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Abstract:
The research is on Effectiveness of Direct Marketing Communication Tools on Consumer Decision to buy perfumes – Lancôme in UK.  The researcher has introduced the research with proper research aims, objectives and structure that will help to underpin the effectiveness of marketing communication within organization. The evidence gathered from different effectiveness of using direct marketing communication tools along with porter's 5 forces model have  portrayed in the literature review and selection of primary and secondary data collection methods along with the surveys and data analysis for the research in order to fetch expected outcomes are determined by the researcher.
Chapter 1: Introduction:

1.1: Background of the research:

Today’s business environment has propagated to be strong encasement for enacting on new products and services so that they can beat their business competitors successfully and acquire for a higher landmark in business podium. The surrounding ambience in which the business organizations operate has been constantly changing and thereby making competition tougher for the business organizations to anticipate (Ksenia, 2013). Customers being changing in their demanding nature, the business organizations has always found it difficult to cope up with the heavy changing demands of the consumers in this particular phase of globalization (Mulhern, 2013). Another important thing which has been focussed during this period of time is the immense customer diversification which makes the business organizations face troubles in reaching right customers with appropriate product interface. Marketing being one of the most important facets for business organizations in today’s world to succeed and entrench customers has evolved out digitally and come up with new marketing tools and applications which are enriched in fulfilling the requisites of the customers. It can be seen that marketing tools in current business dimension has come out as an important part for customer communication. 

Perfume industry has become one of the most dominant competitive industries in global business podium as people are seen to be more lured towards their fashion statements along with their daily necessities of life. One of the prior motives of the perfume industry is that they need to entrench the customers through their diversified and innovativeness in their fragrances so that they can successfully meet their objectives and goals of fulfilling the customer’s demands and loyalty (Keller, 2013). In business podium, customer satisfaction is well achieved if their demands are met successfully through various modes of communication. Marketing in today’s business dimension stands for connecting with the customers as their external environmental part and role of marketing tools and techniques play an important role in this aspect. Consumer decisions regarded as the most effective means of observing their demands; therefore it is essential to collect information about customer preferences before launching or promoting a product (Yadav, & Pavlou, 2014). Marketing tools serve for this purpose for connecting with the customers and lucratively determine their basic needs about a product. In this respect, the marketing communication come into focus as they decipher for a useful purpose of connecting with the customers in relevance to their product interferences in front of the customers. Therefore it can be well observed that marketing communication at its most basic level integrate a harmonious relation with the customers and thereby make them believe about the credibility and uniqueness of their product in international business market. 

Lancôme as a French perfume business organization since their inception in 1935 has overwhelmed their customer with their brand fragrances in the international dimension. The company is still seen to be existing in worldwide dimension under the ownership of L’Oreal as a parent company headquartered in Paris. The main target of the brand is to entrench the high-end customers with skin and cosmetics products. The following research is based upon role of marketing communication tools applicable for Lancôme for influencing their customer behaviour. 

1.2: Significance of the research:

Marketing communication acquires a great trademark in the phase of new customer approach for the business organizations. The main significance of the marketing communication tools is to create an integrated feature and promotional offerings of their products so that they can allure more customers to their products (Ström et al., 2014). The competitive economic system has enacted for endurance and growth of the business companies in a tough and challenging situation as they are facing more customer demands and thereby provocation for apt designing of communicating with the customers. The consumers in today’s business highlights are inclined towards more information about the products so that they can opt for best purchasing decisions in market. It can be seen that customer loyalty, motivation are deeply influenced by the actions of the business enterprises in their marketing techniques so that they can facilitate customers at utmost level (Thorson, & Moore, 2013). The persuasion which the companies focus upon in today’s competitive business context is that they are entrenching for an external environment where they can assert for more customer base for their products and services. The era of traditional marketing has deciphered for less communication of products to the customer market rather than focussing on the promotion of brand presence and recognition which simply deciphered for growth of company’s strategic positioning in global market podium. The marketing communication tools have their interferences in external environment has shifted their focus over customer satisfaction and retaining of customer loyalty for their products. In this context, the significance of the research stands for understanding the importance of marketing communication tool as an effective technique for influencing the consumer decision making process through enhancing customer loyalty and satisfaction level (Delafrooz et al., 2014). Through understanding the implication of marketing communication techniques for customer behaviour entrenchment, the research will help to justify its various connotations for influencing customer behaviour in a perfume company like Lancôme. 

1.3: Research rationale:

In a business environment which is solely customer controlled, the efficacy of traditional marketing for establishing a direct contact with the customer bases has been under considerable questioning. From perspectives of traditional marketing, it can be found that it has enacted upon considerable amount of time and money being wasted for entrenching the customers in current business competitive context. This situation has undertaken for need of marketing tools applied by the company to be much more sharpened so that they can apply on a successive communication forum with the customers (Teck Weng, & Cyril de Run, 2013). This certainly focuses over the fact that business organizations allure to a seamless communication program through which they can coordinate and integrate marketing and promotional effects of their products more embedding to the customers. The era of digital age has transformed this thought of marketing communication into a new platform from where the business organizations tend to bring on a unified message to the customer so that they can put up a strong enforcement for influencing the buying decision of the customers for their products. A perfume company like Lancôme, who uses public awareness for enhancing their brand awareness, is definitely required for the customers. The perfume industry uses various marketing communication tools like packaging, designing so that they can entrench the customers with the brand presence (Jain et al., 2014). The most important marketing tool which used by the perfume industry has been emancipated to be packaging and producing on innovative new fragrances for the customers which can influence the customer’s taste for new smell and at the same time create an individual identity for them. The previous studies deciphered the fact that there have been limited numbers of studies which have enacted for only brand awareness through marketing communication tools related to other industrial sector; except the perfume industry. Therefore from this point of view, the rationale of the research reconciles for understanding the environment of perfume industry specifically in usage of marketing communication tools for creating brand awareness among them and influencing their purchasing decision (Priyankara et al., 2017). Under this justification, the research applies for a thorough understanding of marketing communication tools applied by business organizations in perfume industry like Lancôme to be judged for understanding their customer loyalty towards their brand perception and also their influencing purchasing decision.  

1.4: Aims of the research:

The effectiveness of the marketing communication tools have been discussed by many researches over their researches and literatures over varied industrial base. The significance of the marketing communication tool for learning business dimension competitiveness in different industrial perspective is an important factor to consider upon. The implication of the marketing communication tool is less underpinned in the context of the perfume industry. From this point of view, it can be represented that the main aim of this research is to identify the efficacy of marketing communication tools an active performer for engaging more customers and influencing their decision making power in the context of a perfume company like Lancôme. 

1.5: Research Questions:

Research question is an initial step for a research project through which a relevant idea about the study can be interpreted. The main research question which has been underpinned for the following research is depicted below:-

· To what extent does direct marketing as a communication channel affect customer buying decisions in relation to perfume purchase of Lancôme? A UK case study analysis.

1.6: Objectives of the research:

The research objectives help the researchers to evaluate the right pathway for conducting the overall research. It represents the way through which the researchers follow on accurate literature for supporting his statements and arguments of research in future direction. The research objectives are inclined towards the following criteria through which the researcher will conduct the research. These are mentioned below:-

· To analyse the significance(importance) of branding in relation with the segmenting the customer decisions ( when you want to understand cost and how you relate to the customer) 

· To assess and analyze direct marketing campaigns under taken in the last 5 years (perfume industry in  UK)

· To assess and appraise the level of customer satisfaction of Lancôme perfume in UK.

1.7: Research Structure:

Research structure of the following research undertaken will give a brief description of the segments which will be entailed within the due course of the research. It is an outline of the following each chapter of the research that will follow on. The first chapter is the introduction chapter where the background of the study, research rationale, and significance of the research along with one primary research question and aims and objectives of the research is done. The second chapter is the literature review section and contains the analysis of the models and other theoretical frameworks regarding the use of marketing communication tools for understanding consumer buying decision process related to perfume industry. In the third chapter, the researcher will undertake methodology or the process of research for addressing the issues in the topic undertaken in research and follow on an apt research design, data collection methods, research philosophy and sampling techniques of the research. The fourth chapter will continue on assessing the data collected or the data analysis section where the researcher will analyze the data collected through various approaches like surveys, questionnaires, interviews, observations and other secondary data collected in the previous sections. The fifth chapter constitutes the discussion segment which is held for representing a a critical analysis of the study objectives and aims to be achieved in the due course. The various findings of the literature review will be compared to the data findings. The final chapter of the research is the conclusion and recommendation where the summary of the work is provided and also there will acknowledgement of the limitations of the study. This will help the researcher to evaluate scopes for future research in the respective area or field.  

