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        Superdry PLC is UK popular fashion retailer which story start in Cheltenham Year 2003 (Superdry, 2020)

              Processes and stages of marketing and the role of  marketing mix

    Marketing is the process of the business which looks at promoting and selling the product or service of the company in market in a way that it help customer and satisfying the need of the customer in the market. Marketing is the function in the organisation which go through different stages and process-based function of the organisation ( Išoraitė, 2016).
   Marketing process  used to start with the situation Analysis in the organisation; it is the stage in the organisation in which the Superdry PLC used to see the situation of the internal and external market. Generally, organisation looks to consider the customer need of the company in the market. This step in the organisation used to help the company in understanding the different type of the product which Superdry PLC has to bring in the market to attract customers eye in the market. In this generally organisation used to conduct different situational and environmental analysis. Such as PESTLE, SWOT, PORTER’S 5 FORCES.


Porter's 5 Forces It is used to evaluate 5 Industry forces to assess the likelihood of changes in competition and to find an appropriate strategic positioning within industry (Harvard Business School, 2020).
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Competitive rivalry is high because, into this market is already to many competitors which sell the same type of products. Such as Asos, Zara, River Island and many others.
Supplier Power is low because in the most cases many vendors dialling with the same products. But still the suppliers hold significant power because some of  them supply raw materials important for productions. Furthermore, switching costs from one supplier to another is low.
[bookmark: _Hlk39488325]Threat of Entry is low because the Retail Industry in the UK is already high developed so new arrivals must invest big capital, specialist many other resources to be competitive. Furthermore, the existing market could discourage new arrivals with different tactics such as low price. 
[bookmark: _Hlk39488283]Bauer Power is high the Bauer is still price sensitive and they can switch to another retailer easily.
[bookmark: _Hlk39488308]Threat of Substitution is high because the consumers can easily change their test and need so they can easily change to another platform.

SWOT analysis of Superdry PLC is used to analyse the internal situation of the company

	                         STRENGTHS

Different range of selling platforms such as own store, internet platform and others. Range variety of products. 
High quality unique products.
Unique future and benefits.
Unique brand name.
High  raw material. ( Superdry, 2020)
High press coverage (Gloucester Life,  2020)
Niche market 
Online market
	                      OPPORTUNITIES 

Loyal cards 
Products made in UK
Expand more stores- Asia  
Increasing population 
New products 

	                        WEAKNESSES 

Brand associated with joggers and hoodies 
Price 
Niche market
	                            THREATS 

To many competitors such as NEXT PLC, RIVER ISLAND, ZARA,NIKE and so on could affect number of customers.
Unexpected circumstances could affect stock prices 
Extraordinary Political lows could affect the business 
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    Marketing department of the company generally used to conduct variety of the survey in the organisation also used to take the help of the observation to understand the need and preference of different consumer in the market. This may help the to understanding the different changes which has to be brought by the company to interest the consumer in the market. 
   Marketing strategy is another step in the process of marketing, in this step organisation used to make different marketing strategy in the Superdry PLC in which different option are identified by the organisation. Generally, organisation in the market used to take the opinion of different employee, also used to see the different marketing strategies which are adopted by the competitors. After that organisation used to select  best strategy out of all available option for  the organisation. Marketing strategy used to help the company in understanding the target customer and different way through which target customer can be attracted. Also, it help the company in scheduling the different task  in a way that organisation used to get the best out of all the employee in better way (Blut, Teller and Floh, 2018). 
[bookmark: _Hlk39435119]   Broadly speaking, the marketing strategy typically uses two basic approaches: the functionalist view, and the managerial viewpoint. Thus, according to the American Marketing Association, marketing can technically be characterised as "the operation, collection of institutions, and processes for designing, communicating, providing, and exchanging offers that have value for consumers, stakeholders, partners, and society at large." The Chartered Institute of Marketing (CIM) offers a consumer-oriented marketing strategy, describing it as "the method of management responsible for profitably recognising, anticipating and fulfilling customer requirements." In the same line of this. “Simply put marketing is managing profitable customers relationship. The aim of marketing is to create value from customers in return“(Kotler and Armstrong, 2014;24) 
       
