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Executive summary
This report is highlights on the SMART business objectives for Clarks in their digital marketing process, which is based on the target market and market segmentation. It will follow measurable objectives that will help to determine the digital marketing term as well. It is recommended for the mentioned company to use appropriate suppliers help to meet their loyal customers need. Performance monitoring is one of the development areas for the mentioned firm in their digital marketing as well. This report centres on the design organization Clarks that has figured out how to make new and innovative advertising procedures to start brand mindfulness worldwide. The organization has figured out how to make their impression on the worldwide market. The organization has taken various systems to improve the brand worth of the organization.
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[bookmark: _Toc74569036]Introduction
Several business firms in recent years have adopted digitalization within their business operations with an objective to expand their business beyond their national boundaries. In light of this context, digital marketing practices have become one of the majorly focused areas as these activities now require effective operational planning. This report aims to highlight a few innovative marketing strategies that will allow a fashion company to further improve their business performance. In addition, appropriate recommendations regarding digital marketing practices will be provided based on the market analysis performed in this study. This can assist a fashion company to thrive within the global market.
[bookmark: _Toc74569037]Organizational Summary 
Clark International Ltd is a British firm that specializes in footwear manufacturing. This business firm is headquartered in Street, Somerset, England. This organization has global branches spread through 70 nations with a workforce of around 13,000 employees. In addition, the average revenue of this firm is £1.53 billion (2019) while the operating cost of this firm is £ 75.7 million. These figures are prior to the Pandemic situation. Post to the pandemic, this company had to stress more focus on its digital platforms and online services to sustain their business practices. This is because most of the stores of this company remained closed during the lockdown period (Adams, Freitas and Fontana, 2019, pp.139). However, this company kept its business alive by adopting digitalization. However this company is also facing the challenges and barriers to sustain their business in the global market, the primary reason for this is the intense competition within the fashion industry. Major competitors of this company include “Klin”, “Allbirds”, “Little Burgundy”, and “Dune”.
[bookmark: _Toc74569038]Environmental Marketing Audit
[bookmark: _Toc74569039]Market environment
Porter’s five force model
Threats of new entrants (low)
Clarks has been operating in the country for many years and this makes it difficult for the newcomers in the market to capture the customer base instantly. The lower pricing strategy of the company is one of the major strengths which is keeping the new entrants out of the market and developing effective barriers to safeguard the competitive edge. As per the observation of Guo, Choi and Shen, (2020, p.523), the innovation of the new products can bring the customers on track and engage them. Spending more money on the research and development group to launch innovative and stylish products in the market is another way to engage the customers. 
Bargaining power of suppliers (high)
Most of the companies buy the raw materials from several suppliers and the power of the suppliers determines how costly the raw materials are going to be. The bargaining power of the suppliers for the company is high as their negotiating power results in high prices of the goods. As per the opinion of Howard, Essuman and Asare, (2019, p.75), building a strong supply chain for multiple suppliers can be an efficient way for the company to obtain the raw materials at lower prices. Experiments can also be done with the design of the products. The company needs to learn how the other fashion companies in the country are developing third party manufacturers as they have lower bargaining power than the suppliers. 
Bargaining power of buyers (high)
The bargaining power of the buyers depends on the availability of the products and their market demands. According to the perspective of Wang, Zhuo and Niu (2017, p.25), the offers and prices of the products are the major key drivers of the bargaining power of the buyers. A more powerful customer base results in the higher bargaining power of the customers and they have the increasing ability to bargain on certain products. The bargaining power of the buyers can be handled by Clarks by enhancing the customers base. The rapid innovation of the new and latest products is another major driver which can control the increasing bargaining power of the customers for the mentioned company. 
Threats of substitute products (medium)
The threats of substitute products generally increase when a new product in the market meets the demands of the customers differently. The customers always look for good quality products at lower prices. If there is any value proposition, the threats of the substitute products increase. According to the statement of Arifin et al. (2019, p.71), being service-oriented is one of the most effective ways to tackle the threats. Flip flop; sandals are substitute products that can be easily obtained in the market. For Clarks, the threat of substitute products is medium as this is one of the leading fashion companies in the UK and has always operated by knowing the core needs of the customers.
Rivalry among the existing competitors (high)
The rivalry among the different companies in an industry can be harmful to them and can decrease the overall profitability of the companies. Clarks can build sustainable differentiation to prevent the overall competition in the market. Collaboration with the market competitors is another way of increasing the market size of the existing companies [Refer to appendix 1].