Chapter 2: Literature Review:

2.1 Marketing Communication Tool as a Significant Segment for Influencing Consumer Decision making Process:

The evolution of global trading arena has made it inevitable to replace traditional marketing mix with integrated Marketing Communication or IMC. In the current scenario it has become essential for the organisations to comprehend the progress of IMC as an important part of their business activity, particularly in the period which followed 1990. According to Kim and Ko (2012), the traditional marketing mix components, such as product, price and placement, have lost their comparative efficiency with the escalating technical development and emerging communicative tools that give organisations particular business advantage in parity markets. Fetscherin et al (2014) argues, organisations that leverage their potential can easily gain a competitive advantage that is sustainable, with the use of quality Marketing Communication. According to Mulhern (2013), IMC can be considered a process which can be helpful in developing, implementing and evaluating persuasive communication programs relating to consumers along with the relevant associations and other audiences external to the organisation. He further states, the objective of IMC is generating both short and long terms financial impacts in order to establish profitable consumer relationships. Following Malthouse et al (2013), it can be pointed out, IMC has a very want to play in creating value of the products and brands, along with the organisation. Fetscherin et al (2014) opines, promotion is one of the recognised p's of marketing mix and this components can be classified info further divisions (‘tools’) which may be seen as comprising a separate marketing mix for promotion itself. Moreover, the transmitting of the company message by the means of a mix of communication tools which include sales promotion, direct marketing, online communication, public relation and most importantly advertising are reported to be more effective when put two works together rather than utilised in isolation. A brief overview of the aforementioned communication tools is as followed:

Advertising: 

As mentioned previously, advertising can be considered one of the most effective ways which can efficiently promote the product of the brands along with organisations. Malthouse et al (2013) enlists television, newspapers and other sources of information in print, billboards, radio and online platforms as chief means of successful advertising. Studies show effective advertising is capable of generating an escalation in consumer demand especially in case of short term preferences. 

Sales Promotion: 

Measures relating to view promotion include special discount coupons, membership coupons loyalty clubs, different lucrative schemes, attractive packages, unique deals, in some cases sales such as winter sales or season ending sales etc. Malthouse et al (2013) again enlists newspaper inserts, banners wobblers and danglers, glorifiers etc. as effective sales promotion means. 
Direct Marketing: 

According to Kim and Ko (2012) , direct marketing is a tool that enables the organisations to communicate with the consumers perhaps most effectively due to its directness and simplicity of approach. Direct marketing can be conducted by the means of text messages, emails, brushes and catalogues, promotional letters etc. the most effectiveness of this communication tool lies in the fact that the message cannot be confused by the consumer and in particular cases direct marketing can be the quickest communication tool ensuring swift problem solving (Kim and Ko, 2012)). 
Online Communication: 

The importance of online communication in today’s world with the use of social media platforms is well attested by studies conducted on consumer behaviour. It was to be kept in mind that with E-Commerce emerging as one of the most profitable business sectors of modern markets, the importance of online communication or the practice of leveraging internet to access social media and other e-platforms for not only promotional reasons but to observe growth in the sale of products and services directly from the websites and mobile applications and social media pages, can be proved as one of the foremost communication tool in near future (Malthouse et al, 2013). 

Public Relations: 

Kim and Ko (2012) simply state that the role of public relations or PR activities is to represent the image of the organisation in the best light and this is mostly done by the means of press releases, events, public appearances and news reporting. 

Moreover, there is a consensus among experts that with the increase in the importance of IMC and innovation processes relating to communication tools the effectiveness of promotional activity in every organisational sector is supposed to improve even more as the trends are becoming more and more popular in the contemporary scenario. 

Consumer behaviour in case of making buying decisions has witnessed and evolution over the years. According to Mulhern (2013), as consumers behaviour traits, for instance, having more access to education and hence information, growing impatiens due to easy availability of numerous brands and products et cetera have resulted in reducing the marketers influence on the consumers. In general the importance of pricing is so crucial to the seals of the product that Lombart and Louis’s (2012) show, that average consumers regard price as the main factor for deciding to buy. Rise in price has been connected in reducing consumer demand. However, this differs in accordance with the importance of the product to the consumer. It is a general belief among many consumers that products that are expensive out of high quality and original. It is obvious that there is a connection between the social class of the consumers and the effect of pricing as consumers with low income rates are to be more affected than that of the consumers with high income rates. The effect of pricing has been connected with brand image and consumer loyalty as well. According to Kim and Ko (2012), in order to avoid any chances of some sort of change there are many loyal customers who will to pay even the increased prices of previously known products. Consumer loyalty has been considered as discouraging for customers to compare the increased price of products with others similar products in the market. As Fetscherin et al’s (2014) research shows, this has been proven to be very effective in case of  perfumes which are such products letter related to personal choice and therefore, a number of customers reported to have refused to change their perfume brands in near future. Although the pricing strategy of perfume companies solely depend on the particular class of target consumers due to numerous qualitative, quantitative and brand related differentiations resulting in numerous varieties in the product worldwide. 

Thus, it has become important for the companies to incorporate and number of innovative marketing strategies in order to accomplish the challenging task of attracting consumer attention and make such products which have adequate pricing as far as the target class of audience is concerned (Fetscherin et al, 2014) in UK market. Branding has a very important role to play in it. Along with the branding, advertising and other communication tools which exercise steady influence on the consumer behaviour in order to pursue them towards making buying decisions. 
2.2 Branding and Advertising in the Marketing of Perfumes:

As shown by Lombart and Louis (2012), perfumes are usual parts of everyday life with both men and women using perfumes and scents kind of products on a regular basis. According to Lombart and Louis (2012), there is a need in the perfume industry to analyse how men and women make the choices of perfumes so that customised products can be innervated in order to attract the attention of both of the genders which will contribute in establishing exceptional brand position in future. 

Effect of Brands on Consumers’ Buying Decision:

According to Wang et al (2012), brands can be considered as symbols logos and names of the companies and the most important features of brands include premium pricing, customisation of differentiated products etc in UK. It can be seen that the notion of branding relates to a symbolic image of the company which is framed in a manner that would attract target consumers and with due time and consistency in promotional activity

There are several studies which focus on the effect of branding on the profitability of the product and according to a study about 59% of the consumers prefer perfumes from the brands they have already known while 21% of them buy products from a new brand because they like the brand (Tiago et al, 2014). On a similar context, Brodie et al (2013) argue, about 77% of the brand conversation that takes place over social media are associated with those people who are seeking advice information on help. Based on this he hypothesis that higher emotional intensity accounts for three times greater word of mouth marketing than those brands which manage together comparatively less emotional connection. Further this emotional connection forms the foundation of consumer loyalty which signals positive consumer behaviour and marketing (Wang et al, 2012). It is clear that in order to accelerate sales in the perfume industry building brand images is essential. In case of cosmetic and healthcare products studies show that new launches are essential for maintaining the consistency of the brand image and keeping the consumers in touch with the brand while making considerable progress in gathering the attention of new consumers as well. As for perfumes the launching events of new perfumes can help in reaching the consumers.

Effect of Advertising and Other relevant Communication Tools on Consumers’ Buying Decision: 

As far as communicative advertisements are concerned the expense of advertising has been considered as being indicative of the quality of the product and according to Tiago et al, (2014), more advertisements of the product on traditional platforms along with the online platforms indicate a good quality of the product while less advertisements are indicative of low-quality. In the same context it has been attested by studies that consumers incline towards those products which consistently promote quality offers and specific hints of value for money. Brodie et al (2013), on their study of a somewhat similar subject, concluded that in case of women the visual aspect of the advertisement is more effective as it relate to how women perceive and experience the advertisement. However, academic literature suggest that's advertisements are more effective among the individuals with high income rates rather than the individuals with low income rates. 

In case of sales promotion the consumer are encouraged to evaluate the purchase opportunities and the brand value, therefore, they become easily attracted to the product (Wang et al, 2012). According to Tiago et al, (2014) for cosmetics and personal health products offers, regarding free products and samples significantly help in popularizing the Brandon the products. Apart from this, Brodie et al (2013) generally states, coupons and discounts, impact premiums and lucrative offers such as buy one get one free are effective in creating an impact with a leap in immediate sales performance of the products. Studies have shown that women are more prone to be affected by the promotional events and they use more coupons then the men do (Wang et al, 2012). With the advent of Technology now these coupons and discounts and other offers can be communicated to the consumers by the means of online platforms and social media as well, for instance, Gambetti et al, (2012) put emphasis on having active social media participation by the means of profiles and pages in order to swiftly bring their promotional initiatives in notice of the consumers. Added to this, as opined by Brodie et al (2013), celebrity endorsement which will ensure the transmission of the company message by popular celebrities so that it can be more easily followed by the consumers, can bring about significant positive impact on the profitability of the perfumes. According to Wang et al (2012), the companies can also generate feedback mechanisms such as consumer reviews on websites or easily available customer care services which will enable the customers to let the company know about any mishaps or delays in the availability and delivery related issues of the perfumes. 

Whatsoever, innovation in the usage and effectiveness of communication tools is necessary due to competitiveness of the perfume market. As Tiago et al, (2014) argue, with competing organisations swiftly adapting to known communication tools and conventional uses these tools, it has become significantly important for the organisations to work on the innovative process regarding the effectiveness of these tools and it can be summarised that unique measures to attract consumer attention can bring about a prosperous growth especially in case of short term and immediate sales. 

2.3 The Mental Buying Models for Boosting the Sales of Perfumes in Lancôme:

The subject of consumer decision making has full interest of the scholars over the past decades and this has resulted in the formulation of at least five chief approaches towards the study of decision making which relate to different traditions of psychology. 

