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[bookmark: _Toc523935166]Introduction to the brand: 
Michael Kors Holdings Limited is one of famous multinational fashion brand based in Midtown Manhattan, New York City in USA, which offers a wide range of expensive fashionable products including watches, footwear, and apparel, handbags and accessories. According to company analysis of 2015, the has 1500 in store boutiques and more than 550 stores across the various countries (Kim and Ko, 2012). The owner and founder of the brand is Michael Kors who is one of the famous sportswear creative fashion designers who mainly designs and sells ready to wear fashion for the men and women including accessories, jewelry, watches and footwear. Currently the company has more than 12,689 employees across the globe. This particular report mainly focuses upon the marketing problems of the Michael kors brand and different aspects of the brand in terms of brand promising, brand strategy, brand performance, brand success, brand growth analysis and gap analysis of the product. This particular report also highlights the consumer behavior towards the brand and customer relationship management. In order to identify the appropriate strategy this report also demonstrates the marketing research for developing appropriate products for the customers across the globe. 
[bookmark: _Toc523935167]Segmentation, targeting and positioning analysis: 
Segmentation, targeting and positioning is the strategic approach of marketing which enables the marketer to identify about the current market for developing products and services of the brand. This particular section of the report mainly demonstrates the segmentation, targeting and positioning of the brand Michael kors for developing appropriate products and services for the customers. 
Market segmentation: 
Market segmentation mainly helps the marketers to make decision-making process about the delivery of products or services for the targeted customers. The prime objective of the marketing segmentation is to divide the total market into smaller parts in accordance with the characteristics, demands, and lifestyle for developing products and services offered by the company. Michael kors mainly specialize in offering fashionable luxury products including bags, watches, accessories, footwear and apparel across the globe (Liu, Mizerski and Soh, 2012).  The market segmentation also can be categorized into four types such as geographic segmentation, demographic segmentation, psychographic segmentation and behavioral segmentation. According to company analysis, it is evident that the company mainly offers highly expensive fashionable products for the elite customers. Therefore, the company should segment the market for attracting elite customers with high-income level group including men and women who are looking for fashionable accessories and bags across the globe. 
Targeting strategy: 
Target marketing strategy is the next step of market segmentation where the actual groups of customer are targeted for delivering quality products and services offered by the customers.  The prime purpose of the targeting strategy is to target the group for offering needs and demands of those particular customers through products or services.  The targeting marketing strategy also can be classified into four types such as undifferentiated marketing, differentiated marketing, concentrated marketing and micro marketing. The objective of the differentiated marketing is to offer one product or single product line for all the customers within the marketing mix. The purpose of the differentiated marketing is to promote a range of products or services for the smaller group of segment within the market. On the other hand, the concentrated marketing aims to satisfy one marketing segment through their range of products or services. The micro targeting strategy focuses upon the basic level target of the potential customers. According to the company analysis, it is observed that the Michael kors offer highly expensive fashionable products only for the elite customer market segments. Therefore, the marketers of the brand use niche-marketing strategy to target the celebs and high-income group male and female between the age group 18-45 years who loves to use fashionable products and accessories. 
Positioning strategy: 
Positioning strategy comes after the targeting, which mainly helps the marketers to make decision about how the products can be positioned in the customer’s mind (Phan, Thomas and Heine, 2011). Since the Michael kors targets the elite customers including male and female for delivering their luxury products thus, the brand should position their product in the cosmetic market at luxury point of purchase for the customers. 
[bookmark: _Toc523935168]Brand strategy: 
As opined by Spence and Hamzaoui Essoussi, (2010) brand strategy is the overall formal plan used by the most of the business organizations for creating particular image in order to position in the potential customer’s mind. With the help of effective brand strategy, the company can set a strong image among the customers who can develop particular opinion or feelings during purchasing of the products from the particular brand.  A successful brand strategy is the backbone of any organization to remains in the customer’s mind. The buying behavior of the customers is greatly influenced by the effective brand strategy of any organization. The prime components of a brand strategy are brand image, slogans, brand performance towards the customers and target audience of the brand. In the context of Michael kors, it has been observed that the company has developed its unique brand name, image and slogans for attracting a number of elite customers who are fashion conscious and love use luxurious products. The quality and pricing strategy are also the important brand strategy developed by the Michael kors which also influences the purchasing decision making process of male and female fashion conscious customers. 
[bookmark: _Toc523935169]Brand promising: 
In order to develop a successful brand, the marketer should clearly states the organizational needs to relate with the large community in both internally and externally. Brand promising is the way of the brand in which it can connect with the needs and expectations of the customers by offering valuable products and services for them. Brand promise can emotionally connect with the customers to maintain long-term relationship with them. In the context of Michael kors, it can be analyzed that the company has positioned itself in the luxury products segment. Therefore, the brand promise of the company is to develop innovations and creativity through fashionable products for the elite customers across the globe (Hanna and Rowley, 2011). The marketer of the brand creates innovative advertisements through celebrity endorsement, which influences the buying behavior of the customers towards the products and services offered by the brand. 