[bookmark: _GoBack]    After the most important phase of marketing is being performed, that is taking different decision on the Marketing Mix of the company and developing marketing mix. Marketing mix in the Superdry PLC used to play a crucial role in taking forward the variety of the marketing function of the company in the market. Marketing mix in the organisation used to help the company in creating the good guideline in the organisation to perform variety of different sort of activity in the Superdry PLC. Marketing Mix in the organisation used to help the company in getting better idea about the different activity which has to be done. As element of Marketing mix that is:
Product  Superdry using vertical diversification. Used to help the company in understanding the structure of product how to develop it. Superdry using Branding strategy. Main advantage is- the company capitalising. But there is also disadvantage such as not good product could negatively reflect to the brand name.
Price  Superdry using penetration pricing strategy is used to help in understanding the best price at which product can be offered in the niche market.
Place  Superdry is a multichannel company. Besides help in understanding the market and distribution channel through which product will be offered in the market.
Promotion  Superdry PLC using different platform such as digital marketing, social media, own stores offer  through which promotion will take place in the market. 
People Superdry is people-oriented company. People it is the aspect which used to play the role of understanding the need and wonts of the Human manpower in the market. 
Process  Ansoff Marketing strategy is part of marketing planning process of company growth strategy (Oxford College of Marketing, 2020) 
It was found to be used from Superdry in order develop its  Growth strategy.  Such as price discount and additional promotional activity likewise existing product into existing market part of Product development strategy. And Diversification such as existing product new market.
Physical evidence is the aspect of the marketing mix which used to explain the different thing through which consumer can differentiate the product of one company to another 
[bookmark: _Hlk39498701](Išoraitė, 2016).

Implementation and control is the last step of marketing process, it is the stage in which all the marketing strategy will be implemented and different marketing efforts and monitored to adjust the marketing mix according to different marketing changes. This step in the process used to transfer the planned strategy of the company in the different offering of company at marketplace. 



[bookmark: _Toc39346139]                     Role of marketing in creating value for customers
    Customer Value generally defines as the unit of the benefit which customer used to get in return of customer used to pay the payment of the product. Marketing in the nation used to play a very crucial role in maintaining the good amount of customer value in the Superdry PLC (Wu and Li, 2018). As one of the biggest part of the marketing is the market research in the organisation, market research is generally conducted to understand the different preference of the customer in the market. Based on the same different activity of the business are planned in a way that it used to help the organisation in maximising the optimum level of the satisfaction in the market. This eventually used to help the company in maintaining good sort of customer value. Another main aspect  is product development in the Superdry PLC. Organisations generally look to develop product which is more customer friendly in the Superdry PLC. As all the product which are generally develop  are developed by looking at the information of market research, this certainly help the company in maintaining good sort of consumer interest in the market as they can fulfil the need of different consumer very efficiently. This eventually used to help the company in increasing the customer value for the consumer. Another aspect of the marketing used to select the target base and provide the product of the company to all the consumer in the market with the help of different distribution channel of  Superdry (Ismail and et.al., 2018). This may used to help the company in providing the different product of the company at comfort to different consumer, this may used to help the company in increasing the level of consumer satisfaction. Also, may help the company in maintaining and building good customer value (Kingsnorth, 2019). 
    Marketing is the function of the organisation which generally used to rooms around the different need of the customer , as in the marketing function all the marketing individual of the company generally used to understand the different need of the customer and select the customer base of the company and used to direct the different strategy in a way that it used to help the company in satisfying the need of different consumer in a way that it used to  help the company in maximising the customer satisfaction in the Superdry PLC. This helps the company in increasing and maintaining a good sort of customer value.
    Sales is another important aspect of marketing, all the Superdry PLC used to showcase the product of the company in a manner that the consumer used to understand the need of the product in much better way. This eventually used to help the company in maintaining good customer value in the market. Another important aspect of the Marketing is to retain the customer base of the company by regularly in being touch with the different employee in the organization. For the same result marketing department of the company in the market used to take the regular feedback of the consumer in the market and used to develop the different product accordingly  (Zhang and Wang, 2019). Because of the same in the organisation used to develop the product which can attract the eye of the customer in the market. This eventually used to create good value for the customer in the market as all the consumer used to feel that organisation used to care about them in the market before making any of the decision into organisation. As all the customer in the market always looks for the respect from the company this help company in building good value for themselves. 



