the brand associated with it (Dabirian et al. 2017). In creating an effective strategy, growing brands and creating an effective strategy is the key process through which alignment with the values and offering a long-term outlook is made for success at Estée Lauder. Maintenance of a leadership position helps to nurture and preserve the distinctive identity created by the brand and its ultimate purpose. 
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Figure 4: Ansoff’s Matrix Strategy
(Source: medium.com, 2019)
In considering the aspect of “Market Development”, it is believable that the company has been performing well. In the year 2019, the sale in fiscal sales increased to 6.55 billion dollars, with a slight increase to 17% from the previous year in the business of skin care products. Considering the diversification, Estée Lauder has been applying a high performance in the stock market through application of suitable performance in the stock market along with the diversification of products and the geographical build of portfolios. In response to “Market Penetration” it is evident that the sale of products like “Advanced Night Repair Supper Challenge Complex” has been able to expand the customer base since the year 2015 (medium.com, 2019). In the aspect of “Product Development”, Estée Lauder has been able to make considerable progress in the skin care products through 3.9 billion of sales adopting an 11% increase. 

Relationship Strategy
The brands of consumer goods have developed towards establishment of strong emotional connect with the consumers. Estée Lauder's Le Labo has been taking action by linking up with the Marriott International and developing fragrances in tea that offer scents for use in amenities. By supporting “Kode with Klossy”, an initiative that is launched by the supermodel Karlie Kloss, there has been constant efforts in the resolution of issues that are perceived to be earning a strong reputation for building up a future brand. Estee has also been on its way for launching the program “Leading a Beauty Brand” for its customers.
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Stakeholders are any group or individuals that effect or are affected by the objectives of the firm. Better engagement with the stakeholders helps in achievement of the organizational goals for examination of the examination of the association with the brand. The stakeholders are the ones such as the customers, employees, suppliers, local community as well as the government that helps in generating value for the customers (Enríquez-de-Salamanca, 2018). Stakeholders are the ones who are involved in their own right for its management. Therefore the focus on relationship with the change management and employees of the firm helps in better engagement towards the principles of improved design.
Definition of internal and external stakeholders
[bookmark: _Toc44951584][image: ]Figure 5: Internal and External Stakeholders
(Source: Influenced by Jones et al. 2020)
Internal Stakeholders
Internal Stakeholders are those entities within businesses like employees, managers and the Board of Directors. Employees in this aspect need to maximize the profit making for businesses. Owners of the business in this aspect have a greater inclination towards the maximization of profit and are concerned about generating income from investment. Estée Lauder is a multinational manufacturer established in the year 1946, founded by leaders like Estée Lauder and Joseph Lauder. In the year 2019, the total number of full-time employees for Estée Lauder enhanced to 48,000 (esteelauder.com, 2020). Therefore the key internal stakeholders for the company include the founders, managers as well as the employees. 
[bookmark: _Toc44951585]External Stakeholders
External stakeholders on the other hand are entities that are not associated with the business itself but are also affected by the performance. Customers would want the business for provision of high-quality goods and services at a lower cost. Suppliers want businesses for continuation of the purchase and make positive contributions to the local environment as well as population (Jones et al. 2020). The external stakeholders in this aspect include the suppliers, society, Creditors, shareholders, government as well as customers. Estée Lauder had made a continuous attempt in striving for meeting the expectations of the consumers, investors and suppliers. Through a dedicated mission and strength of proper brands, it has aimed to establish a sustainable future of the business.
[bookmark: _Toc44951586]Company’s communication with stakeholders
Estée Lauder helps in meeting the needs of the managers as well as the consumers in dealing with the online web strategy. Estée Lauder’s valuable fragrance and cosmetic brands help in extending and protecting the interests of the consumers. The marketing relationship is such that opportunity for web based manufacturers and considerable risk is created upon for satisfaction of the stakeholders needs (Voinov et al. 2016). The company has established a Clinique website for the branded products to the consumers. As the branded market has become one of the topmost merchandising groups, heavy dependence on retail chain business is accounted upon on the major businesses of retail chains. As there was heavy reliance on the retail business of LeBreton, the bulk of business depended upon LeBreton. It feels threatened on Estée Lauder's products by forging of relationships through customers that brought the products online.
[bookmark: _Toc44951587]Ways stakeholders impact upon the activities of marketing
· Aiming for achievement of environmental sustainability in achieving the goal of emitting zero carbon and sourcing of 100% renewable sources of energy has been the core strategy. 
· The company’s effort on the criteria of inclusion and diversity through following an LGBTQ Equality has been looked upon by the businesses. 
· The social impact was created with the need for provision of well-being of 10 million people was conducted through programs as well as grants on health, education as well as environment (businesswire.com, 2020).
· In alignment with the goals of 2025, with the need for addressing the complex system of supply chain, a review for more than 4000 ingredients has been considered upon by the business to unlock the potential of women in the supply chain business of the global world. 

[bookmark: _Toc44951588]Conclusion and Recommendations 
The process of marketing therefore deals with generating effective strategies through which sales can be enhanced and the customers' needs can be satisfied. Taking into consideration Estée Lauder Company, the prime concept of marketing and the ways marketing has helped in enabling business growth has been discussed. The concept of branding and ways through which brands create value for the customers has been entailed in the study. Similarly, the role of stakeholders and their impact created upon the marketing activities for the Estée Lauder has been made. From the study, it can be recommended that Estée Lauder needs to extend its customer base through variation in product range. Creating a strong relationship with the consumers and developing products for all types of consumers’ needs to be focused upon for gaining higher productivity in the market. It is also recommended that addressing the immediate needs of the stakeholders through productive involvement would generate effective services for the consumers. 
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