[bookmark: _Toc523935170]Performance of the brand: 
The success of a brand largely depends upon the performance of the brand. Effective brand performance has been introduced as an important part of brand management, which mainly helps in monitoring the performance of the brand in order to achieve goals and objectives of the organization. The performance of the brand is measured on the perspective of financial and customers. Performance metrics mainly helps to assess how the consumer feels and think about the brand. In relation to the Michael kors it is evident that in 2017 the total revenue of the company has been increased by 4.6%. On the other hand, the overall sales of the brand have been decreased by 5.2%.  It has been observed from the current performance of the brand that the brand has achieved gross profit of 9.7% and total revenue has reached to 61.4%. Therefore, from the overall analysis it is observed that the company has achieved a strong position in terms of market share and market capitalization, which measures success of the brand. From the success of the brand Michael kors it can be said that the brand can able to influence the buying behavior of the customer towards their fashionable products and services.  
[bookmark: _Toc523935171]Brand growth analysis using AIDA model: 
In order to identify the success of brand, the marketer should properly analyze the growth of the brand in the competitive market. The brand growth states the ways to achieve success of the brand for attracting and influencing the buying behavior of the customers. AIDA model is one of the most significant models of advertising, which enables the marketer to develop marketing planning through appropriate communication campaign. The model can be used as the purchasing funnel through which the buyers can take their decisions about purchasing of the product. The AIDA model consists of four elements for communicating with the customers, which are awareness, interest, desire and action. The marketers of the brand Michael kors also can use AIDA model in order to identify brand growth for influencing the buying behavior of the customers towards purchasing of the fashionable products and services. The brand growth analysis of Michael kors using AIDA models are as explained below; 
Awareness:  
The brand Michael kors mainly uses a number of PR campaigns and slogans in different seasons for promoting styles, fashions and accessories using fashion show or celebrity endorsement. This enables to influence the mind of the customers about the fashionable products and services offered by the Michael kors (Liu, Mizerski and Soh, 2012). With the help of a number of promotional and PR campaigns, the Michael kors mainly attracts the elite customers towards their products and services. 
Interests:  
The brand offers its products in more than 550 physical stores across the globe. The fashion conscious customers can visit the stores to get demo services. As per the personal experience of the researcher, the behavior and welcoming style of the staffs will influence the purchasing decision of the customers. The customers may feel guilty if he does not purchase anything from the store. The interested customers can search about the information of the product from the representative of the store. In this particular stage, the marketer also can provide necessary information about the products and current sales and discounts. 
Desire: 
This is one of the important stages of advertising where the products or services offered by the brand are emotionally connected with the customers. This particular stage shows the brand personality of a brand. In this particular stage, the marketers of the Michael kors will develop various desirable benefits such as quality, fashion and lifestyles which personality interacts with the needs of the customers. The customers are interested towards the product in this particular stage. 
Action: 
This is the final stage of the AIDA model where the customers take actions against the advertising campaign. In this particular stage, the marketers of the Michael kors mainly provides necessary information about the availability of the products, warranties and other information to emotionality attach with the customer’s needs. The brand will develop strategy in order to maintain long-term relationships with the customers. 
[bookmark: _Toc523935172]Brand success: 
Michael Kors has been evolved as the successful brand all over the world now. The brand success of this company is due to its development of the customer loyalty program for the US customers. The owner of the company has described this program as the next step to the personal journey of the customers. This is the program, which helps in engaging more and more customers, and this revealed that the brand is much more communicated towards the customers who are targeted. The success also came from their development of strong online presence. Kors told that it has grown its social media presence across all the platforms to 40 million followers, which is an 18 percent increase in the marketing of their products on a global basis now (Jones and Kim 2010). The company has created buzz among the customers with the development of the sponsored events by using the social media. For example, Michale Kors has travelled to Songhai for a showcase known as The Walk and developed 1.6 billion social media impressions. The development and launching of the digital gift guide by them help the customers to find a perfect gift for t6heir style. This platform also helped the sales executives to build customer profiles, which could be used when customer returns to their stores in US. This brand has now been inviting and encouraging the new investors to invest huge amount for sustaining the brand and try to develop- good investor relationships with them (Posner Williams and Posner 2015). They are cartulary having a strong network of distributors, which have been focusing much more on the retail stores, specialty stores as well the departmental stores by which the customers could be able to know about the products they deliver. 