Figure 1: Porter’s five force
(Source: Mukherjee, 2018, p. 307)
SWOT analysis 
Strengths
A strong brand name is one of the major strengths of the company and this is helping the company to capture the market easily. As per the illustration of Abdel-Basset, Mohamed and Smarandache (2018, p.116), innovative products are the major drivers which can improve the brand name of the company. In addition to that good distribution channel is another strength of the company. 
Weaknesses 
Although the company is trying to capture the local market with its innovative designs of products, the international reach of the company is still lower. Using old methods for manufacturing is another weakness of the company.
Opportunities 
Changing demographics and buying patterns of the customers are encouraging changes in the product design and manufacturing process. The increasing demand in the market is also a potential opportunity for the company. New technologies are also becoming a handful of tools for marketers to grab the opportunities.
Threats 
Multiple competitors in the market are one of the primary threats for the company. In addition to that, regulations and restrictions in international trading can also be a potential threat for the company [Refer to appendix 2].
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Figure 2: SWOT analysis 
(Source: Abdel-Basset, Mohamed and Smarandache, 2018, p.116)
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Place
The place where products need to be sold determines the amount of profitability of the company. Clarks produces innovative and stylish products and marketing them in the entire UK and the international market can be productive for the company. 
Price
Selling high-quality products at lower prices attracts the customer’s base at the maximum level. However, the organisation needs to choose an effective pricing strategy that can sustain the brand image and brand quality (Blut, Teller and Floh, 2018, p.113).
Promotion 
The promotion of fashion products to the targeted audience can be done by advertising on digital platforms and social media platforms. The company needs to promote the products on digital marketing channels like fac3ebook, youtube, Instagram and many others.
Product
This is one of the most significant components of the marketing mix and the company sells a wider range of fashion products including shoes, tops and t-shirts and other garments. 
Process 
Process describes the business operation of the company along with the manufacturing process, global outsourcing and other practices. The company needs to optimize the value chain and encourage faster growth.
Physical evidence
Clarks has been operating in more than one country all over the globe and the packaging of the company is physical evidence of its business functions. 
People
People indicate the stakeholders involved with the business operation of the companies and maintaining a healthy relationship with the potential stakeholders can be helpful for the company [Refer to appendix 3].
[image: ]
Figure 3: 7Ps of the marketing mix 
(Source: Blut, Teller and Floh, 2018, p.113)

[bookmark: _Toc74569041]Market Analysis and customer insight
Analysis of existing market trends along with the consumer behaviour can be very beneficial for a business firm as it provides necessary data required for making appropriate decisions. The pricing and quantity of a product or service in a market are mostly determined by the information generated after analysing data collected from market research. Apart from this demand of this product is considered as an essential element as product prices of Clarks will grow or fall in response to increasing or decreasing demands respectively (Martínez-López et al. 2020, p.25). In the footwear sector, Clarks always had an upstanding reputation within high demand for their products (Chonko and Hunt, 2018). This is also reflected in their annual sales and revenue. However, the company's revenues have recently decreased and it can be noted that the demand for this company's products has recently decreased, particularly in the international market (Chang, McAleer and Wong, 2018, p.15). One of the primary reasons for this downfall in profits is the increase in operational costs of this footwear manufacturing firm. Moreover, increase in the prices of leathers and raw material have further contributed to the increase in operational costs of this company. Availability of insight on consumer behaviour can effectively help a business firm to develop effective marketing strategies that can help them to attract more customers and retain the existing customers.
[bookmark: _Toc74569042]Marketing objectives
[bookmark: _Toc74569043]SMART Objectives
Digital marketing is a marketing concept that will sell their items and products on different online platforms. The best practices in digital marketing may include social media marketing, content marketing, market analysis and email marketing (Adams, Freitas and Fontana, 2019, p. 129). These are the economical incremental factors for Clarks for digital marketing and entire market capture strategies. The key objectives of the mentioned firm are to set different social media platforms in which the organisation can promote their services as well (Clarks, 2021). One of the measurable objectives of the mentioned company is to develop its product quality in the UK marketing scenario.
	Objectives
	S- Specific
	M- Measurable
	A- Achievable
	R- Realistic
	T- Time

	To use their email marketing for the promotion of business products
	With email marketing, the company will be setting its vision and mission strategies for targeting youths by their products.
	The company is using various digital marketing strategies for achieving these goals (Chang, McAleer and Wong, 2018, p. 15).
	These setup goals are much achievable for the concerned firm as the company is keen to search about their surrounding market. 
	Email marketing promotes their business objectives as the company has a strong marketing team to analyse the market. 
	The company has set a minimum of 3 years to achieve these marketing goals.