The Marshallian Utility Model: the utility theory, which was first put forth by economist Alfred Marshall in 1890, considers each customer as a rational and economic man. According to this theory consumers have to be well informed about the available options of consumption and have to correctly rates each alternative option, finally selecting the optimum scope of action. As  Cheung and Thadani (2012) opine, the aforementioned stages are no longer considered to be important factors in decision making and therefore modern market years have dismissed the utility theory as providing important basis of consumer decision making. In case of perfumes as well this Model can face considerable difficulty in implementation as a number of consumers let the incentives of being well informed about all the numerous brand options that available and make well thought decisions as it is not possible to individually recognize each brand and make the 'perfect’ decision. However it needs to be recognized that with the advent of Internet and such platforms as YouTube and other platforms, beauty bloggers and associated individuals with their experienced comments significantly help consumers in making the right choice about beauty products by uploading informative videos. Cleveland et al’s (2015) research shows, only one fourth of the consumers of the particular sample show that traits of informed decision making with substantial deliberation as their characteristic feature. 

The Freudian Psychodynamic Model: The psychodynamic approach considers behavior as being determined by drives that a biological rather than environmental stimuli and individual cognition. This theory was developed by eminent scholar Sigmund Freud in early 20th century. According to Cheung and Thadani (2012), the most relevant marketing implementation of this theory can be found in its assumption that consumer behavior is dependent on symbolic features and economic functionality of commodities. In this theory a sexual connotation gets more preference than that of the functional one. The psychodynamic model in case selling perfumes can only be selectively implemented as it is difficult to assess the symbolic and subconscious significance of the fragrances to each individual and therefore it becomes challenging. However, this theory has been criticized by scholars as well as Sirakaya-Turk et al (2014) argue, the generalization of this theory is dependent on the leap of faith in order to be applicable to the consumer population. 

The Cognitive Approach and Models of Consumer Behavior: There are at least two types of cognitive models of consumer behavior, i.e. analytical and perspective. The analytic theories can be further divided into two categories which are consumer decision model and the theory of buyer behavior while on the other hand the perspective models can be classified into the theory of reasoned action and the theory of planned action (Figure 1). 



Figure 1: Classification of Cognitive Models of Consumer Behavior
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Source: Sirakaya-Turk et al, 2014
The Theory of Buyer Behavior (Figure 2) or the Howard and Sheth model (1969) incorporates various aspects of psychological social and marketing influencers on consumer decision making process. According to this theory the consumers are subjected to input variables which can be considered as environmental stimulatory factors. Stimulatory factors which can be divided into two sub categories include significance of stimuli which are the elements related to the products and brands that need to be confronted by the consumers and symbol extremely which are representative of the products and brands as established by the market is through various means of product promotion such as advertising (Priyankara et al, 2017).The next important component of the theory which are exogenous variables are the number of external factors which influence individual consumer decision but these when not outlined by the promulgators of the theory. Finally output variables are comprised of five factors which include buyer attention, comprehension, attitude, intention and purchase behavior. In case of perfume industry this model can be put to extensive marketing uses for strategy making as the incorporation of external factors and product related factors makes the story implementable (De Mooij, 2018).

Figure 2: Buyer Behavior Model
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Source: Sirakaya-Turk et al, 2014
The Consumer Decision Model (Figure 3) or the Engel, Kollat and Blackwell Model (1968)has some of the components similar to that of the theory of buyer behavior and this model is comprised of a Decision process having 7 points which include the need of recognition that is followed by information search on both internal and external levels, alternative evaluation, purchasing of the product, post purchase condition and the final stage of divestment(De Mooij, 2018). In case of perfume sale, thorough analysis of the seven points can generate more understanding of consumer behavior so that promotional activity of the organization can be framed in accordance to it. 

Figure 3: The Consumer Decision Model
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Source: Sirakaya-Turk et al, 2014
Theory of Reasoned Action (figure 4) or the Fishbein Model (1963) the attitude of individual consumers towards products are derived from pre established beliefs and feelings regarding several attributes of the product. in this model behavioral intention which derives from a number of consumer attitude towards the purchase of particular products and the subjective customs of behavior has been almost equated with behavior itself. This theory measures the attitude of individual towards behaviors rather than towards products (Achrol and Kotler, 2012). As measured behavior is a necessary factor of consumer decision making this theory indicates that the consumer might have a positive attitude towards particular products but maybe not so much towards purchasing them. In accordance with this theory, the sale of perfumes, individual behavior towards the product can be studied and implemented in advertising. 

Figure 4: Reasoned Action Model
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Source: Sirakaya-Turk et al, 2014
The Theory of Planned Behavior (figure 5) can be seen as an extension of the theory of reasoned action and it means to address the Apparent intention reliance to predict behavior. Theory of planned behavior has become dominant for expectancy value theory and its implementation is traceable on several domains of behavioral studies. In fact the theory of planned behavior according to experts is capable of generating more accurate study outputs than that of the recent action theory (Achrol and Kotler, 2012). As in the case with the reason action theory for perfume sales the theory of planned behavior can enhance the study of consumer behavior even more aptly. 
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Figure 5: Planned Behavior Model

2.4 Assessment and Evaluation Level of Customer Satisfaction of Perfume:

Consumer satisfaction has been considered a measure of how the total products of an organization are capable of matching the expectation of its consumers. Consumer satisfaction according to Yadav and Pavlou (2014), is dependent on the perceived performance of the products compared to the expectation of the buyers. In case of the product falling short of those expectations it results in consumer dissatisfaction. As shown by Achrol and Kotler, (2012), consumer satisfaction is essential for any company which puts do emphasis on marketing due to several reasons such as acquiring new customers can be at least 5 to 10 times more costly than satisfying the previously existing customers, loyal customers show the tendency of spending more money on products of specific brands, satisfied consumers are likely to recommend products to others, reasoning existing customers provides considerable competitive advantage to organizations etc. According to Lombart and Louis’s (2012) research a 5% reduction in the rate of customer defection can results in 28 to 85% increase profitability depending on the industrial structure. As a sale of perfumes are related to specific positive feelings degeneration in consumers, it can be surmised, with the incorporation of quality service, ready availability and enhanced quality products consistency in consumer satisfaction can be generated. However, measuring consumer satisfaction can be a challenge to the industry. In order to get proper assessment results perhaps the perfume companies can conduct significant surveys on consumers to understand their behavioral preferences and socio-economic perspectives of selling perfumes. Company should also put considerable emphasis on customer care services so that communication with the consumers regarding issues that are even remotely dissatisfactory to the consumers can be directly dealt by the company executives (Achrol and Kotler, 2012). With more interpersonal communicative sessions with the consumers more details perception about the exact consumer expectations can be gained and by working towards fulfilling set expectations perfume companies such as Lancôme is supposed to establish a steady position in the market. 

Moreover, it can be seen from the above discussion that with the help of marketing communication tools and different mental models the perfume industry, it can be beneficial in boosting sales among the consumers. With the advent of more technical resources which will enable the company to get precise assessment of consumer satisfaction The perfume industry can generate even more products which will be purchase by consumers adding a sense of personalization and customization of products the industry can observe new levels of growth (Lombart and Louis, 2012). 

2.5 Direct Marketing Campaign applied in business: 

Marketing is the key element of any business operation. According to Armstrong (2015), the direct marketing approach has proven to be very effective tool for sales. In this particular approach the product or the service is directly approached to the potential customer base. In this scenario the organizations utilizes this type of advertisement for communicating straight to the customers through various media options such as text massages, email and cell phones. This operation has given great results in terms of customer satisfaction and in the revenue generation of the business. A very important aspect of this type of marketing campaign is that the response of the customer is measurable. This process is indirectly helpful for knowing the needs and the current trends that the customers are seeking. There are some advantages as well as disadvantages of direct marketing in the long run (Gallo et al., 2015). A well executed campaign of direct marketing can increase the loyalty to the brand. According to Gall (2015), this is particularly effective in those cases where multimedia messaging is used. If this campaign is managed in good manner then it can give effective outcome with high profitability. In case disadvantages, it has been seen that some direct marketing channels have negative impact on the environment. Other than these, this marketing have some limitations like it can be approached to limited number of people for reaching a large number of customers this type of marketing is not suitable.

According to Campbell (2015), at present direct marketing is accepted and widely utilized approach for enlighten the people about a particular product or service.  There are several benefits of this direct marketing campaign which many businesses have witnessed over years. This marketing strategy gives the opportunity to endorse the product or a particular service straight to the target customer and the outcome of this method is also can be evaluated quickly (Stoll et al., 2015). Other than these, direct marketing allows the organization to reach their specific potential customer segments with personalized messages. This marketing strategy also helps in increasing the sales operation with the existing customer base in the business. To execute this particular type of operation it is very important to know the existing customers and to understand their needs. For this reason direct connection with customers is required, this helps the organization to customize the promotion. The outcome of this operation is very successful in most of the cases. For executing the direct marketing campaign smoothly and significantly some facts must be kept in mind. First of all it is very essential to develop the contact list. The customers can be contacted through various forms like phone calls, email, coupons and product brochures. This type of marketing is most suitable for the products having extensive demand.  There are some important concepts which are significant to a campaign of direct marketing. At first it is necessary to ensure that this type of marketing is suitable for the particular brand or product. Otherwise the expected outcome cannot be achieved by the business organization. After this it is vital to evaluate if the estimated revenue produced from the particular campaign of direct marketing will validate the expenses or not. It has been observed that the campaign of direct marketing is an expensive method of advertisement. If the sales from the performed campaign exceed the amount of the direct marketing and the cost of the product, then this type of marketing is the possible choice for developing need for a particular product or service. In addition to that, the concept of direct marketing is one of the parts of complete process of marketing. Various business organizations such as retailers, media companies, credit card companies use direct marketing in different forms. In current business scenario, this marketing is widely used. The direct marketing campaign is quite costly yet effective for the brand promotion and profitability, as revenue generation is directly linked with sales. Effective and successful direct marketing begins with proper data. According to Pearson (2016), the marketing executives study the categories of consumers or prospects that they predict will be interested in that particular product and creates lists for developing more contacts. The list is generally obtained from various sources such as public and commercial, customer base list from different business organization, people who participated on some random contests organized by the business etc. this data is then analyzed properly and then it is customized, depending on this data the offers are given on a personalize basis. Each and every communications regarding direct marketing must involve some techniques by which responses can be tracked (Armstrong et al., 2015). Data of response rate is used in this type of marketing to gauge the effectiveness of the communication, and how it can be improved. In this marketing campaign taking action on the basis of feedback and reviews is very important factor. For successfully executing the direct marketing proper measures must be taken and these factors must be prioritized. 