[bookmark: _Toc523935173]Gap model and analysis: 
The gap model is defined as the important customer satisfaction model. This is a conceptual model of service quality and its implications for the future. It comprises of 5 gaps which the organizations faces for identifying and meeting the customer expectations of the experience developed by the customers (Posner Williams and Posner 2015). The five gaps are explained below
Gap 1: This is the gap where the identification of what the customers expects and what the managers should be thinking they are expecting.
Gap 2:  This is the gap taking place between the perception of the management and the proper specifications of the experience gained by the customers.
Gap 3: It is the gap from the experience to the delivery of experience. This indicates that the management needs to audit the customer experience, which the organization currently delivers so that it lives upto, the expectations. 
Gap 4: It is the gap between the delivery of the customer experience and communication to the customers.
Gap 5: It is the gap-taking place between the perception of what the customers having the experience and the expectation of the service by the customers. 

[bookmark: _Toc523935174]Brand value: 
This brand has the high value for the customers. They are attracting the customers with the delivery of their finest quality products. The customers get the value for the innovation they deliver in the designs of their products (Davis Buchanan-Oliver and Brodie 2000). They have the high excellence in their craftsmanship and the styling they have in the products. The innovation in their product development process adds value to them. The introduction of the online presence makes the real time delivery easy and accessible for the customers allows attracts them towards this brand as well. 
Lifetime value for the customers: The lifetime value for the customers could be defined as the net profit of an organization which it makes from any customer. This is a tool by which the monetary worth of a customer could be predicted in value of the relationship they have developed with an organization over a certain period of time (Yoh et al. 2003). The lifetime value of a customer is dependent on factors like the reliability and flexibility of the customer’s towards a brand, the net sales of the products and the revenue the brand generates. 

[bookmark: _Toc523935175]Lifetime value for the customers: 
Lifetime value for the customers: The lifetime value for the customer’s could be defined as the net profit of an organization, which it makes from any customer. This is a tool by which the monetary worth of a customer could be predicted in value of the relationship they have developed with an organization over a certain period of time (Yoh et al. 2003). The lifetime value of a customer is dependent on factors like the reliability and flexibility of the customer’s towards a brand, the net sales of the products and the revenue the brand generates. 