            
               Stakeholder engagement and their impact on the marketing activities
Stakeholders are the one who used to have interest in the operation of the business. Stakeholders are the one who has some or other sort of the interest in the organisation operation. They generally used to divert the operation of the organisation in a way that they used to get some sort of the benefit out of the operation of the business. As a result, all stakeholders used to create the variety of the impact on the marketing function of the organisation. Looking at the external stakeholder (Patrutiu-Baltes, 2016). This are the stakeholder who used to have good sort of the influence power in the marketing function of the business but used to get the less amount of the return out of the same. They are the government, customer and supplier. Government and customer in the market used to provide the variety of the information about the market happening and the different changes which has been brought in the recent time in the market. Since the same organisation used to plan the different activity in a way that marketing function of the organisation used to give the best result in the market. Also, it has been found out that external stakeholder in the Superdry PLC used to help the individual in providing the different information about the legal activity in the organisation this used to create the positive impact on the marketing activity of the company. At the same time  change in the need of the external stakeholder  used to create negative impact on the marketing activity of the organisation as Superdry PLC must changes the different activity of the business in the market. Furthermore,  internal stakeholder are the one who used to have good amount of influencing and interest level in the operation of the organisation. Employees are one of the internal stakeholders who used to have good amount of influence on the operation of the business in the long run. As it has been identified that employee are the one in the Superdry PLC who used to be in contact with the customers in the market. As a result, they are the one who used to have good sort of knowledge about the customer preference in the market. Based on the same only organisation used to plan variety of marketing activity of the business in a way that it used to help the company in getting good sort of the result from the market. At the same time senior management in the Superdry PLC always used to adopt the less risky option in the organisation, as it has been found  that they look to maximize the profit (Kubota, 2019).
This eventually used to result in loosing of variety of the opportunity for the business in the market. Owner are another stakeholder in the organisation who generally used to provide good sort of the information to the marketing department of the company about the goal which they are looking to achieve in the coming year. As a result, all the marketing department of the company used to plan the different activity in the organisation in a way that may help the company in achieving the organisational goal. This used to bring the advice amount of the impact on the marketing function of the company in the market. So, it can be said that there are many different type of impact which are brought by Stakeholder on the marketing function of the organisation in the long term. 




              Reflection of the tactical communication tools used in our project
        
       Communication is the process by which two or more people share information and share its meaning. The term "communication" is used to refer to the scientific field and the set of activities related to it. Communication is a dynamic process (Merriam Webster, 2020)
       Integrated marketing communications is approach to achieving the goals of a marketing campaign, through very good coordinated use of various promotional methods that are designed to reinforce each other. Superdry PLC has online PR, Direct Marketing, Advertising, Promotions, In store Sales and more. (American Marketing Association, 2013)
      Communication programs combining these forms in different combinations and subordinate them to a single logic, tailored to a specific product, situation and audience.  That is, they are inextricably linked to the Marketing mix by carefully coordinating and mutually coordinating its elements (Chartered  Institute  of Marketing, 2020)


[image: ]
[bookmark: _Hlk39415701]                                                   Source Garth Box

    Shannon and Weaver communication model, which defining 5 steps consider communication in a broad sense.  It includes all the possible procedures by which a mind can influence another(Drew. 2020)
    Through digital marketing, Direct channel such as Emails, in store sales promotion and  advertising Superdry gain awareness. They are using Blog to highlight them business. Advantage from this activity is that can be easily and quickly updated, is the cost-effective way, it gives possibility for interaction and possibility  feedback to cam trough. Besides gives possibility to gaining influences on protentional target auditory. Also, this may lead to repeat visitors.  But there is also disadvantages such as time, Inconsistent posts, poor content and risk no one to see the content. (Aaker, 2019). They also using ads with celebrity such as Idris Elba. Main advantage is that the company gain fast popularity, but that is risk. Because if the celebrity do something wrong may reflect negatively to the brand name ( Bhasin, 2020)



CONCLUSION
From the study above is clear that Superdry using different approaches, strategies and  techniques in order to achieve its mission and goals . Moreover, been found that the human factor play vital role toward company growth. Furthermore has been discovered that good relationship, interaction and different type of communication with internal and external stakeholders it is very crucial toward company prosperity.

RECOMENDATION
Superdry can develop new collection of products for people with sensitive skin with no irritating elements on the inside of the products in order to improve number of variety of the products.
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