	To promote the different products and services for the concerned company on different social media websites
	The company wants to gather loyal customer bases, which will help them to increase revenue. 
	At the current time, the company has sales of £2.0 billion, which needs to be enhanced (Clarks, 2021).
	The company will be using various social media websites to achieve their business objectives. 
	These objectives are realistic in nature and produce brand recognition in the UK market (Di Benedetto and Lindgreen, 2018, p. 5). 
	The timeline for this achievement is required for 3 to 4 years by the company. 

	To use their content selling for increasing sales of their products in the UK
	The company is excited to use their content selling, which will provide a detailed description of the products and attract customers as well (Tkachenko, 2017, p. 208).
	The company uses their content selling to increase sales.
	The number of customers is increasing day by day, which is a more achievable criterion for the mentioned company to achieve their business objectives.
	This objective will meet their criteria as the content selling is incrementally increasing their establishment. 
	The company sets 1 year to achieve this objective.


Table 1: SMART Objectives of Clark
(Source: Created by the Learner)
[bookmark: _Toc74569044]Strategic Implications of Digital marketing Environment
As a demanding area of marketing, the company is using their social media as well as digital marketing to achieve their business objectives. The mentioned firm needs to develop its marketing analysis to respond according to their customer's needs in the market (Clarks, 2021). The use of the internet is increasing day by day and will gather more customers than traditional marketing policies. Business optimization with content selling and in other online platforms helps the company to generate new sales and a loyal customer base.
[bookmark: _Toc74569045]Market Segmentation
The demographic segmentation is generally based on gender, age, target market and occupations. On the other hand, the concerned firm will be setting its primary target to the youth and secondarily the remaining populations. This segmentation is mainly useful for the mentioned company for their e-commerce services (Hurth and Whittlesea, 2017, p. 359). In the populated area of the UK, boots are a popular product. Therefore, Clarks wants to address their digital media promotion service as a segmented criterion of customer’s attraction marketing strategies.
[bookmark: _Toc74569046]Implementation strategy
Implementation of the required strategy within the business operations of Clarks requires a management team of this firm to develop an appropriate strategy that allows them implement changes without hampering the existing business operations or activities of other departments at this firm. Considering the business objectives and the market environment analysis discussed in this study, it is recommended for this firm to adopt digital marketing practices that will enable them to reach out to their potential customers within a short span of time (Fohrurrozi et al. 2020).  In light of this context it is strongly suggested for this footwear firm to adopt social media marketing practices as it will offer them an opportunity to interact with millions of internet users that remain active on social media platforms at any given time. 
Initially, it is required for the management team of this firm to establish appropriate goals and objectives for their marketing activities. Considering these goals and necessary skills required a new team has to be established within this company that will be responsible for conducting marketing activities only (Hurth and Whittlesea, 2017, p. 364). This time will be supervised by the marketing manager, who has the necessary skills to adopt digital strategies within their marketing practices. Apart from the marketing activities this team will also be responsible for constantly conducting the market research along with the micro and macro business environment of this company. Around 92.5% of the entire population in the UK uses the internet and around 60% of the total population comprising around 45 million individuals are social media users. It is recommended that this company provide offers that will attract the customers. For instance, this company can provide a 15% discount on the products for first purchase to attract new customers (Di Benedetto and Lindgreen, 2018, p.10). In addition, this company can provide rewarding systems that will record the transactions with their customers and provide a few benefits to the customers which will encourage them to revisit their physical or online stores. This will require the company to install a CRM system that will help the company to register details of the customer and record every transaction and interaction with the customer. This will greatly help this company to improve its brand image and build healthy consumer relations that will reflect increased sales in the future. 
[bookmark: _Toc74569047]Conclusion
