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Executive summary

Grupo Ultrafemme is one of the fastest growing luxury retail companies located in the Mexican Caribbean. Its emphasis lies on providing a positive experience to its customers. It offers them prestigious and unique products such as perfumes, make up, jewellery and skin treatments. These products are sold in its 3 different stores Ultrafemme, Ultrajewels and Luxury Avenue. In the future it wants to become nationally and internationally known as the number one in duty free luxury products.

At the moment, Grupo Ultrafemme is experiencing problems in its communication department. It wants to launch the “make up fest” campaign for Ultrafemme in July. However, Grupo Ultrafemme has not done enough research into the market, competition, positioning, its communication strategy and its target group. This means that the basis to write a good communication plan for the “make up fest” campaign is missing.

The “make up fest” campaign is about showing the target group of Ultrafemme that not only famous people can get the best make up artists. Grupo Ultrafemme wants to offer its target group a make up session with these make up artists as well. In the end the goal is to attract women and make them participate in these make up sessions. However, the question is how can Grupo Ultrafemme inform and persuade their target group to participate?

In this research report a detailed introduction to the company Grupo Ultrafemme can be found. Furthermore, an explanation is given about the division of Ultrafemme, Ultrajewels and Luxury Avenue. After that, information is given on the company’s organizational culture and norms and values. 

The report also discusses the current situation in the luxury retail market. This means that the market, the company’s positioning and the target group have been analyzed. This analysis shows how Ultrafemme distinguishes itself from its competitors.
After that, the company’s current communication strategy is discussed in terms of Grupo Ultrafemme’s approach to their target group. Furthermore, the company’s current communication tools are also analyzed. Moreover, a media analysis has been done to find out if Grupo Ultrafemme should change anything from their current communication strategy. 
To conclude, the goal of this research is to provide Grupo Ultrafemme with detailed information on the market, target group and communication strategy. This research serves as a base to start with the creation of a marketing communication plan for the “make up fest” campaign in July. 
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Introduction

For this final report the internship employer, from Grupo Ultrafemme, has asked for a research into the luxury retail market and their communication strategy. This research is the basis for a marketing communication plan for a campaign called ¨make up fest¨. This report contains a market analysis and a campaign analysis. Furthermore, the report is partly based on theories of corporate communication which have been used to analyze the marketing campaign and create a successful marketing communication plan.

Problem statement

According to the director of marketing of Ultrafemme, “insufficient research has previously been carried out in order to write a communication plan” (M. Hernandez, personal letter, January 29, 2007) for the campaign “make up fest”. There is a lack of positioning studies, SMART objectives and a study based on the use of media amongst the target audience. This is because the marketing department has been busy with the campaigns for the PGA tour (golf tour), international women’s day and the skin lounge campaign; as a consequence not enough attention has been given to the ¨make up fest¨ campaign. The director of marketing of Ultrafemme, has indicated that “inefficient internal communication and not knowing what people were doing have contributed to the lack of attention to this particular campaign” (M. Hernandez, personal letter, January 29, 2007). 

Furthermore, this research is important to find out whether or not Grupo Ultrafemme has the right communication strategy to be able to successfully promote the “make up fest” campaign. With this research, Grupo Ultrafemme wants to have enough information to find out if it is adapting adequately to the changes in the market.
This research helps Grupo Ultrafemme to launch their campaign in July 2007. They have chosen this month, because the holidays start in July. This means that Ultrafemme´s products will be in higher demand than other months when everyone is at work or at school.  An effective campaign can have a positive impact in increasing their sales.

Central question

‘How can Grupo Ultrafemme better promote its campaign “make up fest” amongst its target audience?

This was the central question for the final research report. In order to answer the central question with an inductive approach, the following sub questions have been used:


Sub questions

1. What are Grupo Ultrafemme and Ultrafemme’s mission, vision and objectives?

2. Which problems have the campaign “make up fest” faced?

3. What is the target group and what are the habits of purchase?

4. How does Ultrafemme distinguish itself from its competitors?

5. What is the situation of this company regarding the campaign?

6. What are the objectives of the campaign?

7. What is the current communication strategy of Grupo Ultrafemme?


8. What should the communication strategy of this campaign be and what is the
     message for each target group?
9. What are the actions and tactics for this campaign?

10. What should be done in order to promote this campaign successfully?

a. What should the target group be?

b. What should the message for each target group be?

c. What strategy and communication tools should be used, in order for this campaign to be successful?

11. What is the overall conclusion of this marketing plan?

Justification of research methods

In order to write the final research report, a schedule has been used to show the organization of the research. It contains a detailed description of how to obtain the information necessary in order to answer the sub questions (Appendix 1).
Methodology

The final research report is based on the analysis of the market of Grupo Ultrafemme and contains a conclusion of this analysis. Also, several theories, such as Lasswell and Shannon and Weaver have been used to determine the message for each target group. Moreover, comparative studies have been used to compare the competitors of Ultrafemme and determine their position in the market. Finally, Grupo Ultrafemme is presented with this report that contains recommendations for the “make up fest” campaign. 
Organization of paper

The final research report is organized according to: research, analysis, results, conclusion and recommendations. 

The second chapter is about the situation analysis and contains a brief overview of the market and the positioning of Ultrafemme. In addition, the company’s field of forces are explained, together with an analysis of the company’s competition. 

In the third chapter, the communication strategy of Grupo Ultrafemme is explained and analyzed. Furthermore, their communication tools are discussed to find out if they have to change anything about their strategy for the “make up fest” campaign.
In this research report, the results of two questionnaires concerning Ultrafemme’s position in the market and the target group’s use of media are given. This is to address the sub question of how Ultrafemme distinguishes itself from its competitors (Appendix 6). 
Finally, the conclusion consists of recommendations. These recommendations for the communication strategy of Grupo Ultrafemme are in relation to the “make up fest” campaign. They are followed by a list of references and appendices that refer to statements made in this report.

1. Introduction to the company

Before starting with the situation analysis, the company of Grupo Ultrafemme should be introduced, its activities outlined and objectives understood. This chapter consist of an explanation of the company Grupo Ultrafemme, and its three stores Ultrafemme, Ultrajewels and Luxury Avenue.

1.1 Company profile: mission, vision and objectives 

Grupo Ultrafemme

In 1974, as a small company, Ultrafemme started in the city of Chetumal in Mexico. At that time the name was different and the company as well. It started with a supermarket called “Super Pepe” led by Garcia Villarreal, who is now the president of Grupo Ultrafemme. In 1975, the company decided to continue in the marketing of perfumes in combination with the sale of clothing for men. Because this initiative was such a success, the company decided to open its first perfume store called Ultrafemme, in Cancun. According to Elena Villarreal (2007) “this name was chosen because Ultrafemme means “super woman” and it was felt that this name reflected the products” (appendix 3 p. 2).  
Grupo Ultrafemme is the name of the corporate head office. From this point everything is organized such as campaigns, finances, human resources and design.
Ultrafemme
Ultrafemme is the branch of the company which sells skin products, perfumes and the make-up of all the famous designer brands. Offering more than 500 brands, its range extends from Lancôme, Chanel, Yves Saint Laurent to Christian Dior and Versace.  Therefore, the marketing department of Grupo Ultrafemme is responsible for the campaign ¨make up fest¨.   
Ultrafemme also has its own mission and vision statement. This is “to continue generating a broad knowledge of the products they sell, in order to offer excellent quality of both product and service” (Ostos, 2006, “all about Ultrafemme” section, para. 5). As well as to make sure “that their clients have a memorable and positive experience with every purchase they make” (Armando Puc, introduction course, February 5, 2007). This statement, as indicated later in the analysis of the campaign, has been included by Ultrafemme in its “make up fest¨ campaign. 

By inviting the best make up artists into the stores of Ultrafemme, the company wants to give its customers a positive, memorable and unique experience. Furthermore, with the help of these make up artists they want to work towards international recognition.

Grupo Ultrafemme also organizes everything for the stores of “Ultrajewels which sell all jewellery-related products. Finally it also owns Luxury Avenue which is a small shopping mall of designer boutiques” (Ostos, “all about Ultrafemme” section, para. 7). 

