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1. [bookmark: _Toc133592736]Introduction 
The British fashion brand, Superdry, has gained significant popularity by blending Japanese designs with traditional Americana style. The customer journey management approach employed by Superdry holds significance as contemporary organizations ought to prioritize the comprehensive journey of their customers, as opposed to solely focusing on individual touchpoints. The process that a customer goes through, from initial brand awareness to post-purchase review, is commonly referred to as the customer journey. Comprehending the customer journey guarantees that every point of contact generates a positive encounter and fosters customer allegiance. The examination of Superdry's customer journey facilitates enhancements and streamlining. The present study examines the customer journey management and marketing strategies of Superdry and provides suggestions for enhancing customer engagement and fostering brand loyalty. 
2. [bookmark: _Toc133592737]Marketing Strategies for Superdry
Superdry is a well-known fashion company that caters to its clients by offering them high-quality apparel and accessories that feature a novel combination of Japanese and British design aesthetics. For Superdry to keep its lead in the business and remain competitive, the company has to use cutting-edge marketing methods. In this sense, the corporation may produce successful marketing campaigns by using one of the three methods that follow:
2.1. [bookmark: _Toc133592738]Shannon and Weaver Model 
The Shannon and Weaver model is a communication paradigm that focuses on the process of sending messages from one person to another, starting with the sender and ending with the receiver. The model is made up of five components: the sender, the message, the channel, the receiver, and the feedback (Lynch and Barnes, 2020). This methodology may be used in the marketing plan that Superdry employs to guarantee that they are communicating effectively with their target demographic.
[image: Communication model of Shannon (Shannon and Weaver, 1949) | Download  Scientific Diagram]
Figure 1: Shannon and Weaver Model
Source: (Appel-Meulenbroek, 2013)
· Sender: In the instance of Superdry, the sender is the firm itself, and it is the responsibility of Superdry to ensure that its message is successfully communicated to the intended audience.
· Message: The message ought to be clear, concise, and inventive. It should represent the brand image of the organization and connect with the audience the company is trying to reach.
· Channel: To communicate with its demographic, Superdry should advertise itself using a variety of platforms, including social media, email, print media, and influencer marketing (Silva et al. 2019).
· Receiver: The person who receives the message is the target audience, and Superdry should cater its message to the tastes and interests of its clients to be effective.
· Feedback: The input from Superdry customers should be used to continuously enhance the company's marketing approach. For the firm to get feedback from customers, it may conduct surveys, participate in focus groups, and watch social media.
2.2. [bookmark: _Toc133592739]Integrated Marketing Communications (IMC) 
The methodology known as "Integrated Marketing Communications" (IMC) emphasizes the significance of maintaining coherence and harmony in one's approach to marketing communications. Advertising, sales promotion, personal selling, and public relations are the four components that make up the IMC model (Mrad et al. 2020). The IMC model may be used by Superdry to produce a unified marketing plan that communicates the same message in a manner that is consistent across all channels.
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Figure 2: Integrated Marketing Communication Model
Source: (TMA, 2023)
· Advertising: Advertising is one method that Superdry may employ to market both its brand and its goods. This demographic may be reached by the firm via a variety of channels, including print media, billboards, social media, and influencer marketing.
· Sales Promotion: Customers may be encouraged to purchase by using sales promotions in the appropriate context. As an incentive for consumers to shop at Superdry, discounts, customer loyalty programs, and gifts may be provided.
· Personal Selling: Customers will have a more tailored and individualized shopping experience if Superdry makes use of personal selling (Thorisdottir and Johannsdottir, 2019). The organization is able to educate its sales associates so that they may deliver superior assistance to consumers and provide outstanding service to the company's clients.
· Public Relations: The reputation of the Superdry brand may be enhanced and preserved with the help of public relations. To improve its connection with its clientele, the corporation may choose to engage in community outreach activities, sponsor events, or provide financial assistance to charitable organizations.
2.3. [bookmark: _Toc133592740]Brand and Brand Equity Model 
The Brand and Brand Equity Model places a strong emphasis on the value that can be attributed to a brand, which is referred to as its brand equity. Awareness of the brand, the image of the brand, loyalty to the brand, and the quality with which the brand is recognized are the four components that make up brand equity (Kim and Sullivan, 2019). The Brand and Brand Equity Model provide an opportunity for Superdry to fortify its brand equity and expand its market share respectively.
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Figure 3: Brand Equity Model
Source: (Amoako and Boateng, 2022)
· Brand Awareness: To broaden consumers' exposure to the Superdry brand, the company may use advertising, social media, and influencer marketing. Additionally, the corporation may choose to work with other businesses or sponsor events to attract new clients.
· Brand Image: The image of the Superdry brand must be consistent across all platforms. The corporation has to make sure that the image of its brand is consistent with its fundamental principles and appeals to the people it is trying to reach (Noris et al. 2021).