2.6 Importance of satisfaction of the customers in business:

Customer satisfaction is basically a measure of a particular product or service offered by a company can meet the requirements and expectations of the customer. This factor has explained as an important presentation in the business operation. According to Brierley (2017), the purpose of this factor is to point out the purchase objective and brand loyalty of the customers.  In an organization after gathering this data, analysis is done in order to understand the needs of the customer (Hwang, and Suh, 2018).

According to Hill (2017), the significance of customer satisfaction can never be ignored. The profitability of any business and brand value of any particular product is greatly connected with this factor. There are many factors which contribute in the success of a business operation; customer satisfaction is one of the most important factors of these factors. It is essential for a business to track the customer satisfaction factor and to improve it. This helps in developing a loyal customer base and maintaining them.  A loyal customer is the treasure of any business, so to keep them loyal this factor must be kept in mind. 

According to Carlson (2016), satisfying the existing and potential customer base the business must analyze and study the market, and should know the needs and current trends. It has been observed that the loyal consumer base is worth more than ten times as much as their initial purchase. Research has shown that it is seven times more costly to gain a new consumer than to keep a current one. Customer satisfaction is reflected on the generated revenue of the business. The opinion and feedback of the customers regarding the brand can affect the business in both positive and in negative ways. So to keep them satisfies the business must value their opinion and should give the best possible service and high quality product. In this way the customer will be satisfied with the service and in return they will be loyal to the brand. This will directly impact the revenue and profitability of the business in a positive way. Customer satisfaction is a vital factor which is beneficial for standing out in the market competition. 

For providing proper customer satisfaction the company must adopt some ways, they must treat each and every customer in a very good manner and equally. The business executives must make effort to assist the customers is every possible ways. Other than that the company should keep their integrity and promises. According to study it has been observed that more than 90 percent unhappy customers never return to that particular brand. So to avoid this scenario, the business must measure the customer satisfaction often. This can be helpful for decreasing the number of unsatisfied customers and avoid customer loss. To measure the customer satisfaction surveys must be conducted to take the feedbacks from the customers and to know their opinion regarding the product. It is very important to prioritize the feedbacks and reviews of the customers, as this will be very beneficial for developing the business and improve the customer loyalty to the brand. This factor is also indirectly related with the brand value as well as the position of the company in the market. According to Hwang (2018) without measuring this factor, the business will not be able to identify the unsatisfied customers. In this way the company will not be able to improve their service or the product. They must require some reviews and feedbacks, on the basis of which they can start the required improvement regarding their brand (Kaura et al., 2015). 

According to Sharma (2015), highly satisfied customers will increase the brand value and vice versa. Any business depends totally on the customers so the customers should be given high class treatment. All the profits, brand image, status of the business are directly connected with the customers. So it must be the first priority of any business organization to meet the expectation of their existing customers as well as the potential customers (Hill, and Alexander, 2017). This factor can be achieved only if the customer has an in general positive relation with the seller. This factor depends on how proficiently the service has been provided. Hence this satisfaction can be linked to several aspects of the business such as manufacturing of the product, technology, marketing, quality of the product, provided service, delivery services, management of the complaints etc. so it can be understood that, customer satisfaction is the overall fundamental nature of the impression regarding a product (Agnihotri et al., 2016). It is important for an organization to communicate with their customers frequently, in this way that will come to know their opinion clearly. Hence it is obvious that in order to establish a good position in the international market and to develop the profitability of the business customer satisfaction is a very significant factor.

2.7 Porter’s 5 forces model:

Threat of new entry: 

The entry of new companies in this highly competitive industry for cosmetic products, perfume manufacturers are bound to give a moderately average competition to the companies like Lancôme, but the fame and the brand name, loyalty of customers and the faith that their customers have in their products will lessen the threat of new entrants, and hence the threat of new entrants is considerably low.  The reasons with considerably low rate is the high cost of entry , coming up with new and unique ideas is a tough task when a French brand is already so persistent in the UK market. 

The market share of the market giants in the perfume manufacturing and sales industry is very high, and the remaining shares are distributed among the small industries thus bringing down the possibility of entry of new perfume manufacturers. 

Bargaining power of customers:

The bargaining power of customers implies to the power of the buyers have over the products they buy, their spending capacity and their perspective regarding a product they use or opt to use.  The demand of the customers, their price manipulating power is very unpredictable and hence can impose a burden on the products being manufactured. Brand such as Lancôme do face the impact of the fluctuating patterns of demand and the hence effects their long terms profits. Hence it can be concluded that the bargaining power of customers is considerably higher because of the presence of a competitive market, and the changing preferences of the customers. 
Bargaining power of suppliers:

Strategies used by the suppliers to change the dimension of the markets sales and hence effect the growth levels of the brand , becomes more and more effective when the number of customers are less and the brands operating in the market is considerably more. 

Brands such as Lancôme Perfume are surely effected by the bargain power of the suppliers, because the raw materials supplied for these manufacturing industries are pretty scare with a long processing time they make it nearly impossible for the brand to be unaffected by the suppliers power, bargaining power and price variations. 

Threat of substitutes:

Perfume manufacturing brands are facing the challenge from their alternative products such as deodorants and body mists. These alternatives re those products which have a similar effect and can thus replace the products manufactured by Lancôme Perfume; consumers have the option of buying these alternative products and hence meet the needs of their target customers. 

If targeted price of the manufacturers are high as compared to the alternative brands, the customers are viable to swap their preferences and hence innovation is a necessity to create awareness and hence expand. The threat of substitutes is thus potentially high for Lancôme Perfume. 
Threat of competitors: 

The threat of competitors for Lancôme Perfume is low as this is a very well established brand with their own pool of loyal customers, which reduces the possibilities of the brand facing the stress of the competitive market.  Innovation and continues change will render sustainability to their business. 

Chapter 3: Research Methodology:

3.1 Introduction:

The research is conducted in order to find out the extent of direct marketing as a communication channel that effect the decision making of customer with respect to Lancôme perfume in UK. In order to conduct the research and find out all the possible solutions, 50 respondents have been included in the research and also 5 articles have been analysed. positivism research philosophy and introvertism research philosophy is used. Moreover, both inductive and deductive research approach are also taken into consideration in order to find out the answer to different questions. Also, exploratory and descriptive research Design, qualitative and quantitative research strategy is being used by the researcher. 

3.2 Research philosophy:

Research philosophy is considered as an important part of any research methodology. It is a approach that help the researcher in deciding which approach can be adopted and what is the main reason behind adopting that approach. Also, research philosophy is a belief regarding the way in which data and information is collected, gathered and analysed with respect to a phenomenon. In order to know about the effectiveness of direct marketing when it comes to affect the decisions of buyers with respect to perfume purchase of Lancôme, the researcher have used both positivism and interpretivism research philosophies in order to find out the solution to the research question. 

Positivism research philosophy:

In positivism research philosophy it is the belief of positivists that reality is a stable and it can be easily observed and described from a view point with his objective in which there is a not any interference of the phenomena which is being studied. Moreover, positivism research philosophy is a completely based on repeated observations. the researchers have therefore used positivism research philosophy to know the extent to which direct marketing as a channel of communication effect the decision making of customers with respect to Lancôme perfume in UK. The researchers will try to find out the effects by simply observing the respondents.  

Interpretivism research philosophy:

Interpretivism research philosophy is a completely different from positivism research philosophy as in this; the researchers completely interpret all the elements of the study. Hence, in this kind of philosophy there is an integration of human interest in the complete study. The belief of interpretive researchers is that it can help to assess to reality can be only through social science and social constructions including language, shared thoughts, consciousness and instruments. Therefore comma this research philosophy put emphasize on qualitative analysis. The researchers have also used to this research philosophy because in order to know the effect of consumer decision making on the purchase of perfume through direct marketing can be truly known only when all the elements of the phenomena are completely studied. It is also important to know the thoughts and feelings of the respondents when dealing with such kind of questions. 

3.3 Research approach:

Research approach is the plan and procedure which is used by the researcher to conduct their research. There are two types of research approaches that have been used by the researchers in order to conduct his research. Deductive research approach and inductive research approach. 