According to Grupo Ultrafemme (2007), they have the following mission, vision and objectives for the company (appendix 3, p. 3):


Mission: 

· To achieve a positive and memorable experience for clients, with every purchase made
Vision:

· The company’s vision is to be recognized as the leader in the luxury retail market and industry of Mexico

· To become internationally known

· To be the number one company in the luxury retail market worldwide
Norms and values:

· Responsibility ( to take decisions in a group and be responsible for individual actions

· Respect ( to respect clients and colleagues; treating others with the consideration that an individual would wish for himself
· Initiative ( to show initiative and take positive actions

· Honesty ( to display integrity in dealing with clients and colleagues
1.2 Organizational structure and culture

The way in which people communicate depends strongly on the nature of the organization. In integrated communication, Vos and Schoemaker (2003) explain that by organizational structure is meant the relationship within the organization (p. 85). In other words, how people communicate within a company. This can be formal or informal communication. It also depends on whether people make group or individual decisions. Grupo Ultrafemme (2007) points out that the structure in their company is a line organization (appendix 3, p.4). Everyone reports in a vertical line. This means that each department can make its own decisions. 
In the following image the structure of Grupo Ultrafemme can be found:

[image: image1]
The culture of an organization becomes apparent in the way in which people communicate with each other. Organizational culture refers to the values and standards in an organization (Vos & Schoemaker, 2003, p 78).

2. Grupo Ultrafemme situation analysis

An important part of a marketing communication plan is to investigate the current situation in the market of a particular company. In this case Grupo Ultrafemme’s store Ultrafemme. In Marketing Communications, Smith and Taylor (2004) say that “the essential parts of a situation analysis are aspects such as sales, market share, and profitability”(p.36). 

Moreover, they are correct to say that “in a marketing communication plan, one should pay attention to performance, target group, competition, the strengths and weaknesses and the company’s positioning” (Smith & Taylor, 2004, p. 36) in the market. 
Therefore, all these points have been included in the situation analysis. To analyze everything, it is necessary to examine the external factors that are important to Grupo Ultrafemme. This information is to develop an idea on how Grupo Ultrafemme is working with its environment.

2.1 Field of forces

As Grupo Ultrafemme is a large company it also has external communication, in other words its ‘field of forces’. The functioning of a company such as Grupo Ultrafemme depends on numerous parties (Vos & Schoemaker, 2003, p. 22). For example, consumers, politicians, shareholders and competitors, which each have their own interests in the company. 
Also, in Integrated Communication, Vos & Schoemaker (2003) say that many developments play a role within the field of forces in which an organization functions. For example, economic, technological and political developments. This information is useful in assessing what kind of external relations Grupo Ultrafemme has. This assessment is necessary in planning amendments and suggesting the use of specific types of external relations, in order to promote the “make up fest” campaign successfully. 

The following diagram includes all the field of forces of Grupo Ultrafemme, in other words, the meso environment of Grupo Ultrafemme:
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The diagram is an explanation of the field of forces of Grupo Ultrafemme, hence the name Grupo Ultrafemme is centrally located. To this name eight other headings are attached which are the most important external factors for every company (Vos & Schoemaker, 2003, p. 22). Some of them are more important than others, but in this case only a few examples are given to explain how Grupo Ultrafemme’s field of forces functions.

The first, ‘Media’, represents developments and changes in the newspapers, internet, radio or television regarding Grupo Ultrafemme. For example the company’s image in the media. However, the term ‘Media’ also covers the way Grupo Ultrafemme is using it to promote a certain product or event. Therefore, television (TV Azteca), radio (Radio Turquesa) and the press are frequently used to reach a wide audience of potential clients.
‘Government’ is another important factor. This heading is included, because there are certain rules that Grupo Ultrafemme needs to follow in order to be successful. Grupo Ultrafemme operates under the jurisdiction of the city hall of Benito Juarez. This means that the company must gain permission from the city hall in order to realize a campaign. Each step of a campaign must be registered at the city council or government.

The heading, ‘Consumers’ covers one of the most important external groups that Ultrafemme has to deal with. Consumers are a vital force, because they are ultimately responsible for increases in the sales of Ultrafemme’s products. Consumers have the power to ‘make or break’ a company and without them a company does not exist. The target group of Ultrafemme consists of people attracted to their products. The target group of Ultrafemme is made up of both tourists and locals.

‘Internal relations’ are also part of Grupo Ultrafemme’s field of forces.  Effective relations between the company and its employees are extremely important, because good products and good campaigns cannot be created unless the employees are satisfied and have a feeling of worth. 

A happy employee will work industriously to finish a job and gain satisfaction from the end product, whereas, an unhappy workforce could have a negative influence on the working environment, consequently affecting the reputation of the company in an  adverse way. 

‘Interest groups’ are not necessarily groups who are in competition with a certain company. They can also be groups that profit from companies. For example, Grupo Ultrafemme has arranged several shopping tours in Luxury Avenue with hotels. Thus, hotels also profit as they gain money from their guests paying for the tour. Furthermore, Grupo Ultrafemme profits from tourism and the hotels. By using the hotels to distribute their magazine ‘Luxury Avenue’ they attract more customers. As a consequence of more customers the sales can improve. The promotion of joint ventures in this way, proves to be mutually beneficial to both parties.
To conclude, the field of forces means how a company functions externally. Grupo Ultrafemme has to deal with several forces in order to maintain its reputation and deliver the best products and quality possible. Every force, big or small, is just as important for the company, as only a small mistake can ruin the reputation of Grupo Ultrafemme’s stores.


2.2 Target group of Grupo Ultrafemme
A target group can be divided into two different groups which are called primary and secondary target groups. The primary target group is the most important as it is the focus of all communications regarding the company’s products. The secondary target group is composed of people who are familiar with the company but don’t buy its products (Vos, Otte & Linders, 2003, pp. 57-58).
When analyzing a target group it is important to take into consideration that each group can have different characteristics. Therefore these groups need to be segmented in order to send a particular message to a certain target group. For this part of the analysis, certain questions must be addressed, for example: “How big is the target group? How homogenous is it and what characteristics does the target group have?” (Vos, Otte & Linders, 2003, pp. 57-58) 
During the market analysis it became clear that Grupo Ultrafemme directs most of its marketing and public relations campaigns at a wealthier clientele. For example, tourists of Cancun and Playa del Carmen who stay in 5 star hotels. This is because these products are duty free and are cheaper in Mexico than in their home country. 


Although tourists are a well represented group within Cancun, they only represent a small percentage of the population. This means that Grupo Ultrafemme mostly depends on the actual people living in Mexico who have middle to upper class incomes.
However, the quantity of tourists in Cancun has given Grupo Ultrafemme a reason to investigate their profile.  This investigation was in order to find out what they want, how they think, how they are segmented and whether or not they buy their luxury products at Ultrafemme (Marketing Consultants, [MC], 2006). This research is crucial in order to develop a market strategy, as well as to understand the target group and its behaviour. 

The biggest group of tourists is from the United States. Therefore, this makes them a well represented target group for Grupo Ultrafemme amongst tourists. The complete segmentation of tourists is that 55,9 % is American, 31,8 % is Mexican, 9,9 % is European and 1,3 % is Canadian (MC, 2004, p. 1).

The average age of tourists in Cancun is between 31 and 40. This means that usually most of them earn their own money. Their average income is between 26.000 and 45.000 dollars a year and their average stay is around 6.9 days (MC, 2004, p.4).
On the other hand Grupo Ultrafemme focuses on local people in the age between 25 and 44. The locals live for example in Paseos Cancun, Residencial Las Americas, Bonfil, La Zona Hotelera and Punta Sam (Marketing Consultants, [MC], 2006, slide 131). 

Furthermore, the stores of Ultrafemme are located in plazas such as ¨La Isla¨, ¨Kukulkan Plaza¨, ¨Plaza Caracol¨, ¨Las Americas¨ and ¨Luxury Avenue¨. Therefore it is good to know which plazas are the most popular ones. Moreover, one can see that there is a relation between the famous plazas and the stores of Ultrafemme. One can conclude that the most popular plazas are ¨Plaza La Isla¨, ¨Kukulkan Plaza¨, ¨Plaza Caracol¨ and ¨Mercado 2” (MC, 2004, p. 13-15). This means that Ultrafemme is located at popular places and attracts a lot of customers.

After having determined the popular plazas amongst tourists, it is now possible to compare this information with that from the locals. In the market study it is obvious that Mexican people buy their perfumes at Ultrafemme (MC, 2006, slide 133). This means that Ultrafemme is the leader in the sales of perfumes followed by Liverpool and Sears. As one takes a closer look, it turns out that Ultrafemme is also the leader in the sales of cosmetics followed by Liverpool and Sears.

The reason that both tourists and local people give for buying at the competition is because of payment possibilities or because of the company’s credit card. This credit card offers the clients to pay per month without interest (MC, 2004, Slide 97) 

To conclude the research on the target group, tourists and local people have the following characteristics:


Tourists (primary target group) 50 %:

Man: 25 %

Female: 75 % (women tend to buy more cosmetics and perfumes than men)

Type of tourist (secondary target group): 55,9 % American, 31,8 % Mexican, 9,9 % European and 1,3 Canadian

Stay: an average of 6,9 days, earning between the 26,000 and 45,000 dollars a year, with the age between 31 and 45 years.