· Brand Loyalty: Building consumer loyalty to the Superdry brand may be accomplished via the use of customer loyalty programs and superior customer service. Additionally, the corporation can provide loyal clients with exclusive items and promotional opportunities.
· Perceived Quality: Superdry can enhance the perceived quality of its goods by using product evaluations and feedback from customers. The corporation may also choose to spend on product development to guarantee that the things it sells live up to the standards set by its consumers (Belanche et al. 2021).
3. [bookmark: _Toc133592741]Customer Journey Mapping 
3.1. [bookmark: _Toc133592742]Definition and Importance of Customer Journey Mapping 
The process of customer journey mapping holds significant importance in contemporary business settings, as it facilitates the acquisition of valuable insights pertaining to the customer's interaction with the brand. Through comprehending the customer journey, Superdry can discern domains in which they can enhance their offerings, provisions, and methodologies (Bazi et al. 2020).  
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Figure 4: Superdry Store
Source: (Superdry, 2023)
The organization has the ability to devise tactics that augment the client's experience, thereby elevating customer allegiance and preservation. The process of customer journey mapping enables Superdry to create a visual representation of the various points of contact that a customer has with the brand, encompassing all the stages involved in the customer's engagement with the organization (Kawaf and Istanbulluoglu, 2019). By utilizing the customer journey map, Superdry can elucidate the affective, cognitive, and behavioural aspects of the customer's experience at each phase of the journey. Superdry has the potential to employ customer journey mapping as a means of inspecting the customer's journey throughout the company's website, the purchasing process, and the receipt of the product. The organization can recognize areas of discomfort in the customer experience, such as protracted website loading durations, perplexing navigation, and extended checkout procedures. 
Superdry can devise strategies to mitigate these pain points and enhance the customer experience. The process of customer journey mapping plays a critical role in ensuring that Superdry effectively fulfils and surpasses the expectations of its customers. Through an examination of the customer journey map, Superdry can discern instances where customers express dissatisfaction and subsequently implement modifications to enhance their overall experience (Hur, 2020). In addition, the utilization of customer journey mapping facilitates the establishment of a customer-centric organizational culture that emphasizes the satisfaction of the customer's requirements and inclinations. Through this approach, Superdry can establish an enduring connection with its consumers, resulting in increased levels of customer retention and loyalty.
4. [bookmark: _Toc133592743]Process of Customer Journey Mapping
The process of customer journey mapping involves six steps, as outlined below:
1. Define the scope: The first step is to define the scope of the customer journey mapping exercise. This involves identifying the customer segment and the product or service being evaluated.
2. Gather data: The second step is to gather data on the customer's journey. This can be done through customer surveys, interviews, and focus groups.
3. Create a customer persona: The third step is to create a customer persona (Chin et al. 2020). This is a representation of the ideal customer, including their demographics, behaviours, and goals.
4. Map the customer journey: The fourth step is to map the customer journey. This involves identifying all the touchpoints the customer has with the brand and mapping them out in a visual representation.
5. Analyse the customer journey: The fifth step is to analyse the customer journey. This involves identifying pain points and areas for improvement.
6. Create an action plan: The final step is to create an action plan to address the pain points and improve the customer experience.
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Figure 5: Consumer Persona
Source: (Created by Author)

The following table provides a customer journey map for Superdry, illustrating the different stages of the customer journey and the touchpoints a customer has with the brand during each stage.
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Table 1: Customer Journey Mapping 
Source: (Created by Author)
In the initial stage of the sales process, Superdry employs social media and influencer marketing strategies to generate brand recognition and entice prospective consumers. In addition, advertising is utilized as a means to expand their reach to a broader demographic. In the consideration stage, prospective customers engage with the Superdry website to acquire further information regarding the brand and its offerings (Woodside and Fine, 2019). Consumers peruse product evaluations and potentially engage with customer support to obtain additional details. At the purchase stage, customers have the option to make purchases on the Superdry website, in physical stores, or through the mobile application. Every individual point of contact between a customer and a business offers a distinct and exclusive encounter that has the potential to impact the customer's decision-making process regarding a purchase. Following the purchase, Superdry places emphasis on customer service and retention using email campaigns and its loyalty program.
5. [bookmark: _Toc133592744]Importance of Managing Customer Journey 
Effective management of the customer journey is crucial for companies such as Superdry, as it has a direct impact on customer satisfaction and loyalty. The implementation of a seamless and personalized customer journey has the potential to significantly improve the customer experience and strengthen customer loyalty. Nonetheless, the management of the customer journey can present a challenging undertaking, necessitating Superdry to adopt efficacious approaches to guarantee a favourable encounter for its clientele. Superdry must prioritize the provision of a customized customer experience that caters to the distinct requirements and inclinations of individual customers (Lynch and Barnes, 2020). 