It can be concluded from this study that Clarks will; have to develop strategies for conducting digital marketing. Moreover, it is also revealed in this research study that using social media platforms will be effective for this company. This provides a mass audience that can be targeted through different social media platforms. It is also suggested for this company to make the most of search engines in order to disseminate information about the product and promote it. Another approach that the corporation will employ to advertise its product and expand its consumer base is content marketing. The firm's sales in the market will increase as a result of these initiatives, and the firm will make more profit. Moreover, it is also necessary for the goals and objectives of the digital marketing practices adopted by the company to effectively align with the business objectives of this company. 
[bookmark: _Toc74569048]Recommendations
[bookmark: _Toc74569049]Resources Required
Classification of what is going in the global manner and management of local marketing is a necessary criterion for resources requirements. Global marketing resources are a parameter for the mentioned firm to develop some marketing success factors in the local control of the regional market. Resource requirements also include Clark's digital marketing of products, which will help them to maintain the resources needed. Getting proper resources is one of the most effective ways to maintain product quality in the UK. Clarks are mainly required for their resources such as synthetics, rubbers, foams, lathers and textiles (Chonko, L.B. and Hunt, 2018, p. 86). The mentioned company needs to determine that its resources are easily available in the marketplace. Information collection about the right suppliers helps to choose better resources options as well. The mentioned company also wants to know the yearly expenses that are needed for digital market budgeting. Clarks needs to know all types of vocalising, which are favourable by customer's personas. In addition, the company also needs to set their marketing goals, which are highly linked with the target market as well.
· Understating local market needs, which will be more preferable for their suppliers to manufacture shoes.
· Research on the market and take some time to understand the marketing team, which will be working with the mentioned firm.
· The Development of socialising and digital marketing plans for targeting youth of the nations is an essential step for Clarks.
· It is recommended for the mentioned firm to communicate with customers frequently to know about their needs and contact suppliers to fulfil their requirements.
[bookmark: _Toc74569050]Monitoring Performance
Performance of monitoring in the digital market research provides the types of effectiveness with marketing plans for the concerned company. From this entire context, it can be recommended that Performance Monitoring (PM) helps to measure a company's KPI level, whether it is doing good or not. Performance monitoring provides a brief idea about the share market and it will give awareness to understand its actual desired outcomes. Potential findings from monitoring performance help to improve further development in the products (Petrunia et al. 2019, p. 1). PM helps to look forward to the product and service quality, which are acceptable for their customer or not. It is recommended that depending on the economical situations it is used for competitive analysis to find a better-proposed path. Digital marketing and its utilisation term support to change of certain managerial processes for performance monitoring in the UK. The company needs to perform the monitoring process for such types of different benefits.
· Core platforms such as marketing automation, customer relationship management and supply chain solutions are required for the improvement of digital marketing strategies.
· The mentioned organisation needs to measure their quality content on the official website, which will reach the potential and target customers. 
· Tracking the performances of the concerned firms in social media is another beneficial way for their marketing system. Tracking of customers' reviews and working on the market responses keep their improvement area more strong.
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	Five forces
	Impact 
	Evaluation

	Threats of new entrants
	low
	Lower price of the products provides competitive advantage

	Bargaining power of suppliers
	high
	Building efficiency can be helpful 

	Bargaining power of buyers
	high
	Increased customers base can be helpful

	Threats of substitute products
	medium
	Need to be service oriented rather than product oriented

	Rivalry among the existing competitors
	high
	Building sustainable differentiation





[bookmark: _Toc74569054]Appendix 2: SWOT analysis 
	Strengths 
· Involvement of Digital practices in marketing and other business operations.
· Production of raw materials 
· Effective channels for distribution
	Weaknesses
· Limited presence in eastern markets
· Low global presence as compared to global competitors such as adidas and Nike

	Opportunities 
· Increased Demands
· Availability of new products in existing markets
· Adoption of innovation and new technology 
	Threats
· Multiple competitors
· Easily accessible technology can encourage product duplication.
· Regulations from the government




[bookmark: _Toc74569055]Appendix 3: 7p’s of marketing mix
	7p factor 
	Evaluation 

	Product
	· Design
· technology

	Place
	· Internet 
· Direct sales

	Price
	· Lower price
· Penetration 

	Promotion 
	· Special offers
· Advertising 

	People 
	· Employees 
· Management

	Process 
	· Relevant to service

	Physical environment
	· Run down
· Interface 
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