[bookmark: _Toc523935176]Customer relationship management: 
In order to achieve sustainability in the competitive market, the organization should develop long-term relationship with its customers. Customers are the backbone of any business for increasing growth, success and long-term sustainability. The customer relationship management within organization helps increase sales of the brand. Maintaining long-term relationship with the customers is one of the most significant concerns in recent days due to ever changing demands and needs of the customers. Michael kors brand uses a number of tools like CRM, which helps to track and monitor the customer history and buying preferences of the customers. With the help of this particular information, the marketing team of brand develops their products in order to attract the customers. Since, the brand offers highly expensive fashionable products and services thus, the elite customer in the niche groups are mainly targeted. In order to maintain long-term relationship with the customers, the marketing team of Michael kors provides information about discounts, sales and promotional offers through various online platforms for the elite customers. The various kinds of promotional channels are also used by the brand in order to share information for the customers regarding the fashionable products and services. The CRM practice provides a number of benefits for the brand Michael kors, which are as explained below; 
· Through the effective use of CRM technique, the Michael kors can increase their sales growth as well as performance of the organization. 
· The CRM also enables the marketing team to identify the current needs, demands and expectations of the customers, which are important for delivering appropriate product and services (Yoh, Damhorst, Sapp and Laczniak, 2003). 
· The company brand also can identify the information about the customers regarding buying patterns, which helps them to offer alternative for the customers. 
· The use of CRM technique also can help to brand like Michael kors to increase value for the customers by increasing customer satisfaction and retention.  

[bookmark: _Toc523935177]Position of the brand in market: 
In order to develop effective marketing strategy, it is very important for the marketer to identify the current position of the market. Michael kors is one of the leading luxury brand in the fashion industry of USA. From the below graph chart it is evident that the brand has achieved 11.9% of market share in the completive luxury global market.  

                      [image: ]
From the analysis, it is also observed that the current position of the company in terms of its competitors is quit respectful in the luxury fashion market. Therefore, it can be said that the current position of the company is quite strong and it can help to achieve long-term sustainability in the competitive market.   

[bookmark: _Toc523935178]Marketing research using qualitative and quantitative approach: 
There is the need of effective marketing research to be done both qualitative and quantitative in order to understand the target market and the customers and for gaining knowledge of the consumers positioned in this market (Ailawadi and Keller 2004). The qualitative research is important in understanding of the human perceptions, attitudes and the behavior towards the product or brand they are focusing on. In this study the perception and the buying decision of the customers towards the brand is developed with the help of the focus groups. The focus groups consist of 6-8 respondents and they are recording the feedbacks in the qualitative form of the customers coming to purchase it from Michael Kors. This will help in understanding of the behavior and their buying habits and their perception towards this brand. The quantitative research will be including the survey designing and the questionnaire method for the collection of the data required for the research. The survey is conducted among the respondents who will be selected randomly and the sample size should be 50. The questionnaire is to be designed where the questionnaire is to be submitted by the researcher to the customers and they provide their responses which helps in measuring the responses statistically. 

[bookmark: _Toc523935179]Marketing stores: 
From the company analysis, it is evident that currently the company offers its range of luxury fashionable product and services in more than 550 stores and more than 1500 boutique in-stores across the globe( Phan, Thomas and Heine, 2011). The online platform and social media channels are the strong marketing channels of the company through which the marketers of the Michael kors shares information about the products and services for the customers. 
[bookmark: _Toc523935180]Competitors of the brand: 
The prime competitors of Michael kors across the global market are as listed below; 
· Ralph Lauren (Direct competitor)
· Gucci 
· Louise Vuitton 
· Coach 
· Burberry  
Among the competitors, the Ralph Lauren has achieved 25.1%Cmarket share, Coach has achieved 19.5% market share and Gucci has achieved 9% market share in the global luxury brand.  
[bookmark: _Toc523935181]Product involvement: 
Product involvement is the concept of consumer’s interest in which the customers are committed to purchase the particular product or service (Bian and Forsythe, 2012).  From the analysis of the Michael kors it is evident that the product involvement for the Michael kors is greater as the brand offers premium pricing fashionable products for the customers.   

[bookmark: _Toc523935182]Conclusion: 
[bookmark: _GoBack]Company has managed to attract mostly high ambitious customers and has set the price range of their products in such a manner that everybody can gift themselves, be it business class or just students, consisting runways collection which is costlier than the regular collection. Has made the store more interesting by adding seasonal layouts friendly environment by offering warm welcome with drinks and personal assistance till the changing room as they have diffrents designes for different body shapes and sizes and is very helpful for the customers and  From the entire report, it is evident that effective marketing strategy is very important for increasing sustainability of the brand in the competitive market. This report has significantly demonstrates the different aspects of brand Michael kors for influencing buying behavior of the customers.     
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