Deductive research approach:

Deductive research approach works from more general to more specific idea. This approach is also known as top down approach because in this approach the researcher begins with a theory about the topic of interest. the theory is then narrow down into a specific hypothesis which can be tested. In addition, observations are collected on the basis of hypothesis and finally confirmation of the theories is a done. In order to know the effectiveness of direct marketing in consumer decision making it is important that the researcher first take into consideration some set theories and narrow down the theories into specific hypothesis. Collect observations from the respondent and finally confirm whether the hypothesis can be tested or not.  

Inductive research approach:

Inductive research approach works in a different way and it moves from specific observations to a broader generalizations. Therefore, this approach is known as bottom up approach. In this approach the researcher begins with some specific observations and on the basis of those observation he detect patterns and regularities then a tentative hypothesis is formed and finally a conclusion or a theory is derived. Therefore comma in order to know what all marketing communication tools are associated with the way customer makes his decision it is first important to begin the research with observations and conclusion or theory can be derived at the end.  

3.4 Research design:

Research Design is a framework of different techniques and methods which the researcher chooses in order to combine different components of the research in a logical way so that the research problem can be handled efficiently. Research Design is essential part of research methodology because it gives inside about how the research can be conducted using a particular methodology. In this case, both exploratory and descriptive research designs if used by the researcher. 

Descriptive research design:

In the descriptive research Design, the sole interest of the researcher is in describing the situation that take place under his research study. This research design is theory based and it is created by gathering and analysing the collected data. this research design is in depth and by implementing it a researcher can give insight into the reason of conducting research. As per research topic that is studied by the researcher is a vast, descriptive research Design can give in-depth information about the respondents.  

Exploratory research Design:

Exploratory research design is used by the researcher to express his ideas and thoughts because this research Design is based on researcher’s personal inclination about particular situation or topic. In this research Design the researcher explain more about the unexplored aspects of the subject along with the 3WH related to the research question. According to the research topic, there are several unexplored aspects including significance of direct marketing, need of branding and advertising in marketing of perfumes and many such questions and to find out the answers of these questions from the respondents exploratory research design will be best suited. 

3.5 Research strategy:

Qualitative as well as the quantitative research strategy have been used in this case so that the researchers could gain a thorough idea on what marketing communication tools are associated with influencing the way customers behave while purchasing perfume products from Lancôme. By performing a combined means of both these strategies of research, the researchers could undressed how far people have been convinced in using Lancôme products and how various promotional strategies or other sales options resulting out of good communication can help in business (Zeng and Wang 2016).

In case of a qualitative research strategy, the research is conducted in most cases in the form of an exploratory research. This is used to understand the qualitative aspects or reasons or factors of any particular subject. Again it helps to find out the results and then develop a new hypothesis that can be used for appropriate analysis at a later stage. On the other hand, in case of a qualitative research strategy, the research methods can be differentiated and it can use the unstructured or semi structured form depending on various situations that it is concerned about. For example in a qualitative research method, the participation of respondents can be in the form of observations of the nature and behaviour of respondents. It can also be through various interviews directly with the respondents. Apart from this, it can also be on the basis of group discussions along with a specified number of focus groups. On the other hand in case of a quantitative research strategy option, the results are generated mainly on the basis of numerical figures which are generated from various graphs or other means of statistical analysis. They are mainly concerned with knowing the figures rather than knowing the reasons and why these figures are so. Hence this kind of research option can take help of online surveys, mobile surveys, kiosks, or other means. In certain cases it also uses telephonic interviews, or certain website based interceptors, systematic observations, or longitudinal studies based on the research topic. In this case, both the means i.e. the quantitative and the qualitative means of research strategy were used hence (Etikan and Alkassim 2016).

3.6 Data collection method:

Primary quantitative and secondary qualitative data collection method has been used. Using this, the researchers could find out how the present day communication tools of marketing are associated with creating a good platform for running business of any reputed company like that of Lancôme. For example, from the result of data collection in both quantitative and qualitative form, the researchers cold get to know that the customers normally look for some perfume that offers great fragrances, or that comes up with a wide variety of fragrances like hard, mild, and others. In many cases, the customers do not shirk from paying a little high if they are studied with the perfume that suits their taste. Such results could be appropriately found out only by means of performing both the primary as well as the secondary data collection methods. Hence the researchers could understand the aspects both items of numbers as well as tee impact, the reasons and other such factors (Wang and Chen 2018).

3.7 Data sampling technique:

Probability data sampling method has been used. The researchers involved 50 respondents and 5 articles for analysis of data. In case of non probability data sampling method, there is no question of random selection of respondents to respond to a research unlike in this case. In this case, the respondents i.e. a total of 50 respondents were randomly selected so that the researcher could understand about what image they have about Lancôme perfumes and how these can be further facilitated if there is a well defined communication between the sellers and the customers. Hence the probability data sampling method was used in this case by the researchers. Probability sampling methods can again be divisional into many sub heads. For example, they can be simple random sampling or stratified random sampling. They can again be systematic random sampling or cluster random sampling. Further to this, in certain researches, the multi stage sampling is also used. The researchers had to very well analyze upon the main objectives of this research, before they could select the most appropriate form of data sampling for analysis of this topic (Johnston 2018).

3.8 Data analysis technique:

The researchers’ adhered to numerical as well as qualitative analysis as already mentioned earlier. For understanding the facts, they carried out discussions with the respondents to know more about modern day people’s preferences in choosing a perfume brand. Hence Discussions have been done on this research topic. Charts and graphs were used as research tools and means which were later analyzed to get the number of people who use Lancôme perfumes, or other reputed perfume brands. Apart from this, the questions that were prepared through questionnaire were based on close ended nature i.e. in the form of Likert Scaling process with rating from 1 to 5 in the questionnaire. In total, 15 questions were asked to the respondents to attain their feedbacks for simplicity of analysis (Quinlan and Griffin 2019).

3.9 Research limitations:

While conducting the research, the researchers ensured that the respondents i.e. 50 people, were given the free will to participate in the research and they could choose to opt out of the research. Hence it involved no sheer means to gain their feedback and they presented their views and opinions by themselves.

The research was also conducted in such a manner that it used all the tangible and intangible means of resources to carry out the research.

The research also did not pertain to any sort of plagiarism or copyright infringement and it ensured that all the data that were collected either in quantitative or qualitative form, were tried to their knowledge and all of them presented true facts and figures.

The researchers also conducted this research on understanding the role of communication   marking tools in the business of Lancôme by keeping strict adherence to time. It also effectively utilized all the research tools techniques and resources.

Finally the research was conducted fully on ethical grounds and it did not involve any unethical means to reach to any conclusion or analyses  .

Chapter 4: Data Analysis 

4.1 Introduction:

Data analysis is the process through which proper analysis regarding the entire facts collected from the data collection procedure are significantly made. In order to extract proper inferences from the overall study, it is highly important for a researcher to analyse the collected data in order to underpin about the significance of the entire research that has been carried out significantly. Here in this particular section the entire analysis has been undertaken through identifying the facts recommending the procedure of the overall survey methods that have been applied for underpinning the effectiveness of direct marketing on consumer buying decision within the organization Lancôme United Kingdom.
4.2 Analysis of the data:

The entire analysis will be formulated on the basis of the data collected from the selected participants from the survey process. This will highly assists in determining the facts that needs to be impounded on the basis of understanding the effectiveness of direct marketing techniques for understanding the consumer buying behaviour within the organization Lancôme UK. It is important to select the participants according to the demographic profile which are segregated as per their gender, age and also the occupation. Thus the entire analyses have been conducted on the basis of these facts that are entailed below:

1. Gender

	Options
	No. of Respondents
	%

	Male
	23
	46

	Female
	27
	54

	Total 
	50
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The entire participants that have been taken part in this research are segregated according to their respective gender. It has been observed that 54% of the participants are female and the rest are generally male that have taken part in the survey process. 

2. Age

	Options
	No. of Respondents
	%

	25-30
	16
	32

	30-35
	9
	18

	35-40
	10
	20

	40-45
	8
	16

	45 and above
	7
	14

	Total
	50
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The participants are also segregated according to their respective age group. It has been identified that 16% of the participants are between the age group 25 to 30 years. 9% of the respondents are between 30 to 35 years. On the other hand, 10% participants are between 35 to 40 years. While, 8% of the respondents are between the age 40 to 45 years and the remaining 7% of the respondents are between 45 years and above. 

3. Occupation

	Options
	No. of Respondents
	%

	Student
	11
	22

	Serviceperson
	12
	24

	Businessperson
	13
	26

	Self employed
	8
	16

	Others
	6
	12

	Total
	50
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Here the participants are divided according to their respective occupation where 22% are students, 24% are servicepersons, 26% are businessman and 16% are self employed. On the other hand, 12% are generally others that are striving their opportunities of business. 

4. Do you believe that direct marketing will be an effective channel for promoting the product of Lancôme for the customers?