Local people (Primary target group) 50 %

Man: 25%

Female: 75%

Age: Can differ between 15 and 60 years, but with a special focus on people between 25 and 44 years

Income: middle to upper middle class income


2.3 Competition
Grupo Ultrafemme is original and has unique concepts. Like every other company it also has to deal with companies that sell the same luxury products as they do. 
For example, there is Liverpool, Sears, Sanborns and the airport that were just mentioned in the analysis of the target group. Apparently, Grupo Ultrafemme is competing with different American department stores. In order to give a better insight into the competition of Grupo Ultrafemme, a questionnaire and a top of mind study have been conducted to determine the 2 main competitors of Ultrafemme. 

The top of mind study and questionnaire have been conducted amongst 100 random people, mostly women, 75 %, and men, 25 %, between the ages of 26 and 44, living in Mexico or visiting tourists.

The results were as following:

Tourists: 25 %

Local people: 75 %

Gender:

Women: 75 %

Men: 25 %
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Table 2.1 Top of mind results

The results of the top of mind study are consistent with what already has been concluded: the 2 main competitors that came out of this top of mind study are Liverpool 24 % and Sears 8 %. Ultrafemme was the largest group, with 57 % it is definitely the leading company in luxury products. After that comes Sanborns with 5 %, Venus with 5 % and 1 % has other companies than these 5. 

To conclude, Ultrafemme should always be one step ahead of Liverpool and Sears. They are the closest competition of Ultrafemme.
2.4 Positioning

The word positioning is a popular one in the business world. It means how a company’s target group and market defines its relation to its competitors. A good position in the market is considered a benefit by a company’s target group and makes it unique . In order to find out about the positioning of a product or a company, the company needs to know its marketing environment and competitive advantage. 
The exact definition of the word positioning is: “positioning is something (perception) that happens in the minds of the target market. It is the aggregate perception the market has of a particular company, product or service in relation to their perceptions of the competitors in the same category” (“Positioning”, 2007, “Definition”, para. 1). In other words, how does Grupo Ultrafemme distinguishes itself from its competitors? 
According to Grupo Ultrafemme (2007) their competitive advantage is that it has its own creative concept of luxury boutiques (Appendix 3, p.4). However, in order to prove the company right it needs to question the target group if they feel the same way. Therefore, with the help of a questionnaire it was possible to determine Ultrafemme’s position in the market.
The result of the positioning of Ultrafemme is that as a store it is the leader in the luxury retail market. This is shown by means of three different positioning maps. These maps have the characteristics that people find important in the purchase of a product. The characteristics that came out of the questionnaire were price/quality, service and reputation. Based on this information an exact position can be given for Ultrafemme in the luxury retail market (Positioning of Ultrafemme, appendix 7). 

After having discussed the target group, competition and positioning, the next step is to analyze the current communication strategy of Grupo Ultrafemme. By analyzing the current communication strategy they can adjust it to the desires of the target group for the “make up fest” campaign.
3. Current communication strategy of Grupo Ultrafemme 

A marketing communication plan is not ready until a SOSTAC analysis has been done. This analysis comes after the situation analysis which has been research in chapter 2. Nevertheless, this chapter is only about the theory, as to apply SOSTAC, a campaign is necessary. In chapter 5, the SOSTAC will be applied to the “make up fest” campaign. 
3.1 SOSTAC Analysis

The SOSTAC is a vital part in a marketing communication plan. According to Peter Liney, a Marketing Manager from BA, SOSTAC is an effective planning tool to find out a company’s strengths, weaknesses, current situation and gives a clear insight into which things a company should change to communicate more effectively with its target group(Liney, 2007, “what other say about SOSTAC”, bottom section). Furthermore, in Marketing Communications,  Smith & Taylor (2004) point out that “SOSTAC is an easy to use method to create business, marketing and communication plans. A marketing communication plan should cover essential points such as objectives, strategy, tactics, action and control” (p. 34). The SOSTAC just makes sure that all these points are covered. Therefore, this method is justified to use in the creation of a marketing communication plan.
In this part of the research, time will be spent on analyzing the media and ways to communicate with the target group. Therefore, it is crucial that Grupo Ultrafemme understands the process of communication in order to successfully determine the message, channels and media for the “make up fest” campaign.
There are certain communication theories that are useful in determining a strategy to transmit messages of the campaign to the target group. For example, the theory of Lasswell, which is used to show how Ultrafemme wants to communicate with its target group via the campaign and what effect does it want to have?
Harold Lasswell tried to describe the human communication process simply by using words. He represented the communication process as an answer to a few basic questions (“Lasswell”, 2007, “Definition”, para. 2):

Lasswell model 

Who?

Says what?

Through which channel?

To whom?

With what effect?

Another important and similar model is the model of Shannon and Weaver. “This model was one of the first to test the effectiveness of communication and to show how to successfully transmit a message” (Underwood, 2003, “Shannon and Weaver model”, para. 7). 

The model uses the basic elements of communication such as sender, message, medium and receiver. For example, the communication process starts with the sender and this sender wants to transmit a message to the receiver. 
For every message, the sender needs a medium. When the receiver gets the message, he will be decoding, trying to understand, the encoded, full of information, message and than give a certain feedback. Apart from this process there is always a noise, the interference or disturbance during a communication process. This could sometimes make it hard for the receiver to get an understandable encoded message. 
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Table 3.1 Shannon and Weaver model
However, before Grupo Ultrafemme can start thinking on their message for the “make up fest” campaign, a thorough media research needs to be done. This is in order to establish the ideal channel or medium to transmit a message to the target group for the campaign “make up fest”.  

3.2 Objectives

When writing objectives for a marketing communication campaign a company has to take into account the following things. As just having analyzed the situation of Grupo Ultrafemme, the question where the company is at the moment has been answered. 
According to the book Marketing Communications, Smith & Taylor (2003), it now is time to ask the question where does Grupo Ultrafemme want to go from here. When creating objectives one should take into account that they should be (p. 43-46):


S  – Specific

M – Measurable

A – Actionable  

R - Realistic

T – Time specific

Furthermore there is a difference between marketing and communication objectives. Since it is a marketing communication campaign, both marketing and communication objectives have been included.  

Marketing communication “objectives should refer to sales, market share, distribution an penetration” (Smith & Taylor, 2003, p. 43). Communication objectives, on the other hand, should refer to how communication affects and influences the mind of the target group. For example create awareness, attitudes, interest or trial. Communication “objectives should be based on 2 different models, DAGMAR and AIDA” (Smith & Taylor, 2003, p. 44).

DAGMAR


AIDA

Unawareness


-

Awareness


Attention

Comprehension

Interest

Conviction


Desire

Action



Action


For the “make up fest” campaign there are no communication objectives defined at the moment. In this case Grupo Ultrafemme has to consider what it wants for this campaign, or what its overall communication objectives are. Based on that and the market research the “smart” objectives can be determined (Chapter 5, page 32).
3.3 Strategy

Creating a strategy is the next step that should be made in a marketing communication plan. The question asked at this point is: how does a company get there? Or in other words how is it going to achieve the objectives created for the “make up fest” campaign. 

The approach

Concerning the strategy, “the key idea is formed by three main subjects which are closely related to each other” (Vos, Otte Linders, 2003, p. 75).

Approach/Positioning    (    Central Theme
(      Message for each target
First of all, Grupo Ultrafemme should consider its approach to its target group. This means that it should determine what kind of behaviour or attitude is suitable in order to satisfy its target group. The approach of “communication as a process refers to the interaction between sender and receiver”. In other words, how effective can communication be and what are the variables that are important for sender, message, channel and receiver (Vos & Schoemaker, 2003, p.24)? 

Essential elements, such as the use of a one or two way communication model, should be considered while creating an approach for a campaign (Vos, et al., 2003, p. 77). A one way communication model refers to the fact that one sender, such as Ultrafemme, can have the power to influence the people. The audience will only be active in a way that they select the information given and absorb it.

On the other hand, “a two way communication model has the advantage that people are able to respond and give feedback on the message sent by the sender” (Vos, et al., 2003, p. 76-77), which in this case is Grupo Ultrafemme. This is a very effective communication model as the responses of the target group can help a company improve its strategy or campaign. 

Grupo Ultrafemme should also determine whether or not to act reactively or proactively. In general Grupo Ultrafemme should take a look at their position in the market before determining what kind of behaviour is more suitable. Proactive behaviour means that Grupo Ultrafemme always stays one step ahead of its competition. On the other hand, reactive behaviour is when a company acts after the competition has made a move. A reaction would be to do the same as the other company to stay close in the market. 

