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	[bookmark: _Toc92216444]Blog post 1 - Introduction
Marketing is a very important element of the new modern-day companies. It means promoting with the intention to make profits. Marketing mix include product, price, place, and promotion known as the 4 Ps. It shows us the methods that businesses can use advertisement to attract more customers. The STP Model helps you position a product or service to target different groups of customers more efficiently. This three-step approach helps you quickly zoom in on the most profitable parts of your business, so that you can fully exploit the opportunities these offer. This report focuses on House of Fraser’s marketing strategies. The company is known as HOF, and it was founded by Hugh Fraser and James Arthur in 1849. House of Fraser started in Glasgow as a small local shop and by 2013 became global with the first international store to be in Abu Dhabi. The store operates in 150 nations worldwide and sells clothing, beauty, homeware. This study will cover the understanding of the process of segmentation, targeting and positioning and determining the marketing mix strategies of House of Fraser using series of blog posts to be able to communicate with the target audience.
[bookmark: _Toc92216445]Blog post 2 - The process of segmentation, targeting and positioning
Business organisations use it to establish a competitive edge over other organisations. The business is consisted of various department that are operate based on skills and their expertise. To use the model, start by segmenting your market into groups. Next, choose which of these you want to target. Last, identify how you want to position your product, based on the personality and behavior of your target market. It is one of the most used marketing types in practice and aims on commercial success, choosing the most important sectors for a business and then developing a marketing mix and product positioning strategy for each part. 
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STP Analysis

This process in marketing is the method that you can use to recognize your most important market sectors, and then sell to them productively with carefully aimed products and advertising.

The STP Model involves three steps that support you in evaluating your offering and the way you connect its benefits and importance to specific groups. STP stands for: Step 1: Segment your market. Step 2: Target your best customers. Step 3: Position your offering.