	Options
	No. of Respondents
	%

	Strongly agree
	17
	34

	Agree
	15
	30

	No Reply
	3
	6

	Disagree
	8
	16

	Strongly disagree
	7
	14

	Total 
	50
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In accordance to the survey, when the participants are enquired about believing that direct marketing will be an effective channel for promoting the product of Lancôme for the customers, the 34% have strongly agreed the matter that direct marketing will be an effective channel for promoting the product of Lancôme for the customers. 30% of the participants have agreed that direct marketing will be an effective channel for promoting the product of Lancôme for the customers. On the other hand, 6% of the total participants have not replied anything about the matter believe that direct marketing will be an effective channel for promoting the product of Lancôme for the customers. Moreover, 16% of the total participants have disagreed that direct marketing will be an effective channel for promoting the product of Lancôme for the customers. But 14% have strongly disagreed about the matter that direct marketing will be an effective channel for promoting the product of Lancôme for the customers.

5. How far do you believe that direct marketing will surely enhance the customer base of the company in making the purchasing buying decision?

	Options
	No. of Respondents
	%

	Strongly agree
	14
	28

	Agree
	10
	20

	No Reply
	5
	10

	Disagree
	9
	18

	Strongly disagree
	12
	24

	Total 
	50
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As per the survey result, when the participants are enquired about believing that direct marketing will surely enhance the customer base of the company in making the purchasing buying decision, and then 28% have strongly agreed the matter that direct marketing will surely enhance the customer base of the company in making the purchasing buying decision. 20% of the participants have agreed that direct marketing will surely enhance the customer base of the company in making the purchasing buying decision. On the other hand, 10% of the total participants have not replied anything about the matter that direct marketing will surely enhance the customer base of the company in making the purchasing buying decision. Moreover, 18% of the total participants have disagreed that direct marketing will surely enhance the customer base of the company in making the purchasing buying decision. But 24% have strongly disagreed about the matter that direct marketing will surely enhance the customer base of the company in making the purchasing buying decision.

6. Do you think that direct marketing will be highly beneficial in order to enhance the branding techniques of the company Lancôme UK?

	Options
	No. of Respondents
	%

	Strongly agree
	18
	36

	Agree
	12
	24

	No Reply
	2
	4

	Disagree
	7
	14

	Strongly disagree
	11
	22

	Total 
	50
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It is evident when the participants are enquired about thinking that direct marketing will be highly beneficial in order to enhance the branding techniques of the company Lancôme Uk, the 36% have strongly agreed the matter that direct marketing will be highly beneficial in order to enhance the branding techniques of the company Lancôme UK. 24% of the participants have agreed that direct marketing will be highly beneficial in order to enhance the branding techniques of the company Lancôme UK. On the other hand, 4% of the total participants have not replied anything about the matter that direct marketing will be highly beneficial in order to enhance the branding techniques of the company Lancôme UK. Moreover, 14% of the total participants have disagreed that direct marketing will be highly beneficial in order to enhance the branding techniques of the company Lancôme UK. But 22% have strongly disagreed about the matter that direct marketing will be highly beneficial in order to enhance the branding techniques of the company Lancôme UK.

7. To what extent you think that branding techniques will be highly justified through improvising the direct marketing as a communication channel for the respective customers in increasing the buying decision?

	Options
	No. of Respondents
	%

	Strongly agree
	19
	38

	Agree
	15
	30

	No Reply
	1
	2

	Disagree
	8
	16

	Strongly disagree
	7
	14

	Total 
	50
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The representation of charts and tables are entailed when the participants are enquired about thinking that branding techniques will be highly justified through improvising the direct marketing as a communication channel for the respective customers in increasing the buying decision, the 38% have strongly agreed the matter that branding techniques will be highly justified through improvising the direct marketing as a communication channel for the respective customers in increasing the buying decision. 30% of the participants have agreed that branding techniques will be highly justified through improvising the direct marketing as a communication channel for the respective customers in increasing the buying decision. On the other hand, 2% of the total participants have not replied anything about the matter that branding techniques will be highly justified through improvising the direct marketing as a communication channel for the respective customers in increasing the buying decision. Moreover, 16% of the total participants have disagreed that branding techniques will be highly justified through improvising the direct marketing as a communication channel for the respective customers in increasing the buying decision. But 14% have strongly disagreed about the matter that branding techniques will be highly justified through improvising the direct marketing as a communication channel for the respective customers in increasing the buying decision.

8. How far do you agree that proper marketing campaigns will be directed through inculcating the direct marketing as an option for making communication with the customers?

	Options
	No. of Respondents
	%

	Strongly agree
	16
	32

	Agree
	13
	26

	No Reply
	4
	8

	Disagree
	8
	16

	Strongly disagree
	9
	18

	Total 
	50
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The graphs and charts are represented when the participants are enquired about agreeing that proper marketing campaigns will be directed through inculcating the direct marketing as an option for making communication with the customers, the 32% have strongly agreed the matter that proper marketing campaigns will be directed through inculcating the direct marketing as an option for making communication with the customers. 26% of the participants have agreed that proper marketing campaigns will be directed through inculcating the direct marketing as an option for making communication with the customers. On the other hand, 8% of the total participants have not replied anything about the matter that proper marketing campaigns will be directed through inculcating the direct marketing as an option for making communication with the customers. Moreover, 16% of the total participants have disagreed that proper marketing campaigns will be directed through inculcating the direct marketing as an option for making communication with the customers. But 18% have strongly disagreed about the matter that proper marketing campaigns will be directed through inculcating the direct marketing as an option for making communication with the customers.
9. How far do you believe that direct marketing can easily underpin the process of customer satisfaction in order to delineate the perception of sales of products?

	Options
	No. of Respondents
	%

	Strongly agree
	17
	34

	Agree
	13
	26

	No Reply
	6
	12

	Disagree
	8
	16

	Strongly disagree
	6
	12

	Total 
	50
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The survey results are achieved when the participants are enquired about believing that direct marketing can easily underpin the process of customer satisfaction in order to delineate the perception of sales of products, the 34% have strongly agreed the matter that direct marketing can easily underpin the process of customer satisfaction in order to delineate the perception of sales of products. 26% of the participants have agreed that direct marketing can easily underpin the process of customer satisfaction in order to delineate the perception of sales of products. On the other hand, 12% of the total participants have not replied anything about the matter that direct marketing can easily underpin the process of customer satisfaction in order to delineate the perception of sales of products. Moreover, 16% of the total participants have disagreed that direct marketing can easily underpin the process of customer satisfaction in order to delineate the perception of sales of products. But 12% have strongly disagreed about the matter that direct marketing can easily underpin the process of customer satisfaction in order to delineate the perception of sales of products.

10. Do you think that direct marketing is considered to be best possible option for the organization apart from utilizing the marketing and promotional campaign presumed by the organization?

	Options
	No. of Respondents
	%

	Strongly agree
	15
	30

	Agree
	14
	28

	No Reply
	7
	14

	Disagree
	6
	12

	Strongly disagree
	8
	16

	Total 
	50
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From the entire chart it is understood, when the participants are enquired about thinking that direct marketing is considered to be best possible option for the organization apart from utilizing the marketing and promotional campaign presumed by the organization, the 30% have strongly agreed the matter that direct marketing will be an effective channel for promoting the product of Lancôme for the customers. 28% of the participants have agreed that direct marketing is considered to be best possible option for the organization apart from utilizing the marketing and promotional campaign presumed by the organization. On the other hand, 14% of the total participants have not replied anything about the matter that direct marketing is considered to be best possible option for the organization apart from utilizing the marketing and promotional campaign presumed by the organization. Moreover, 12% of the total participants have disagreed that direct marketing is considered to be best possible option for the organization apart from utilizing the marketing and promotional campaign presumed by the organization. But 16% have strongly disagreed about the matter that direct marketing is considered to be best possible option for the organization apart from utilizing the marketing and promotional campaign presumed by the organization. 

11. How far do you believe that direct marketing and its effectiveness will imply higher profitability from the selling activities of the product to the customer rather than other forms of marketing?

	Options
	No. of Respondents
	%

	Strongly agree
	16
	32

	Agree
	13
	26

	No Reply
	4
	8

	Disagree
	10
	20

	Strongly disagree
	7
	14

	Total 
	50
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According to the chart, it is underpinned when the participants are enquired about believing that direct marketing and its effectiveness will imply higher profitability from the selling activities of the product to the customer rather than other forms of marketing, the 32% have strongly agreed the matter that direct marketing and its effectiveness will imply higher profitability from the selling activities of the product to the customer rather than other forms of marketing. 26% of the participants have agreed that direct marketing and its effectiveness will imply higher profitability from the selling activities of the product to the customer rather than other forms of marketing. On the other hand, 8% of the total participants have not replied anything about the matter that direct marketing and its effectiveness will imply higher profitability from the selling activities of the product to the customer rather than other forms of marketing. Moreover, 20% of the total participants have disagreed that direct marketing and its effectiveness will imply higher profitability from the selling activities of the product to the customer rather than other forms of marketing. But 14% have strongly disagreed about the matter that direct marketing and its effectiveness will imply higher profitability from the selling activities of the product to the customer rather than other forms of marketing.

12. Do you think that customers attraction are generally less considering the aspects of direct marketing rather than any other traditional marketing approaches?