However, which of these 2 types of behaviour to use depends on the event or campaign that Grupo Ultrafemme wishes to launch (Chapter 5, recommendations)
When creating a strategy the following models should be taken into account in order to make sure that all the information is included (Smith & Taylor, 2004, p. 47):


S- Segmentation



S- Stages

T- Target markets



I-  Integration 

O- Objectives




T- Tools

P- Positioning

The STOP method has already been discussed in the situation analysis, which means that the SIT model is the next step. This model indicates the stages, integration and the tools to apply in the communication strategy.

The SIT model : Stages

The stages of adopting a product or a campaign amongst the target group is called the adoption model (Smith & Taylor, 2003, p. 85). This model contains the following stages:

1. Awareness

2. Interest

3. Evaluation

4. Trial

5. Adoption

At the moment none of the above stages apply to Ultrafemme. No campaigns are organized and therefore no stages can be determined. Only in relation to a campaign it is possible to discuss the stages as a process that Grupo Ultrafemme should use to attract their target audience. 
According to Grupo Ultrafemme it uses this adoption model for most of their campaigns (M. Hernandez, personal letter, January 29, 2007). When the first 4 stages – awareness, interest, evaluation, trial – are concluded, a customer can decide whether to adopt the product or not. This is the final stage of the adoption process. According to Grupo Ultrafemme this is where they want to be after launching a campaign. 
Every company exists because of the sales of their products. Therefore it is crucial that these products are adopted by the target group. In the recommendations for the communication strategy for the “make up fest” campaign each of these stages will be discussed enabling Grupo Ultrafemme to make sure that the target group adopts the promoted products.
SIT model: Integration

Integration means the period of time in which a company wants to launch its campaign (Smith & Taylor, 2003, p. 47). This can be a smooth integration, or a fast integration. Furthermore, it can vary from a few days to a few weeks. Normally, according to Grupo Ultrafemme, they make use of a smooth campaign integration and plan everything carefully before the launch. However, what type of integration depends on how fast a company wants to get results (Chapter 5, p. 33)

3.4 Communication tools

The communication tools are in order to support the communication strategy of Grupo Ultrafemme. For each medium there are advantages and disadvantages. Television, radio and press are still the most powerful ways to influence the target group (Smith & Taylor, 2004, p. 198-199).


In some countries the media is called the 4th power within the government aside from the legislative, judicial and executive powers (Underwood, 2002, “Mass Media: fourth estate”, para. 2). This shows that the media is an informative organ, as well as an influential organ which has the power to create and change the opinions of the people. 

The media consists out of several different information channels, which are television, radio, advertising (magazines and newspapers) and internet. However, internet has only just joined the group of the media. It is a recently new information organ, which people nowadays use at work and for personal motives.
When talking about the media the following aspects should be considered: Coverage, which refers to the reach of a certain advertisement or television/radio spot. Furthermore, frequency, which means the number of times an advertisement or a television/radio spot is showed or placed in what period of time. Also, opportunities to see is an important facto. This means how many times one person can see a certain commercial or advertisement (Smith & Taylor, 2004, p. 192). 
Moreover, a company should think of impact which means the influence of a commercial or radio spot. The costs, which mean how much it costs to use a certain medium. Finally, a company should consider the positioning, which is where a company is going to place its advertisements, commercials or radio spots.
After having researched the company’s media archive it became obvious that at the moment Grupo Ultrafemme uses the following communication tools:

1. Radio

The main communication tool for Grupo Ultrafemme is the local radio in Quintana Roo. The company uses several radio stations such as Radio Formula, Radio Imagen and Mix FM (Media information, appendix 9). Furthermore, the radio comes out as a good communication tool where the advantages outweigh the disadvantages (Smith & Taylor, 2004, p. 198-199). 

The only problem is that there is no possibility to show what a person is talking about on the radio. Nevertheless, the radio says to attract both working women and housewives, which is the main target group for Grupo Ultrafemme. 

According to earlier research of Grupo Ultrafemme many people can be reached through radio (MC, 2004, slide 108). One of Grupo Ultrafemme’s communication channels is Radio formula. Radio Formula points out that a company should choose this radio station to make promotions, because it is immediately effective, accessible, up to date, segmented, no saturation, national and local coverage and is not expensive (Radio Formula, 2006, “Ventajas de radio hablada” para. 1-7).
    2. Advertising (newspapers, magazines and exterior publicity)
At the moment Grupo Ultrafemme uses all kinds of advertising for each or their stores of Ultrafemme. They use three different newspapers which are Novedades, Por Esto and Diario de Yucatan. According to earlier research, Grupo Ultrafemme finds that these newspapers are what their target group reads (MC, 2004, slide 115).


Grupo Ultrafemme uses the local and tourist magazines to reach the Mexicans and tourists. For example, they use “Cancunissimo”, because according to prior research “many local people read this magazine” (MC, 2004, slide 117). Tourist magazines are for example Map-A, which is a small guide to the best places in Cancun. It is also a guide which contains the famous plazas. Therefore, Grupo Ultrafemme places advertisements in this tourist guide to attract people.
Exterior publicity means that you can find the publicity outside in public places. It is used at almost all places such as on busses, in plazas and alongside road. It is known to have a great impact, because big colourful images tend to attract the eyes. However, one disadvantage is that this image has to be catchy and influential at once. This is because it is only one non moving image” (Smith & Taylor, 2004, p. 198-199). But are these 3 types of advertising still the best ways to influence the target group? That is a question for the target group themselves. 


      3. Internet (website)

As one can see on Ultrafemme’s website, there is no detailed information on the campaigns. It only shows the name of the campaign or event. This is obviously not enough if Grupo Ultrafemme wants to inform their target group. 

Moreover, these are the only 3 communication tools that Grupo Ultrafemme frequently uses. They do not use direct marketing, television, sponsoring, word of mouth or any other influential communication tool. 
According to Grupo Ultrafemme “the big problem at the moment is that they have not researched the current wants and needs of the target group” (M. Hernandez, Personal letter, January 29, 2007). Neither did they research how the target group wants to stay informed on Ultrafemme’s products. 

Therefore, in order to get closer to the ideal position in the market, Grupo Ultrafemme wants to expand their  target group. To get a bigger target group they need to use more communication tools. Nevertheless, the quantity of communication tools depend on the company’s budget.

4. Analysis of results
After having conducted 2 questionnaires amongst the chosen target group of Grupo Ultrafemme it was now possible to find out how Grupo Ultrafemme distinguishes itself from its competitors. As well as what kind of medium would be suitable for Grupo Ultrafemme to promote the “make up fest” campaign.
4.1 Positioning questionnaire

The first questionnaire conducted was the positioning questionnaire. This was in order to find out how Ultrafemme distinguishes itself from its competitors. Several questions were stated in the questionnaire and were handed out to 100 people. The segmentation of this questionnaire was as following:

Locals 75 % 


Tourist 25 %

Men

25 %



25 %

Women
75 %



75 %

Furthermore, the ages varied from 18 to 55, because in this case the questionnaire was to find out if people know Ultrafemme and not if they buy there. Also, the questionnaire was conducted during the weekend in the plazas, because in the weekend people do not work and spend their time shopping in the plazas. Moreover, the temperatures are high in Cancun. As a consequence of these temperatures the questionnaire was conducted after 4 o clock, because that is when most people go out to avoid the sun. 

In order to find out the 2 competitors, the first questions of the questionnaire were top of mind questions. The results were very monotonous and the 2 competitors of Ultrafemme turned out to be Liverpool and Sears. This question was answered with the help of the following example question:

Which company comes up first in your mind when you think of a luxury or department store?

	Company
	Quantity
	Percentage

	Ultrafemme
	57
	57 %

	Liverpool
	24
	24 %

	Sears
	8
	8 %

	Sanborns
	5
	5 %

	Venus
	5
	5 %

	Airport
	1
	1 %

	Total
	100
	100 %



Table 4.1 Top of mind results

In order to find out the exact position in the market the following questions were asked about what kind of characteristics the target group finds important and why they prefer buying at Ultrafemme’s competition.


Classify the below mentioned characteristics according to the importance that
you give them; from 1 (very important) to 6 (less important):

	Characteristics
	Ranked 1
	
	Ranked 2
	
	Ranked 3
	
	Ranked 4
	
	Ranked 5
	

	P/Q
	88
	88%
	6
	6%
	2
	2%
	2
	2%
	0
	0%

	Reputation
	1
	1%
	4
	4%
	88
	88%
	6
	6%
	2
	2%

	Uniqueness
	1
	1%
	2
	2%
	4
	4%
	88
	8%
	5
	5%

	Luxurious
	4
	4%
	0
	0%
	6
	6%
	2
	2%
	88
	88%

	Service
	6
	6%
	88
	88%
	2
	2%
	2
	2%
	5
	5%

	Total
	100
	100%
	100
	100%
	100
	100%
	100
	100%
	100
	100%


Table 4.2 Most important product characteristics
Why did you buy at the company mentioned above?

