
ARGOS STAKEHOLDERS

The identification and prioritization of our stakeholders is the first step towards building trust relationships. Closely
knowing the groups of people with whom we .

Made it more impactful. And in the research sessions there was a lot of warmth towards the brand. Brands like
Woolworths faded away. And since it went live in , www. It is now the second most visited internet retail site
in the UK. This added to the feeling of chaos. The development phase. Via this acquisition spree, SABMiller
had by late amassed a total of breweries in about two dozen countries on four continents. Apart from any use
permitted under the Copyright Act , it is not to be used for commercial use or sale. So if you put your hand
over the brand mark, you get a sense that this is still Argos. In a different income group, so does Iceland.
Companies identify customer and consumer needs, and design the product offering around their needs to
create value for the customer. We built several different ways the brand could be manifested and tested them
at an early stage, then refined them based on which parts were getting positive feedback. The establishment of
clear strategic objectives 2. Not to pick a winner. The best tended to use just two colours. They used it to
inform the process. It may be reproduced in whole or in part for study or training purposes, subject to the
inclusion of an acknowledgement of the source. The first thing that struck the team was the sheer scale of the
Argos business. We talked to them about how they viewed Argos rebranding at this point. Yet his candour
cuts to the heart of the challenge facing the Argos brand. Who says that a recession means communicators
need to batten down the hatches and wait for the good times to return? The Marketing Process Marketing
comprises 4 phases of activity, which is a component in the process of creating value for the customer: 1.
Made it easier to read. Bailey goes further. After all, they are the main audience a brand is intended to
influence. The following steps are typical of the method employed in this approach: 1. Was Argos not worried
about how launching a major rebrand might look in the teeth of a recession? From young families to older
people. This unit introduces the major principle and functions of marketing; I will look on customer needs,
and creating a suitable strategy or marketing mix, which will satisfy customer needs. The sobering truth is that
it was a massacre on the high street. Simple â€” it asked them. In short, we are all Argos stakeholders. But
Argos has to appeal to everyone. Imagery, ideas and stimulus were put in front of members of the public while
we sat behind one-way glass studying them, watching the expressions on their faces and looking at how they
each of them responded. Sunita Yeomans, creative controller at Argos, is clear about the overwhelming need
for a rebrand. We modernised it.