	Options
	No. of Respondents
	%

	Strongly agree
	20
	40

	Agree
	15
	30

	No Reply
	2
	4

	Disagree
	7
	14

	Strongly disagree
	6
	12

	Total 
	50
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It is evident from the entire survey, when the participants are enquired about thinking that customers attraction are generally less considering the aspects of direct marketing rather than any other traditional marketing approaches, the 40% have strongly agreed the matter that customers attraction are generally less considering the aspects of direct marketing rather than any other traditional marketing approaches. 30% of the participants have agreed that customers attraction are generally less considering the aspects of direct marketing rather than any other traditional marketing approaches. On the other hand, 4% of the total participants have not replied anything about the matter believe that customers attraction are generally less considering the aspects of direct marketing rather than any other traditional marketing approaches. Moreover, 14% of the total participants have disagreed that customers attraction are generally less considering the aspects of direct marketing rather than any other traditional marketing approaches. But 12% have strongly disagreed about the matter customers attraction are generally less considering the aspects of direct marketing rather than any other traditional marketing approaches.

13. Do you think that proper marketing campaigns are necessary for enabling direct marketing of the products for the organization?

	Options
	No. of Respondents
	%

	Strongly agree
	19
	38

	Agree
	16
	32

	No Reply
	4
	8

	Disagree
	6
	12

	Strongly disagree
	5
	10

	Total 
	50
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From the depicted graph and chart it can be analyzed, when the participants are enquired about thinking that proper marketing campaigns are necessary for enabling direct marketing of the products for the organization, the 38% have strongly agreed the matter that proper marketing campaigns are necessary for enabling direct marketing of the products for the organization. 32% of the participants have agreed that proper marketing campaigns are necessary for enabling direct marketing of the products for the organization. On the other hand, 8% of the total participants have not replied anything about the matter believe that proper marketing campaigns are necessary for enabling direct marketing of the products for the organization. Moreover, 12% of the total participants have disagreed that proper marketing campaigns are necessary for enabling direct marketing of the products for the organization. But 10% have strongly disagreed about the matter that proper marketing campaigns are necessary for enabling direct marketing of the products for the organization.

14. How far do you believe that organizational sustainability will be attained through performing these marketing options successfully?

	Options
	No. of Respondents
	%

	Strongly agree
	14
	28

	Agree
	13
	26

	No Reply
	6
	12

	Disagree
	10
	20

	Strongly disagree
	7
	14

	Total 
	50
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The chart and graph is prepared, when the participants are enquired about believing that organizational sustainability will be attained through performing these marketing options successfully, the 28% have strongly agreed the matter that organizational sustainability will be attained through performing these marketing options successfully. 26% of the participants have agreed that organizational sustainability will be attained through performing these marketing options successfully. On the other hand, 12% of the total participants have not replied anything about the matter that organizational sustainability will be attained through performing these marketing options successfully. Moreover, 20% of the total participants have disagreed that organizational sustainability will be attained through performing these marketing options successfully. But 14% have strongly disagreed about the matter that organizational sustainability will be attained through performing these marketing options successfully.

15. Do you think that the brand value and the customer base of the organization will be increased by the application of direct marketing process in Lancôme UK?

	Options
	No. of Respondents
	%

	Strongly agree
	18
	36

	Agree
	16
	32

	No Reply
	1
	2

	Disagree
	8
	16

	Strongly disagree
	7
	14

	Total 
	50
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As per the indicated graph and chart, when the participants are enquired about thinking that the brand value and the customer base of the organization will be increased by the application of direct marketing process in Lancôme UK, the 36% have strongly agreed the matter that the brand value and the customer base of the organization will be increased by the application of direct marketing process in Lancôme UK. 32% of the participants have agreed that the brand value and the customer base of the organization will be increased by the application of direct marketing process in Lancôme UK. On the other hand, 2% of the total participants have not replied anything about the matter that the brand value and the customer base of the organization will be increased by the application of direct marketing process in Lancôme UK. Moreover, 16% of the total participants have disagreed that the brand value and the customer base of the organization will be increased by the application of direct marketing process in Lancôme UK. But 14% have strongly disagreed about the matter that the brand value and the customer base of the organization will be increased by the application of direct marketing process in Lancôme UK.
4.3: Secondary Analysis:

1: “Influencers’ Blogging Patterns and Their Power of Shaping Consumer Purchase Decision: An Analysis from the Consumer’s Perspectives”; 2018: by Ta Thuy Linh

Marketing strategy in current business podium has evolved through ages and the current dimension adheres towards revolutionizing the marketing patterns through social media channels which is asserted to be a benevolent tactic for influencing consumer behavioural approach. The following article is indicated towards marketing strategic application through social media channel like blogging and its various patterns which manipulates the customers heavily in international marketing context. Through this article, it can be found that purchase decision of the consumers is directly influenced through social media channels and in this context, the patters of blogging matters the most. With the evolving of social media channel as a part of direct marketing for the business organizations dealing with variety of goods, it has been encored that patterns of blogging has enacted out to be an important part. Through blogs, the activity like customer engagement is seen to be maximum in the recent years as this can be anticipated as a fruitful commercialization of their products through various suggestions, feedbacks and proposals about the products in front of the consumers. the article contemplates the fact that marketing through blogging has come out to be one of the most prominent strategy for making the customers get an authentic feedback about the product they intend to purchase. In fact, the most suitable appraisal is that for luxury goods items, the blogging patterns as an efficient direct marketing strategy has provided immense successfulness in front of the market giants in global podium. The patterns of blogging act as a vehement middle-man in establishing relationship between the products offered by the company and the consumers. The apparent convenience of recommendation provided by blogs helps the consumers to pose a positive effect on their minds which act as a strong determinant for influencing their buying behaviour for the relevant product. Blogger’s through their essential marketing tactics creates an audience integration which generates for greater consumer interaction process with the products and this influential exposure shapes the non-intended consumers to fetch for a product which they have not bought over the period of time. Therefore through this article, viable information about blogging patterns, its content and their marketing potentiality are denoted which acts as an active direct marketing force in influencing the purchasing behaviour of the customers. 

2: “Shopper-facing retail technology: a retailer adoption decision framework incorporating shopper attitudes and privacy concerns”. 2017: by Jeffrey Inman and Hristina Nikolova: Journal of Retailing, 93(1), 7-28

The interference of new technology and continuous innovation in the world of direct marketing is the main content of this article. Business organization striving for active consumer engagement and gaining successful competitive advantage is aligning on “shopper-facing technology” which influences the shopper-centric decision. The shopper’s technology act as a supportive technology for kiosk marketing which heavily influences the customers against their valuable behavioural adoption. It has been identified that retailers has always adhered to new kiosk marketing tactics like imbibing technology support in retail stores which has largely created a perception of fairness, value and loyalty for the consumers. In fact, the article represents the fact that customers through shopper’s facing technology update their discernment about the brand they want to purchase while visiting a retail outlet. The shopper’s facing technology in this article has been identified to be evaluating the potential attitudinal content which the consumers create after they see the advertisement of their desired products in the kiosks of retail outlets and thereby imposing a perfect description of their products benefits in minds of the customers. The article has deciphered the fact that behavioural intentions of the customers are fascinated by patronage purpose of retailers through their various technological interferences displayed in kiosks present in various retail stores. The marketing tactics applied by the retailers in their various stores through kiosks represents the updating perceptions of shoppers regarding customer engagement. It has been argued through this article, that interference of shopper’s technology by retailers has influenced the satisfaction level of the customers about their intended products of purchase. Through this article, the researchers has tried to convey the fact that with advancement of new technologies, the features of direct marketing tactics like kiosk management has changed a lot over the years and their purpose of influencing the behavioural intention of the customers reciprocates for more sound technique applied to the fetching of customer trust and loyalty. The invention of new technology for shopper’s experience is a manifestation of customer communication process through recognizable marketing strategy like kiosk management by retailers across all parts of the world. The article in this context argues about the perception of new technology for identifying customer’s intention and their affinity for product’s purchase by adhering to technologically upgraded kiosks entrenched by many retailers of business context. 

3: “Omni-Channel” Retail Insights and The Consumer's Path-to-Purchase: How Digital Has Transformed the Way People Make Purchasing Decisions” 2014: by Gian M. Fulgoni; Journal of Advertising Research, 54(4), 377-380

The article represents about insights of the marketers for understanding consumer awareness about products and their various advantages through emancipation through various omni-channel marketing modes. In this respect, through this article, the path of purchasing of consumers has been vehemently reciprocated. Moreover the contemporary challenges which the marketers in current dimension faces has lured for them a more challenging situation where they can essentially depends on number of marketing channels or modes for making their products influencing the customers than its competitors. The presence of Omni-channel directives for marketers has been reproduced through both traditional and contemporary marketing channels. The article represents the fact that retailers has been utilizing both traditional media for direct campaigning of their products as well as digital direct marketing campaigns for making their products more aligning to the consumers. But with the advent of digital media in the podium of marketing techniques, the degree of customer’s way to influence their purchasing behaviour has been identified to be changed a lot. From the article, it has been identified that the acting of digital media direct marketing channels like email, kiosks, internet marketing, telemarketing etc creates a product awareness in minds of the customers. But as a matter of fact the article also represents some relevant information about how the customers make themselves avail to the information available to them through internet influences their buying approach or their mould their psychological motives to shop of their favourite products. The article represents that customers visiting through various information channels act as a direct marketing technique as it can be seen that most of the retailers vehemently poses upon active social media channels for creating a direct relationship with the customers. The article brings out some comparison –shopping sites examples of various retailers which deciphers the fact each visitor’s surfing through sites influence their intention about visiting those sites twice more in a week before purchasing a product of their own choice. The article in this context has also ascertained the fact that marketers uses pushing techniques through direct email campaigning to make the customers personally attach to the products portfolio. This actively engage customer to the brand loyalty of the company makes them affiant towards their products which is suggestive of the fact that how retailers use Omni-channel marketing campaigns through direct messaging to the customers. 