	Company
	Ultrafemme
	Liverpool
	Sanborns
	Sears
	Venus
	Airport

	Price
	29
	63 %
	5
	23,8%
	1
	20%
	
	
	2
	40 %
	
	

	Payment opportunities
	
	
	3
	14,3%
	
	
	
	
	1
	20 %
	
	

	Variety
	5
	10,9%
	
	
	
	
	
	
	
	
	
	

	Supply
	1
	2,2 %
	
	
	
	
	
	
	
	
	
	

	Location
	1
	2,2 %
	1
	4,8 %
	
	
	
	
	1
	20 %
	1
	100%

	Credit card
	
	
	9
	42,8%
	3
	60%
	7
	87,5%
	
	
	
	

	Service
	4
	8,7 %
	2
	9,5 %
	
	
	
	
	
	
	
	

	I like the company
	4
	8,7 %
	
	
	1
	20%
	
	
	1
	20 %
	
	

	Other
	2
	4,3 %
	1
	4,8 %
	
	
	1
	12,5%
	
	
	
	

	Total
	46
	100 %
	21
	100%
	5
	100%
	8
	100 %
	5
	100%
	1
	100%


Table 4.3 Reasons for buying at a certain company
To conclude, based on the following example questions, it was possible to create a positioning map and to show where exactly Ultrafemme stands in the market. In the appendix one can find the exact positioning maps for the characteristics of a product that according to the target group are important. Furthermore, according to the positioning research (2007) one can see that Ultrafemme is the leader in the luxury retail market and that it is the closest to an ideal position in the luxury retail market (Appendix. 6).

4.2 The use of media questionnaire

To help the company out, a questionnaire has been conducted to find out how the target group feels about the media and which medium they prefer, what time they prefer to use it, and how long they use these media. The questionnaire was conducted amongst the following segments based on the results from the target group analysis in the second chapter:


                                Locals
(75 %)

Tourists (25 %)

Men 25 %

Men 25 %

< 25 years

29 %


8 %

25 – 34 years

34 %


23 %

35 – 44 years

26 %


69 %

45 – 54 years

8 %

> 55 years

3 %

Women 75 %

Women 75 %

< 25 years

12 %


8 %

25 – 34 years

41 %


30 %

35 – 44 years

29 %


51 %

45 – 54 years

14 %


8 %


> 55 years

4 %


3 %

Income: middle to upper class

The questionnaire was handed out amongst locals in the 5 famous plazas of Cancun which are Plaza Kukulkan, Plaza las Americas, Paseos Cancun, La Gran Plaza and Plaza la Isla. For the tourists, the questionnaire was handed out throughout the entire hotel zone of Cancun and in front of Luxury Avenue. Furthermore, the questionnaire was in both Spanish and English so that everyone could understand it. Also a pilot questionnaire was handed out in Spanish amongst 5 people. This was in order to find out if there were any faults in it and if everything was understandable.

However, in order to find out how the target group would like to stay informed on the products of Ultrafemme, one needs to find out what kind of media the target group often uses. As well as how much time the target group spends on using this media and what their favourite channels, stations or websites are.

After having analyzed the use of media a communication strategy can be determined. Moreover, Grupo Ultrafemme can decide on their communication tools to promote the “make up fest” campaign. 
The first question of the questionnaire was how much time the target group spends watching television. This question was made for the radio, internet and press as well. In this question the target group says to watch the television between 1 to 3 hours a day. This tells Grupo Ultrafemme that people like to watch television. Furthermore, they also indicate the possibilities of using television as a communication tool. 

How much time do you spend watching television?

	
	Local men
	Local women
	Men tourists
	Women tourists

	Less than 1 hour
	2
	5,3 %
	12
	10,7 %
	7
	53,8 %
	14
	37,8 %

	Between 1-3 hours
	23
	60,5 %
	64
	57,1 %
	6
	46,2 %
	23
	62,2 %

	More than 3 hours
	13
	34,2 %
	36
	32,2 %
	
	
	
	

	Total:
	38
	100 %
	112
	100 %
	13
	100 %
	37
	100 %



Table 4.4 Average time spend watching television 

What is your favourite website on the internet?

	
	Local men
	Local women
	Men tourists
	Women tourists

	Hotmail.com
	13
	34,2 %
	37
	33 %
	6
	46,2 %
	18
	48,6 %

	Google.com
	9
	23,7 %
	37
	33 %
	
	
	6
	16,2 %

	Msn
	4
	10,5 %
	5
	4,5 %
	4
	30,8 %
	7
	18,9 %

	El universal
	3
	7,9 %
	1
	0,9 %
	
	
	
	

	You tube
	1
	2,6 %
	2
	1,8 %
	
	
	
	

	Prodigy
	1
	2,6 %
	4
	3,6 %
	
	
	
	

	Fotolog
	2
	5,3 %
	1
	0,9 %
	
	
	
	

	My space
	1
	2,6 %
	
	
	
	
	3
	8,1 %

	Club America
	1
	2,6 %
	
	
	
	
	
	

	Gmail.com
	
	
	1
	0,9 %
	3
	23,1 %
	3
	8,1 %

	Total:
	38
	100 %
	112
	100 %
	13
	100 %
	37
	100 %


Table 4.5 Favourite websites

The internet is one of the new communication tools as was mentioned in chapter 3 page 23. Therefore, a question was asked about how much time the target group spends on the internet. The target group answered “between 3 to 6 hours” (Positioning research, 2007, appendix 6, p. 1), which is quite some time. After that they were asked about their favourite website. This appears to be hotmail which shows Grupo Ultrafemme the great possibilities of direct e-mail marketing as a new communication tool. 

Which newspaper you consider to be your favourite? (Please indicate in order of
preference with 1 as your favourite and 7 as your least favourite)

	
	Local men
	Local women
	Men tourists
	Women tourists

	Novedades
	13
	43,3 %
	25
	67,6 %
	
	
	
	

	El universal
	8
	26,7 % 
	26
	38,8 %
	
	
	
	

	Que Qui
	0
	0 %
	4
	6 %
	
	
	
	

	Por Esto
	3
	10 %
	4
	6 %
	
	
	
	

	El periodico
	1
	3,3 %
	1
	1,5 %
	
	
	
	

	Diario de Yucatan
	3
	10 %
	5
	7,5 %
	
	
	
	

	Miami Herald
	
	
	
	
	5
	71,4 %
	17
	85 %

	Other
	2
	6,7 %
	2
	3 %
	2
	28,6 %
	3
	15 %

	Total:
	30
	100 %
	67
	100 %
	7
	100 %
	20
	100 %


Table 4.6 Favourite newspapers
Press is also an influential communication tool. Therefore, the target group had to answer what their favourite newspapers are in Quintana Roo and how frequently they read their newspapers. The winners were El Universal, Por Esto and Novedades. This tells Grupo Ultrafemme specifically what kind of channel to use of the press.
Through which media would you like to stay informed?

	
	Local men
	Local women
	Men tourists
	Women tourists

	Television
	11
	52,4 %
	25
	39,1 %
	
	
	
	

	Radio
	
	
	1
	1,6 %
	
	
	
	

	Internet
	1
	4,8 %
	8
	12,5 %
	
	
	4
	40 %

	Exterior publicity
	2
	9,5 %
	7
	10,9 %
	
	
	
	

	Stores of Ultrafemme
	5
	23,8 %
	19
	29,7 %
	
	
	
	

	Through e-mail
	2
	9,5 %
	4
	6,3 %
	2
	100 %
	6
	60 %

	Other
	
	
	
	
	
	
	
	

	Total:
	21
	100 %
	64
	100 %
	2
	100 %
	10
	100 %


Table 4.7 Favourite media to stay informed

Furthermore, the target group was asked how they would like to stay informed about Ultrafemme’s products. The target group prefers to stay informed through “television, in the stores and through mail and internet” (Media research, 2007, appendix 6, p. 13). This tells Grupo Ultrafemme which direction it should go in order to reach as many people as possible for their campaign. It also tells them which communication tools it should use to reach the target group.

To sum up, after having done all this research and having analyzed the questionnaires it is now possible to give recommendations based on research, statistics and opinions of the target group. Grupo Ultrafemme now has the crucial information for a marketing communication plan. In the next chapter recommendations are given on how to better promote the “make up fest” campaign. This will be according to the steps of the prior discussed SOSTAC analysis.
Conclusion

In the first 2 chapters the company and situation analysis have been discussed. Hereby, it became clear that Ultrafemme has a good position in the luxury retail market in relation to its competitors.