[bookmark: _Toc92216446]Market segmentation
It is the first step of STP analysis, and the main aim is to create different sections on character and activity that the business chooses. The reason why it needs to be used is to separate the customers into different groups with general characteristics and demands. This helps you to customize your method to meet each group's requirements cost-effectively, and it also gives you a massive advantage over competitors who use a "one size fits all" style. There are many ways to segment your target markets: 
Demographic – It is a breakdown by any form: income, size, age, gender, marital status, education, ethnicity, household (or business), length of residence, type of residence, or even profession/occupation. 
Geographic – by neighborhood, state, country, city, region in other words it shows who your buyer is.
Psychographic – By personality, lifestyle, values, or risk aversion. It is based on emotions connected with choices of the products including hobbies in other words it tells you 'why' your customer buys. There are a few ways you can collect information from your customers. Interviews: Talk individuals that are typical of your target audience. Another way is through surveys where you can reach more customers than interviews. Customer data: This is coming from loyalty cards or online purchase history. 
Behavioral – By the advantages that people are looking for, how individuals apply the product, how faithful they are to the goods. 
[bookmark: _Toc92216447]Target Your Best Customers
This section of the marketing targets the consumers by the business based on area that gives more profit, the customers that create the more interest on the company products and many others. Targeting entails selecting certain groups identified via segmentation. Firstly, the profitability of each product needs to be considered. Next, evaluate the growth and size. Perform a PEST Analysis to recognize the prospects and risks that might impact each sector. Criteria size: The market must be big enough to defend segmenting. Difference: Significant differences must occur among divisions. Money: Expected revenues must surpass the fees of further marketing plans and other adjustments. Accessible: Each part must be available to your team and the sector must be able to get your marketing messages.
[bookmark: _Toc92216448]Position Your Offering
In last the STP analysis model is positioning which explain the condition of the business to make it the top rating. The goal is to recognize how you intend to position your product to target the most useful customer sectors. Then, you can choose the marketing mix that will be most valuable for each of them. First, think about why consumers should buy your produce rather than those of your rivals. Next, look at the desires and demands of each sector. Positioning maps are the last element of the STP process.
[bookmark: _Toc92216449]Blog post 3 - Macro-environment analysis
Macro environment analysis is component of a firm's strategic management that allows it to evaluate and detect possible prospects and risks that might affect the company. The aim is to get ready management in advance with data that helps them in making operational judgments.
[bookmark: _Toc92216450]PESTEL analysis
Any market has the possibility for both good and negative, and analysis assists in weighing these factors objectively. PEST analysis, of course, promotes strategic planning and offers critical data. HoF have endured damaging losses over the past few years. There are a variety of external factors impacting HoF’s future. The retail industry is already weak, with prices rising and demand disappearing. Hence, HoF should pay close awareness to the economic, social, and technological factors. Examples are Brexit, trade deals modifying import and export costs and strength of pound as Brexit is making political and economic insecurity, having an irregular impact on the pound. This is harming consumer trust, causing in an unwillingness to spend. Awareness needs to be considered as it might lead to damaged consumer confidence, high street visits decreasing and more shoppers selecting online shopping and consumers are more informed of the affect that brands have.
Political factors – This study will detect differences in the politicians. A current example is a move towards greener plans in the improved world. 
Economic factors- distinguish styles such as variations in personal income, inflation, interest rates, exchange rates and unemployment rates.
Social factors/Cultural Trends- recognize developments in societies beliefs, values, and behaviors. 
Technological factors- The macro technological environment evaluation will find changes in the use of technology and understanding of technology.
Environmental factors- This shows how changes in the environment will affect the industry.
Legal factors- it is linked to the political environment as politicians tend to put together the laws, but also contains developments in court rulings such as liability reimbursement. Most organisations like House of Fraser need to be continually informed of fluctuations in employment laws.
[bookmark: _Toc92216451]Porter's Five Forces analysis
Porter's Five Forces Framework is a process of evaluating the operational environment of a competition of a company. The five forces establish the competitive strength and, thus, the desirability of a trade in terms of its success. HoF are under threat from almost all directions. Industry rivalry, threats from newcomers, suppliers and customers are all high-risk aspects. Product difference is small as department shops frequently employ the same providers. The second-hand market is increasing via businesses such as eBay and for example Selfridges established an agreement with Depop (an alternative brand), demonstrating that second-hand is becoming mainstream.
Buying power of consumers- It is impacted by how many consumers or clients a business has, how important each consumer is, and how much it would rate a firm to locate new shoppers or markets for its production.
Bargaining power of suppliers - the next element in the five forces model focus on how easily suppliers can increase the price of inputs. The less dealers to a business, the more a firm would depend on a supplier. Consequently, the supplier has further power and can drive up input prices and force for other benefits in exchange. On the other hand, when there are many suppliers, a business can maintain its input fees at a low level and improve its profits.
Threat of new entrants- The fewer time and income it cost for a challenger to move into a company's shop and be a successful competitor, the more a determined company's point could be considerably damaged. 
Threat of substitutes- the threat from substitutes is a medium-sized risk, as the second-hand market is an emerging movement. 
Industry rivalry- The bigger the total of the competition, alongside the goods and services they offer, the smaller the strength of the business. Suppliers and buyers pursue a firm's contest if they can deal a better agreement or lower costs. Equally, when competitive rivalry is minimal, a business has greater power to charge higher prices and adjust the conditions of deals to attain higher sales and profits.
[bookmark: _Toc92216452]SWOT analysis
Strengths - The initial letter, "S," signifies strengths in a SWOT analysis. A marketer may use this process to determine what will set his firm apart from the competition. One of the strengths of House of Fraser is the unique homeware as it focusses on decoration and minor details. There is also the loyalty scheme which is very popular. Further Charity work opportunities.
Weaknesses- Competition from other comparable stores like Debenhams and John Lewis. One of the weaknesses of House of Fraser is the advertisement of the home and furniture department. Price is indicated as high-priced. 
Opportunities- Go international and add videos on how to decorate your home.
Threats- Debenhams has a bit of advantage as they always have reduction sales and many offers. 
[bookmark: _Toc92216453]Ansoff’s matrix analysis
Market penetration- Market penetration involves the increase of sales in existing markets through existing products.
Market development- a tactical step taken by a company to improve the existing market rather than considering for a new market. The company looks for new buyers to move the produce to a diverse portion of customers to boost trades.
Product development- it is known as new product management, means a chain of stages that contains the design, development, and marketing of newly made or newly rebranded goods or services.
Market diversification- Strategy in which a firm pursues development by adding goods and markets of a kind not linked to its existing products and markets. House of Fraser do extremely well in knowing their customer. The product which sells highly regularly for womenswear is occasion, evening, and workwear dresses – they have an incredibly wide presenting and go fast and constantly here.
[bookmark: _Toc92216454]Blog post – 4 Marketing mix
The marketing mix is a broad term that refers to all corporation's actions to influence the product's demand. All four components of the marketing mix must be established to meet the demands and desires of the target client group most efficiently and appealingly possible. The 4Ps of marketing is a model for improving the parts of the "marketing mix" – the approach you bring a new product or service to market. It supports you to describe your marketing choices in terms of price, product, promotion, and place so that your offering meets a particular consumer need or demand. "Marketing mix" is a common expression used to define the various types of options companies must make during the development of creating a product or service to market. The 4Ps classify the marketing mix and was first stated in 1960 by E. J. McCarthy in his book, "Basic Marketing – A Managerial Approach." 
[bookmark: _Toc92216455]Product 
This is the identifying customer’s needs about a product or service and achieving a satisfaction. It also identifies the size, color, name, brand and what would be the best cost to be sold profitably. 
[bookmark: _Toc92216456]Place
This determines the location where the company provides their services and plan to expand their business in targeted market although business sales their goods in the crowded marketplace. Place means either to the physical location where a company carries out business or the distribution networks used to achieve markets. 

[bookmark: _Toc92216457]Price 
It refers to choices containing pricing, discount, and special offers. Distribution feeds are taken into consideration that consist of retailer, wholesaler, Business to Business OR Business to Customer.
[bookmark: _Toc92216458]Promotion
It means growing awareness in the market by various techniques like advertising, newspaper, social media and many more. It implies to "the marketing communication utilized to make the deal known to potential clients and convince them to examine it more". Promotion features consist of "advertising, direct selling, public relations, and sales promotions."
[bookmark: _Toc92216459]Blog post 5 - Conclusion
The success of a business is contingent upon its marketing efficacy. From the above report it can be assumed that determining the marketing mix of a company is vital. The process of segmentation, targeting and positioning must be identified correctly and maintained in the future. The trend in the market keeps on changing which is important for the businesses to keep an update to meet the needs and wants of the consumers. The important of using technology specially by the businesses have been increased and it is because of the fact of increase in market competition. The threat of new entrants in the market of not just UK but in many other countries have become high as this is the disrupting sector which includes the use of new innovations and technology. House of Fraser has developed many new prospects and challenges for the company itself.
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