Chapter 5: Conclusion and Recommendation:

5.1 Conclusion:

The implementation of the marketing tool is very much essential for influencing the customer’s decisions about buying. From the overall research, it is noticed that the traditional market is going down in compare to the modern markets as new technology and communicative tools have emerged recently. Therefore, the priority of the customers is changing gradually through influencing their buying decision. It is important for the business organizations to compare the growth of IMC or Integrated Marketing Communication as it is one of the crucial part of the business activity (Tran, 2016). IMC is a highly required tool as it helps in analyzing, implementing, evaluating and developing the communication programs within the organization. As it has close relation to the consumers, different associations and also the other individuals of the organization are engaged in utilizing the communication tool. Moreover, the impact of the IMC is positive since there is generating terms on financial aspects for making a strong customer bond between the organizations. In business context, promotion is one of the significant factors, which effects the customer’s buying process. Communicating tool plays a key role in direct marketing because a business can earn profits through proper implication of this tool. Advertisement, online communication, sales promotion, public relations are the important elements of the direct marketing. Each of the elements plays an effective role in the respect of marketing strategy. From this research it is evident that how direct marketing tools like online communication, advertisements, sales promotion have influenced the motives and interests of the customers towards purchasing their products of affinity. In various cases, it has been approved that marketers alignment to direct marketing communication channel has made the customers psychologically think about product’s placement in the market by the organization and thereby making them a radical change in their shopping strategy (Dinner et al., 2015). From the various literary sources, it has been evident that consumers find direct marketing techniques to be heavily influencing the relations between consumer and company through evolving credibility of their products in minds of the consumers. Through direct marketing tools, the marketer has been able to establish an effective communication process from where the product information transference becomes easier and this helps the customers in fruitful buying decision. 

The company can easily do the publicity of the Lancôme perfume through help of both communicating and marketing tools as they can easily empower direct contact with the customers. In this way, the customers are highly attracted and influenced about the buying behaviour as the sellers provide a trial of each product before shopping. Besides this, one important issue is identified that the customer’s demand decreases according to enhancement of the product cost. However, the real aspect is that the product value is fluctuated on the basis of the product’s quality. Besides this relevant issue, direct marketing is beneficial for the company of Lancôme perfume as the customers can come into direct contact of the product rather than online shopping strategy. Therefore, direct marketing is a strong medium for the promotion of the perfume (Ta, 2018). This direct marketing strategy is also helpful for the company of Lancôme as they can collect instant feedbacks about the product from the customers. Hence, it will be highly beneficial for the company to get information about the required changes. According to the research, there are many discussions done by the researchers on this research topic. Researcher has stated the impact and effects of the direct marketing since there has been a lot of significance of this perspective in the learning of business dimensions in this present competitive era. As per the research, it is identified that the main aim is to find out the efficiency of this marking technique as it engages huge number of customers and influencing the purchasing power of customers. Therefore, the objective of this research is to conduct the research in a successive way and increase the numbers of the customers by the marketing strategy on the basis of direct marketing. Marketing through direct medium is an important marketing strategy, which is highly essential for the enhancement for both sale and the profit for a particular organization. The aim of the research is to analyze the significant aspects of branding, as the customers mainly prefer the branded and high quality perfume. Therefore, the company always prioritizes their brands so that the customers can gain their satisfaction. Moreover, another aim is to asses campaigns organized by the company with direct marketing strategy and therefore, maintains the record of the previous year’s sale and profit to analyze the progress attained through implementing the strategy (Chronopoulos, 2014). 

5.2 Recommendation:

Direct marketing is an important aspect, which has a direct effect on the customer’s behaviour of the shopping different products of the organization. The sales of Lancôme perfume is highly benefited through this effective marketing method. Both the marketing and its relevant application tool play a major role in the aspect of direct marketing. From this research, it is recommended that the development of selling the products and enhancing the buying behaviour are always needed. Innovation is always essential for the products, as the customers always prefer new things. Modifications and changes is important part of business because a company’s growth is dependable on the product’s quality and longevity (Dinner, 2015).Therefore, the Lancôme Perfume Company needs to bring innovation in the technology department as the profitability level of business is highly influenced through the technological aspect. The company should modify the structure of the advertisement and posters since these have effective result for generating the escalation of customer’s demand. Besides this, the technique of sale promotion should be better rather than the old thoughts. Sales promotion through digital media channels has been approved to be a better source of making the customers more align to the products provided by the company. Therefore, the application of various digital channels can be helpful for the companies to indulge the customers in longer-period of time attachment to the products and brand recognition of the business organization. Customers always attracted by the features of new things and objects. Sales promotion tool includes the membership coupons, discount coupons, attractive packages, multiple lucrative schemes, unique deal, and others. Moreover, the direct marketing strategy includes the direct communication with the customers in the way of easy and simplicity method (Cheung, and Thadani, 2012). On the other hand, the online communication is one of the highlighted platforms of direct marketing method. It helps in the e-commerce trading and therefore, the comfortable and satisfaction level of the customers are highly influenced. Moreover, implementing direct marketing techniques is a good process of sales and marketing in the business aspects. The online communication channel act as an active marketing strategy for connecting the customers to their desires and necessity of product usage and this is transferred through various online communication channels like social media in the contemporary framework. Therefore, it can be recommended that marketers must put a cohesive force over the various factors which entrenches communication process of the customers through social media channels and thereby manipulating the purchasing intent of the customers. A company’s business and growth is directly proportional to the customer’s demand of products and the marketing strategy (Kumar, 2018). Hence, the features of direct marketing is influenced the behaviour of customers and also the relationship with the customers. 

In order to conduct the research, the researcher has thoroughly undergone certain procedure so that effective results are achieved. These results are thoroughly analyzed and proper inferences are fetched in accordance to which the research has been initiated. Thus, the future scopes of this particular research are considered to be higher enough. The procedure selected and applied by the researcher along with the methods will surely assists other researchers to draw out inferences easily and achieve valid outcome from the responses taken into consideration. Thus, in the future period, other researcher will identify the potential challenges related to the research orientation and can also identify the research limitations in order to achieve effective outcomes form the research process (Baines, 2013). 
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Appendix:

Survey Questionnaire

1. Gender

· Male 

· Female

2. Age

· 25-30

· 30-35

· 35-40

· 40-45

· 45 and above

3. Occupation

· Student

· Serviceperson

· Businessperson

· Self employed

· Others

4. Do you believe that direct marketing will be an effective channel for promoting the product of Lancôme for the customers?

· Strongly Agree

· Agree

· No Reply

· Disagree

· Strongly Disagree

5. How far do you believe that direct marketing will surely enhance the customer base of the company in making the purchasing buying decision?

· Strongly Agree

· Agree

· No Reply

· Disagree

· Strongly Disagree

6. Do you think that direct marketing will be highly beneficial in order to enhance the branding techniques of the company Lancôme UK?

· Strongly Agree

· Agree

· No Reply

· Disagree

· Strongly Disagree

7. To what extent you think that branding techniques will be highly justified through improvising the direct marketing as a communication channel for the respective customers in increasing the buying decision?

· Strongly Agree

· Agree

· No Reply

· Disagree

· Strongly Disagree

8. How far do you agree that proper marketing campaigns will be directed through inculcating the direct marketing as an option for making communication with the customers?

· Strongly Agree

· Agree

· No Reply

· Disagree

· Strongly Disagree

9. How far do you believe that direct marketing can easily underpin the process of customer satisfaction in order to delineate the perception of sales of products?

· Strongly Agree

· Agree

· No Reply

· Disagree

· Strongly Disagree

10. Do you think that direct marketing is considered to be best possible option for the organization apart from utilizing the marketing and promotional campaign presumed by the organization?

· Strongly Agree

· Agree

· No Reply

· Disagree

· Strongly Disagree

11. How far do you believe that direct marketing and its effectiveness will imply higher profitability from the selling activities of the product to the customer rather than other forms of marketing?

· Strongly Agree

· Agree

· No Reply

· Disagree

· Strongly Disagree

12. Do you think that customers attraction are generally less considering the aspects of direct marketing rather than any other traditional marketing approaches?

· Strongly Agree

· Agree

· No Reply

· Disagree

· Strongly Disagree

13. Do you think that proper marketing campaigns are necessary for enabling direct marketing of the products for the organization?

· Strongly Agree

· Agree

· No Reply

· Disagree

· Strongly Disagree

14. How far do you believe that organizational sustainability will be attained through performing these marketing options successfully?

· Strongly Agree

· Agree

· No Reply

· Disagree

· Strongly Disagree

15. Do you think that the brand value and the customer base of the organization will be increased by the application of direct marketing process in Lancôme UK?

· Strongly Agree

· Agree

· No Reply

· Disagree

· Strongly Disagree

[image: image23.png]



57