Furthermore the external relations, target group, and competition were analyzed. This was to show in detail who it is that Grupo Ultrafemme is interested in, the locals and tourists and who its competitors are, Liverpool and Sears.
In the third chapter, the objectives, strategies and use of communication tools were discussed. This was in order to determine the best ways to promote the campaign and to find out what message Grupo Ultrafemme should send to their target group. The result that came out of this analysis was that Grupo Ultrafemme only uses few communication tools. Nevertheless it still has a good position in the market. However, to determine if these tools are sufficient for the “make up fest” campaign, a media research has been conducted. 
The media research was conducted amongst tourists and locals. They were able to give their opinions on the media, which media they frequently use and how much they spend using them. According to the target group the right communication tools are television (Warner channel), radio (Radio formula), press (Novedades, Cancun Tips), internet, direct marketing (mails and direct letters) and sales promotions (discounts, free gifts). The target group prefers to stay informed through these media. Some tools can offers things that others can not, therefore communication tools should be combined to reach a big group of people.
To conclude, all it takes to have a successful “make up fest” campaign is to communicate extensively internally and externally. This is in order to avoid bad communication. Communication is all about knowing what a person wants to say, knowing how the communication process works and being prepared for every positive and negative thing that can happen while communicating with the target group. 

The central question for this research report was: how can Grupo Ultrafemme better promote its campaign “make up fest” amongst their target group? Some of the answers are to act proactively and always be one step ahead of the competition. Furthermore, using the right communication tools can help to influence the target group and attract them. Communication is the most powerful tool a company has to influence the people’s minds. Knowing how to communicate is knowing the secret to a successful position in a national and international market!
Recommendations

Having completed the investigation of the luxury retail market, it is now possible to give recommendations in the form of a marketing communication plan in relation to their campaign “make up fest”. First the strengths and weaknesses of Grupo Ultrafemme will be discussed.
SWOT analysis

These are the strengths, weaknesses, threats and opportunities of Ultrafemme based on the results of the market research:

Strengths

· The only luxury retailers in the Mexican Caribbean

· It has 3 different companies specialized in 3 different things (Luxury Avenue, Ultrafemme and Ultrajewels)

· It sells perfumes, jewellery, clothes, cosmetics, skin care products and office materials

· Use of uniform

· Grupo Ultrafemme has Luxury Avenue which exists of a unique boutique concept that contains all the different famous luxury brands

· Grupo Ultrafemme also has their own luxury design department which designs and fabricates the stores and offices

· Ultrafemme is everywhere in the Mexican Caribbean

· Grupo Ultrafemme sells quality products and service

· Luxury Avenue has its own luxury magazine called Luxury Avenue

· Grupo Ultrafemme sells low tax products

· 500 exclusive brands in their stores

· 30 years of experience

· As it offers its products to the richer people, Cancun and the Cabos are the best places to be, as researched the richer people tend to come to Cancun as well as the hotels that are offered requires more money than average

· It creates a campaign every month to increase sales

· Payment promotions to pay without interest 

· Grupo Ultrafemme uses radio press and internet to communicate with their target group.


Weaknesses

· Their important competitors are department stores from Mexico and the United States, which are Liverpool, Sears and Sanborns

· The products Ultrafemme sells are, even with low tax, very expensive and therefore their target group are the rich people, or people with more money than an average salary
· Ultrafemme has many campaigns, however there are no results if the communication campaigns have been effective

· There is a small decline in sales of Ultrafemme

· Visible hierarchy

· Liverpool, Sears and Sanborns offer a company’s credit card
· Ultrafemme’s competition uses more different types of media


Opportunities
· It has possibilities to expand through entire Mexico as well as the United States

· If it has the right corporative directors, maybe it is able to expand throughout the entire American continent and maybe Europe, however it should first research if there is a target group for this concept of Grupo Ultrafemme in Europe.

· If it has the results of the campaigns and its effectiveness it can adjust each campaign in order to get the best results based on communication with their target group

· An opportunity for Grupo Ultrafemme can be to act proactively to always be a few steps ahead of its competition/

· Introduce their own credit card to pay on a monthly base without interests

Threats

· There is always the possibility of a natural disaster, like hurricane Wilma. Cancun is very vulnerable and if something like this happens, this could lead again to a decrease in their sales as well in the effectiveness of their campaigns

· The competition for Ultrafemme is very strong, and can take over their good position in the market

· Communicate ineffective with the target group via their campaigns
After this SWOT analysis it is possible to create a confrontation matrix. A confrontation matrix can show how to overcome the weaknesses with the company’s strengths and how to reduce threats with the company’s opportunities (Confrontation matrix, appendix 8). 

Having put together all the strengths, weaknesses, opportunities and threats Grupo Ultrafemme can now create achievable objectives. Prior to that, information about the campaign is important to create such objectives.
The campaign

According to Grupo Ultrafemme the campaign is called “make up fest” and the idea behind the campaign is to offer the best make up artists from famous brands to their clients. This means that Ultrafemme will invite make up artists from the brands Estee Lauder, Lancôme, Clinique, Clarins, Guerlain, Yves Saint Laurent, Biotherm and la Prairie. The make up artists will be visiting the stores of Ultrafemme in different plazas such as Plaza Las Americas, Plaza Kukulkan, Luxury Avenue, La Isla etc. For every make up session Ultrafemme is planning 30 minutes, 13 sessions a day, which would be 650 sessions in 2 weeks (M. Hernandez, personal letter, January 29, 2007). 


Objectives

For this campaign Grupo Ultrafemme needs to split up the marketing objectives from the communication objectives, because it is a marketing communication campaign. Therefore, the marketing objectives have been divided based on sales objectives and the communication objectives based on DAGMAR and AIDA. The percentages have been discussed with Grupo Ultrafemme. (M. Hernandez, personal letter, January 29, 2007) :


Marketing objectives
· Increase the sales of the brand in promotion during the days of the visits of the make up artists with 25 %. This means that when the make up artist of Chanel makes a visit to the stores of Ultrafemme, the brand of Chanel will be in promotion and during those days it wants to increase the sales of this brand with 25 %,  

· Increase the sales of the cosmetics department in general in the month of July with 15 % 

· To attract a 20 % of new local customers during the time period of the campaign

· To attract a 10 % of new tourist customers during the time period of the campaign


Communication objectives

· To create an interest amongst 45 % of the customers (local and tourists) in buying the brands promoted during the ¨make up fest¨ by Ultrafemme (Dior, Estee Lauder, Clinique, Biotherm, Pericons and Clarins)

· To create knowledge amongst a 100 % of the customers and clients of the make up artists how to use make up and give tips and lectures on how to use shades, lip stick etc.

· To make 75 % of the customers want to use make up in order to feel good and knowing that they now have what it takes to apply make up successfully

· To make 100 % of the customers believe that all these exclusive brands are accessible to all the customers that want to feel good about themselves

· To create 75 % desire in wanting to buy the products promoted in ¨make up fest¨.

· To want the to purchase the products promoted in the campaign amongst 75 % of the people having taken a make up session

Communication strategy

As the theory of strategy and approach have already been explained in chapter 3, one can now answer the question how Grupo Ultrafemme wants to achieve their communication objectives. Moreover, they can determine whether they should follow a one way or a two way communication model for the “make up fest” campaign.
A two way communication model has the advantage that people are able to respond and give feedback on the message sent by the sender (Chapter 3, p. 18). However, this model can be used after or during the campaign. During the make up sessions the participants can give their opinion about the session or can respond by buying the products.

In the awareness stage, Grupo Ultrafemme can use a one way communication model, which means that it sends out their message and will not get any feedback. This is only to create awareness amongst their target group.

During the campaign Ultrafemme will arrive in the interest and evaluation stage. This means that the customers also get to evaluate the product. Having tried out a product can create a certain interest or desire to buy it (Smith & Taylor, 2004, p. 84-86). For these 2 stages the two way communication model should be used. 

After the campaign Grupo Ultrafemme wants the customers to adopt the product. For this particular stage Grupo Ultrafemme should apply the two way communication model. Sometimes when people have used particular products they have questions about its characteristics. In this case Grupo Ultrafemme should give all the additional information which could persuade the customer to buy and adopt the products in promotion. 

Another important factor mentioned before is whether to be proactive or reactive. For this “make up fest” campaign Grupo Ultrafemme should be proactive at the beginning of the campaign. This means that it has completely researched the target group’s wants and needs and that based on that information it organizes the campaign. As for the following stages, Grupo Ultrafemme should be reactive, which means that it waits for the feedback of its target group. Grupo Ultrafemme can take this feedback, positive and negative, into consideration for future campaigns.
SIT model: Integration

For Grupo Ultrafemme the advise is to begin 3 weeks before the campaign with making people aware of the make up sessions and promotions. This will give Grupo Ultrafemme time to schedule the reservations. Furthermore, weekly meetings with the design, PR and marketing department should be scheduled to be sure of a smooth integration and to avoid any miscommunication.


