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[bookmark: _Toc49287868]Introduction
In Lewis, England, a shoemaker named George Bromley married Elizabeth, the daughter of Russell Albion's boss in 1873, when Russell and Bromley were just starting their careers (Russell and Bromley, 2020). In 1820, Elizabeth's grandfather, John Clifford Russell, founded the shoe industry. For the first time in 1880, the family store in Eastbourne, England, was first named Russell and Bromley. He joined the business and in 1898 the son of Frederick, George, and Elizabeth opened a store in Tonbridge. During this phase, he built another store in Sevenoaks, which was seen as a development program with new store openings and the acquisition of smaller retailers. From Eastbourne in 1905, Frederick moved to Bromley in Kent. Frederick retired in 1936 and turned over the business to his children Frederick Keith (commonly known as Toby) and Michael, and had twenty branches by the start of World War II (Russell and Bromley ship a premium London store - Fieldmarketing, 2020). The siblings opened their first store on London Bond Street in 1947, and a move was found in a business center with leading retailers. This was done in 1968 at the end of the fourth branch to focus on the upper segment of the market. From that moment on, the organization stopped selling only shoes, and now its assortment has moved to women's wallets and men's belts. In this way, this essay will analyse the marketing process with the presentation of a case study on Russell and Bromley UK.
[bookmark: _Toc49287869]Marketing Process
As pointed out by Kotler and Armstrong (2009), advertising is about analyzing the openings of the opportunities in the market, selecting target markets, developing the marketing mix and finally managing display efforts. It can be seen that the emphasis of the advertising procedure is on the client. The strategy of marketing consists of four steps:
1. Evaluation of the strategies for marketing
2. Selection of the targeted markets
3. Developing the Marketing Mix
4. Marketing Effort Management
[bookmark: _Toc49287870]Analyzing Marketing Opportunities
One of the most important and the initial step for the marketing process is the evaluation of the available opportunities in the market. Advertisers and senior executives use them to satisfy customers after researching exhibition vacancies. If a particular organization is best suited to meet the needs of its customers, it will also give it a competitive edge and advantage (Palmatier and Crecelius, 2019). The process of organizing promotion is critical to reduce the number of public ads. With the ultimate goal of rapid growth, the advertisers and senior executives must evaluate newly opened storefronts and, in addition, update the presentation of the specialized division. Organizations must work towards a robust and ubiquitous data display structure for finding advertisements. In case studies, there are many methods and frameworks that can be supported, such as 5c investigation, PESTLE study, SWOT analysis, etc. (Porral and Stanton, 2017).
[bookmark: _Toc49287871]PESTLE analysis of Russell and Bromley
Political 
UK Trade and Investment (UKTI) offers assistance with business procedures such as the e-exporting and campaigns to help retailers build their brands and maintain brand awareness in the international market. The Russell and Bromley have to take this into account as they bring an unknown seller to the UK (Lilien, Rangaswamy and De Bruyn, 2017).
Economical 
The UK retail industry is ranked ninth in terms of total shoe use. All things considered, the UK only accounts for 1.35 percent of the footwear usage, so it relies heavily on imports from businesses. This is useful for Russell and Bromley as there is still a chance of getting an offer in the UK footwear industry (Fieldmarketing. 2020).
Social
The educational effect of thoughtful leaders such as bloggers who encourages brands to use the innovation sentiment system to promote their image. In other words, blogger Leandra Medine is showcasing "The Man Repeller" the collections for the summer season through Marc Jacobs in 2013 (Suryavanshi, 2020). This is a key component to consider as Russell and Bromley cannot match their competitors on their network. Internet companies say 12 percent of the shoe market and the Russell and Bromley need to understand how close their images are on the Internet.
Technological
Movement towards promotion as a site for advertising, for example, Facebook ads can recall recently viewed and purchased items and differentiate between daily necessities based on these databases. Russell and Bromley could use this paid help to better understand their clients (Shulgina, 2017).
Legal
Reducing clear guidelines for retail as a major aspect of the UK Government's 2015 Growth Plan (Fieldmarketing, 2020). This reduces the hurdles for general retailers, including Russell and Bromley, to enter the UK Shoe Show.
Environment
Well-known names and creators began to support moral design to expose problems; “Alexa Chung's 'Give A Damn' collection and Stella McCartney Autumn 2016”. This poses a problem for Russell and Bromley as their corporate and social commitments are not obvious.
[bookmark: _Toc49287872]Competitive Environment Analysis
	