Central theme

For the central theme, which is a summary of all the objectives of the campaign “make up fest”, Grupo Ultrafemme should focus on the awareness of the target group. This means that it focuses on its uniqueness, its prestigious brands and the service that it would like to offer its target group.

The company should also focus on its sales. Therefore in order to increase those sales, Grupo Ultrafemme should win the customer’s confidence. This the company can do by informing the target group and give them the best possible service. After all, people talking positively about a company can do much more than a campaign. Therefore, it is crucial that the customer stays loyal and spreads the word.

Message

The message for the “make up fest” campaign will be to offer the target group the best service of the famous make up artists. It will also be about women who want to reserve a make up session to feel unique and beautiful. As a result of these sessions the customer should feel that with Ultrafemme’s unique and prestigious brands they can make themselves beautiful and feel good. After all, if the customer feels good it is more likely that they stay loyal and adopt the products.
Communication tools








After having research the media and what kind channels would be the best, ones, Grupo Ultrafemme is now able to determine the best ways to promote the “make up fest” campaign.
The most frequently used communication tools are (Smith & Taylor, 2004, p. 287-574): 

1. Advertising (newspapers, magazines, exterior publicity)

2. Sales promotions (sales promotions during the campaign)

3. Direct marketing (before the campaign and during the campaign direct e-mail marketing)

4. Publicity (television and radio commercials)

5. Sponsorship

6. Word of mouth

7. Internet

For the campaign “make up fest” advertising, sales promotions, direct marketing, publicity, word of mouth and internet will be used. Based on the average time spend on these media Grupo Ultrafemme should stay with these 6 ways of communicating with their target audience (Media Research, appendix 6, p. 19).

1. Advertising

The message that Grupo Ultrafemme wants to sent out in their advertisements is that women  deserve a unique and luxurious treatment with the prestigious brands of Ultrafemme. Therefore, this should be made visible in different advertisements in newspapers, magazines and exterior publicity.
Newspapers

For advertising, based on the media research, Ultrafemme should create advertisements for the newspapers “Novedades”, “Diario de Yucatan”, “the Miami Herald” and “El universal” (Media Research, 2007, appendix 6, p. 15). 

These 4 newspapers are the most popular ones amongst locals and tourists in Cancun. Therefore these newspapers could have an influence on the target group of Ultrafemme. This makes them ideal for the “make up fest” campaign since the campaign will only be launched in the stores of Cancun. 

Taking a look at the newspaper “Miami Herald” and the information about this newspaper, it shows that “this newspaper reaches 5000 people a day” (The Miami Herald, “2007”, “about the Miami Herald” para. 10-11). These are mostly tourists. They distribute the newspaper in the 4 and 5 star hotels and is one of the best newspapers of the United States. This supports the information and results of the questionnaire that tourists like to read the “Miami Herald”, because it is in English and is for the higher educated people. 

In case of placing an advertisement in this newspaper, Grupo Ultrafemme should check its budget. Furthermore, they should check their deadlines and time schedules to place the advertisements on time. For all the newspapers that are ideal for this campaign, Grupo Ultrafemme can find the information in the appendix. 

According to Novedades, Grupo Ultrafemme should consider to “place the advertisements in sections such as local, lifestyle, family and showcase. These are considered to be read by women” (“Novedades”, 2007, Manual de publicidad, p.7). Moreover, it should place the advertisements the first week in 3 of the 7 newspaper issues. In the second week in 4 of the 7 issues and the final week before the campaign Grupo Ultrafemme should consider to place an advertisement in all issues. This can help to persuade the hesitating potential customer.

Magazines

The magazines that can used to place advertisements are Latitud 21, Cancun tips, Cancunissimo, Poder, Expansion, Quien and Men’s health (Media Research, 2007, Appendix 6, p. 16). However, in this case Grupo Ultrafemme should focus on the magazines that are mostly read by women which will be Cancunissimo, Latitud 21 and Quien. 

Before determining the place and format of the advertisement, Grupo Ultrafemme should compare the results of the questionnaire with the reading profile of these magazines. 
For example, for the magazine Cancunissimo, “the reading profile is about people with high education of a high socio economic class” (“Reader profile”, 2006, Cancunissimo, p. 1-2). This is exactly the profile of the reader that Grupo Ultrafemme is looking for. Therefore, once again this is prove that Cancunissimo is the perfect magazine for Grupo Ultrafemme to promote the campaign “make up fest”. 

Exterior publicity

Another good advertising tool is exterior publicity. Exterior publicity can reach the people that travel. With exterior publicity, such as posters and billboards, Grupo Ultrafemme can support the other advertising tools such as the newspapers and magazines. For posters and billboards Grupo Ultrafemme can create a colourful advertisement which directly gets the attention of the people passing by. 

The billboards should be placed where many people pass by. This means for example in the parking lots of the plazas, at the airport when the tourists arrive, at the highway from Playa del Carmen to Cancun or outside the stores of Ultrafemme.
However, before placing the posters and billboards, Grupo Ultrafemme should test the posters with a small focus group. For example, an eye tracking test can be done to find out what attracts the attention when looking at the billboards and posters. This is in order to make sure that the poster attracts people.   

2. Sales promotions

For sales promotions there are some objectives required in order to use the right sales promotions for the right objectives or right stage of the adoption process.  However, “some promotion tools are more effective in certain stages of the adoption process” (Smith & Taylor, 2004, p. 365). 
For the awareness stage, Ultrafemme should mention the free make up sessions given by the famous make up artists of the brands that Ultrafemme sells. This brings awareness amongst people about the campaign and promotions. For this stage the free make up session is the promotion tool. The same tools goes for the interest stage.
In the trial stage, again the make up session and the free use of the prestigious marks that Ultrafemme sells should be used as a promotion tool. They can give free samples of the brand that the make up artist represents. As a results of these free samples this will lead to people using the product and evaluate it. After the evaluation stage it is up to the customer if they buy it.

In the adoption stage, Ultrafemme should give a discount on every product represented within the 2 weeks of the campaign. Furthermore, Ultrafemme can make use of a payment rule. This means that people can buy these products on a 6 month base without interest. Nevertheless, they have to buy more than 500 pesos and they have to pay with a Bancomer credit card. This is a Mexican bank. 

Another promotion tool that can be used to persuade people to buy the products in promotion is to offer the customers a free gift. If customers buy a certain amount of products they can get a free chanel bag.

3. Direct marketing

Direct marketing “brings the market directly in to the homes of potential customers and buyers of the products of Ultrafemme” (Smith & Taylor, 2004, p. 386). Which means that the potential customers can receive a phone call, letter or e-mail about the company and its offers. 

Direct marketing is attractive to many marketers, because in many cases its effectiveness can be measured directly (“Direct Marketing, 2007, “Definition”, para. 1). This means that the people are able to respond directly or they can decide not to respond at all. 


There are several different types of direct marketing:

1. Direct mail

2. Telemarketing

3. Door-to-door selling

4. Direct response advertising

5. Computerized home shopping

6. Home shopping networks

For the campaign “make up fest” Grupo Ultrafemme should use the direct mail marketing. This is because “direct marketing already represents 21% of the entire direct marketing communication tools in the USA” (Smith & Taylor, 2004, p. 390). Therefore, direct marketing promises to be successful. 


Direct marketing has several advantages. The most important ones are that direct marketing reduces costs, the responses are easy to measure, it gives an opportunity to build a database and direct marketing is known to build long term relationships between company and customers. Direct marketing is a factor that should not be underestimated as a tool to communicate with a target group (Smith & Taylor, 2004, p. 391).

However, there are some disadvantages. Although almost a 100 % of the tourists and 50 % of the locals would like to stay informed through mail, most people think of direct mail as junk mail and therefore not open mails like that. People feel like direct marketing is an invasion of their private life. Therefore they do not like direct marketing in general (Smith & Taylor, 2004, p. 391). 

The majority of the questioned people wants to stay informed through direct marketing (Media Research, 2007, Appendix 6). Therefore, Grupo Ultrafemme should outweigh the advantages and use this communication tool to get to their target group.
Furthermore, hotmail.com is one of the most visited websites amongst the people questioned. This indicates how much time people spend checking and reading their e-mails. Therefore, this shows the need for direct marketing as a communication tool for the “make up fest” campaign.  

The e-mail list that Grupo Ultrafemme needs to communicate with their target group should be obtained in the following way. According to Grupo Ultrafemme, it already has a list of customers of the local people ever bought at the stores of Ultrafemme in Cancun. It also has a list of people that are the owners of the Ultrafemme special guest card. This means that it already has enough data for sending out the first e-mails to the target group.

However, in order to obtain the e-mail addresses of the people staying in Cancun during the “make up fest” campaign, Grupo Ultrafemme can include a personal letter in the Luxury Avenue magazine. This magazine can be sent to the hotels before the campaign starts. This will be a letter directed to the guests that are staying in these particular rooms. This is not exactly e-mail marketing but is considered as direct marketing. In this case Grupo Ultrafemme can avoid hotels not willing to give the details of their guests.
Grupo Ultrafemme should start mailing people 3 weeks before the actual campaign starts. Grupo Ultrafemme does not need more time, because it does not need a direct response. Furthermore, Ultrafemme should open a telephone line, both English and Spanish. As a consequence of these letters and e-mails people can call the number to set up a date for a session with a make up artist. After the campaign, Grupo Ultrafemme will be able to check if the e-mails were effective. The company can check the names that made reservations with the names to whom it has send an e-mail.
Furthermore, Grupo Ultrafemme should ask how they became aware of the campaign in order to distinguish the local people from the tourists and to find out if the letter in the magazine was effective. This question can be helpful to determine for all the communication tools used if they were effective.
4. Television

As mentioned before, television is one of the most powerful media (Chapter 3, p. 21). It has the advantage to reach many people at the same time. There is also a down side to television. The commercials cost a lot and people zap more these days. This means that some commercials are not seen by a potential customer, simply because they are tired of all these commercials. 

However, more than 50 % of the people watch around 1 to 3 hours television a day, mostly in the evening and more than 50 % of the locals said they want to stay informed about the products and promotions of Ultrafemme through television (Media Research, 2007, Appendix 6, p. 13-14). Therefore, Ultrafemme should also create a television spot in order to reach those people that watch television.

The most important channels that came out of the questionnaire were national and universal channels. For this campaign Ultrafemme should create a commercial for Warner Channel, Sony, Azteca 7 and Canal 2. These are the most important channels watched by both men and women. This commercial should be transmitted in the evening after 6 o clock. This is the favourite time of the target group to watch television.

Furthermore, for tourists Ultrafemme should focus on CNN. Nevertheless, according to the use of media questionnaire the best way to reach tourists is through internet and e-mail.

How many commercials Grupo Ultrafemme wants to transmit depends on their budget. In this case the advise is to decide with the financial board how much Grupo Ultrafemme can spend on this campaign in order to determine the quantity, frequency and costs of the commercial production.  

5. Radio

Although the questioned people have not indicated that they want to stay informed through the radio, it still maintains a powerful reputation as an influential communication tool.

The production of a radio commercial does not cost a lot and reaches the few people that do listen to the radio. 


The ideal time would actually be any time of the day. People listen to the radio in the morning, afternoon and evening. The advise is to play a commercial at least 3 times a day. After that 2 times in a row in order to create repetition. In the repetition one can make sure that everyone who heard the commercial exactly knows the details of the campaign.

The most important radio stations according to the results of the questionnaire were Mix FM, Radio Turquesa en Radio Formula. Tourists did not know the radio stations, but do listen to the radio and therefore the radio is important. In order reach the locals Ultrafemme should create a small radio spot to introduce their campaign. This spot should give all the information about the campaign, promotion and make up session.
Additional information about the radio stations has been included in the appendix to back up the listener’s profile. Furthermore, the program of the radio stations Mix FM and Radio formula have been included. Moreover, a price list has been included to show how much it costs to transmit a radio spot for these 2 radio stations.
6. Word of mouth

For word of mouth the customer relationship management department of Ultrafemme is very important. “The customer experience is important in building up long term relationships” (Smith & Taylor, 2004, p. 602). This is one of the general objectives of Grupo Ultrafemme. Grupo Ultrafemme wants to create a positive experience for the customer every time they purchase something at Ultrafemme. Customer experience management is part of CRM (Customer Relationship Management) and is determined by brand promotion and word of mouth.. 

CRM’s objectives are to improve customer loyalty, differentiation from competitors and improve the positive stories being told about Ultrafemme. This is exactly what Ultrafemme needs during the “make up fest” campaign.

During the make up session and campaign Grupo Ultrafemme wants people to tell about the positive experience they have had and inform other people about this. This means that Ultrafemme is gaining a good reputation. The target group can create an interest for other people to use Ultrafemme’s products.
To conclude, the idea of word of mouth is to spread the positive experience the customers have at Ultrafemme or have had during the make up sessions. This is in order to persuade people to buy at Ultrafemme. Word of mouth can lead to a better reputation of Ultrafemme.
The CRM should therefore take positive comments as well as complaints about the campaign in order to use that advise in the next campaign. Complaints are critics that can help Grupo Ultrafemme improve its ability to design and organize future campaigns. 


7. Internet

Almost 50 % of the tourists and a small percentage of the locals have indicated wanting to stay informed about the products and promotions of Ultrafemme through internet.

This shows the importance of internet as a tool to communicate with Ultrafemme’s target group (Media Research, 2007, Appendix 6, p. 15). 

Ultrafemme should maintain their already existing website: www.ultrafemme.com.mx updated as frequently as possible. The advise is to place a small advertisement 3 weeks before the campaign, the same as it will place in the newspapers and magazines, in order to inform the people and make them aware about the campaign Ultrafemme is organizing. If people want to know more about this campaign, Ultrafemme should create a sub page which contains all the important information and details about the make up sessions and products that will be promoted.

This sub page should state de date and time of each make up artist working at which store of Ultrafemme, which brand it represents, a small biography and contact details in order to make an appointment with the CRM department of Ultrafemme. 

Because the promotions will only be in the stores of Ultrafemme, the website should not offer the possibility to buy the products in promotion. However, every other additional product can be bought on the internet as an added value to the customer’s desires.
To conclude, there are many tools that can be used to promote the “make up fest” campaign. For each tool the advantages and disadvantages have been mentioned. Now it is up to Grupo Ultrafemme what kind of tool serves their needs best and fits into their budget.
Action










The action stage reveals the details of the tactics (Smith & Taylor, 2004, p. 50). This means that action indicates the time period of the campaign and the process before launching the campaign. 

Grupo Ultrafemme needs a detailed schedule of each week of each communication tool in order to know exactly how far its employees are in designing the campaign and creating the advertisements. Examples of these schedules can be found in the appendix.

Control


Control is the final part of the SOSTAC analysis. With control Grupo Ultrafemme can find out if the campaign has been successful, if the objectives have been met, or if something did not work the way it should (Smith & Taylor, 2004, p. 50). 
Therefore, for the “make up fest” campaign Grupo Ultrafemme should develop a control strategy or a schedule that indicates how to obtain the results of the campaign. As an advise Grupo Ultrafemme should create the same kind of schedule made for the action strategy. In other words, it should define who is responsible for monitoring and analyzing the campaign.
In this case in order to find out the general effects of the communication campaign, Grupo Ultrafemme can do a sales analysis. This means that they register the sales of each store where the make up artists did their sessions to find out if the sales have increased according to stated objectives.
However, in order to get the best details of the campaign, Ultrafemme should measure the results of each communication tool used. This way it can figure out if it has used the right tools and in which way they were effective.
For example, to measure the effect of the advertisements, commercials, radio spots, mails and internet, Ultrafemme can register the reservations and ask when the reservation is made and how the customer found out about this make up festival. 

On the other hand for the e-mails, Grupo Ultrafemme already has a mailing list and it can compare the names of the list and the reservations to find out how many people responded to the e-mails. 

Furthermore, at the end of the campaign Grupo Ultrafemme can do an analysis of communication effectiveness. They can create a survey to find out if the message of their campaign reached the target audience. For this survey Ultrafemme can question the people if they participated with the make up sessions, ask them about their experience and ask them where they obtained the information about the campaign. Moreover, they can ask the target group if they liked the promotions, if they liked the commercials, the radio spot and the advertisements. 

Grupo Ultrafemme can conduct an advertising recall test and do a customer satisfaction research. At the end Grupo Ultrafemme should collect all this information to conclude whether or not the communication has been effective and if the behaviour of the target group has changed. 

To sum up, there are many ways to determine whether or not a campaign has reached its desired effect and if it has been successful. Creating objectives help a company figure out where it wants to go with the campaign it is creating. By creating a good strategy, applying this strategy with the best communication tools, there is a good chance that a company can achieve its goals and objectives and a good effective communication with its target audience.

Maintaining a customer loyal will give a company like Grupo Ultrafemme and its stores more credit than losing one. To keep these customers and attract more customers that stay loyal is the general objective that Ultrafemme should keep in mind. Therefore a good marketing communication plan is essential in making that happen.
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