	Salvatore Ferragamo
	Jimmy Choo
	TOD's
	Russell and
Bromley

	Target
Market
	Elderly men and women
	Women 

	Women and men Adults
	men, women of 25 years old and children

	Product
Offering
	Footwears, boots & Moccasins, 
Bags, leathery  
products, 
Jewellery, belts, clocks, eye glasses
Scents.
	Footwears, boots & Moccasins, 
Bags, leathery  
products, 
Jewellery, belts, clocks, eye glasses
Scents.
	 Footwears, boots & Moccasins, 
Bags, leathery  
products, 
Jewellery, belts, clocks, eye glasses
Scents.
	Footwears, boots & Moccasins, 
Bags, leathery  
products, 
Jewellery, belts, clocks, eye glasses
Scents, bags, sneakers.

	Competitor
Positioning
	Good items

	Powerful brand  
Identification, 
	item differentiation
	trendy, fashionable and affordable

	Pricing
	£200-£870
	£250- £2,995
	£260- £465
	£95.50 - £665

	Value
	sustainable products.
	lavish Designs
	higher-end market
	Sustainable, good handicraft

	Point of
Difference
	heritage products
	fashionable products
	Iconic producer 

	affordable costs for everyone


[bookmark: _Toc49287873]Target Market 
Russell and Bromley is a brand that works on the brands of the street stalwart. The company began as a shoemaker in 1820 and has expanded to a chain of 43 stores that sell their own brands alongside other major shoe brands. The brand became popular in the 1990s (Russell and Bromley open a premium store in London - Fieldmarketing, 2020). The targetted market is extremely serious and strives for excellence and the best quality. The composition also applies to children's shoes, which means that the brand is intended for the whole family.
[bookmark: _Toc49287874]Market Positioning
On the main road, traditional values ​​are understood and footwear is viewed more as speculation than as a temporary design solution. Currently, among these preferences, L.K. Bennett, Hobbs, Kurt Geiger and free retailers are prized in the Russell and Bromley neighborhoods. With the high quality and extravagance of apparel retailers currently offering a wide range of footwear, the offer for men and women is highly competitive (Russell and Bromley open a premium store in London - Fieldmarketing, 2020).
[bookmark: _Toc49287875]Marketing Mix
[bookmark: _Toc49287876]Product Mix Strategy
Russell and Bromley for People (product sections on the linked page) expand on the current product offering by re-promoting another line. The high level of Gore-tex coordination ensures the highest level of processing that is adapted according to the environment of the UK and the use of sustainable leather materials to create repairable materials.
[bookmark: _Toc49287877]Pricing Strategy
Premium retail costs increased by 5% in each market segment following the signing of the Spring / Summer 2017 agreement, to which viable speculation was added. The starting price is £ 95.50 and the maximum is £ 665 (depending on product type) (Russell and Bromley Premium London Store - Fieldmarketing, 2020).
[bookmark: _Toc49287878]Promotion Strategy
In order to give the impression of a cutting edge and stylish lifestyle and maintain brand awareness. Blog posts are mostly used to grab the attention of the male consumers, publicity through multimedia in the markets is used to grab the attention of the female consumers and fashion shows are conducted for children to grab their attention. All of these strategies are good for their promotions.
[bookmark: _Toc49287879]Place Strategy
It is used at the Crystal Palace Organized Shopping Center as a base for expanding retail space and is a key point of proximity to the Crystal Palace for visitors.
[bookmark: _Toc49287880]Conclusion
The marketing procedure is assumed to be a method of assessing the internal and external risks and chances of organizations for their growth in the market. In addition to this, the marketing mix strategies and the PESTLE analysis of the Russell & Brumley show that the company has a better way of promoting to satisfy its customers.
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