5.1. [bookmark: _Toc133592745]Challenges in Managing Customer Journey 
The management of the customer journey is a vital component of business operations, and this remains for Superdry as well. Nevertheless, the organization encounters various obstacles in efficiently managing its customer journey. Superdry encounters notable barriers in its customer journey management due to the incapacity to chart the complete customer journey (Nash, 2019). While the company may possess a comprehensive comprehension of the customer touchpoints, it may lack awareness of the customer's complete journey, beginning from the initial point of contact and extending to the post-purchase experience. Failure to identify pain points or areas for enhancing customer experience may result in negative consequences for the company.
Superdry encounters difficulty in maintaining a uniform customer journey due to its incapacity to furnish a consistent encounter through diverse channels. While the company's physical stores may offer a satisfactory customer experience, the online shopping experience may not meet the expected standards. Inconsistencies in customer experiences have the potential to result in decreased customer loyalty and diminished sales. Superdry encounters difficulties in effectively managing the customer journey as a result of inadequate interdepartmental integration within the organization (Claxton and Kent, 2020). While the marketing team may prioritize customer acquisition, the customer service team may lack the necessary resources to efficiently address customer inquiries. This phenomenon may result in an inconsistent customer experience and a deficiency in coherence.
Moreover, Superdry encounters difficulties in effectively handling customer expectations. The marketing campaigns of the company may establish elevated standards, however, the factual encounter of the customer may not meet the aforementioned standards. The aforementioned circumstance has the potential to result in dissatisfied consumers and unfavourable verbal advertising, thereby posing a risk to the organization's image and revenue. Superdry is confronted with difficulties in effectively managing the customer journey as a result of inadequate data analysis (Hur and Cassidy, 2019). The corporation has the potential to gather consumer information, however, it may lack the capability to proficiently examine it to obtain discernment into customer conduct and preferences. Insufficient personalization and targeted marketing may result in decreased customer engagement and sales.
5.2. [bookmark: _Toc133592746]Strategies for Managing Customer Journey
To overcome the challenges in managing customer journey, Superdry can implement the following strategies:
a) Develop a unified customer view: Superdry can amalgamate customer data from multiple touchpoints to establish a cohesive and comprehensive customer perspective. By comprehending the customer journey, the organization can customize their marketing approaches to cater to its requirements (Goworek et al. 2020). Superdry has the potential to leverage customer relationship management (CRM) software as a means of storing customer data and streamlining communication across various touchpoints.
b) Use customer journey mapping: Superdry has the potential to generate a customer journey map, which can serve as a visual representation of the customer's experience and facilitate the identification of potential areas for enhancement. By implementing this approach, the organization can gain insights into the customer's journey, identify areas of dissatisfaction, and enhance the overall experience to boost customer satisfaction. The process of customer journey mapping entails the identification of touchpoints, emotions, and actions at every stage of the journey, followed by a thorough analysis of these elements to identify patterns and trends.
c) Personalize the customer experience: Superdry can utilize customer data to tailor the customer experience at all points of interaction. Personalized recommendations, promotions, and content can be provided to customers based on their preferences and behaviour (Zhang et al. 2021). The implementation of personalization strategies has the potential to enhance the overall customer experience, foster greater levels of engagement, and promote stronger customer loyalty.
d) Use automation: Superdry has the potential to optimize its communication processes and alleviate employee workload by implementing automation techniques. The automation of email marketing, chatbots, and social media interactions has the potential to achieve this objective. The implementation of automation technology has the potential to facilitate Superdry's ability to promptly address customer inquiries, customize the customer journey to individual preferences, and enhance overall customer satisfaction.
e) Gather customer feedback: Superdry can collect feedback from customers at each stage of their journey to comprehend their requirements, anticipations, and areas of dissatisfaction. This can be accomplished through the implementation of various methodologies such as conducting surveys, monitoring social media, and engaging in customer support interactions (Bazi et al. 2020). The utilization of customer feedback can aid Superdry in identifying potential areas for enhancement and optimizing the overall customer experience.
6. [bookmark: _Toc133592747]Evaluation of Customer Journey 
6.1. [bookmark: _Toc133592748]Importance of Evaluating Customer Journey
Evaluating the customer journey is crucial for any business, including Superdry, as it allows the company to understand how its customers interact with their brand and identify areas for improvement. By understanding the customer journey, Superdry can ensure that it is marketing strategies and communication channels align with the customer's expectations, leading to higher levels of customer satisfaction and loyalty (Kawaf and Istanbulluoglu, 2019). Evaluating the customer journey also allows Superdry to identify pain points and obstacles that customers face while interacting with the brand. By addressing these issues, Superdry can improve the overall customer experience, leading to increased brand loyalty and positive word-of-mouth recommendations. Furthermore, evaluating the customer journey provides Superdry with insights into the effectiveness of its marketing strategies, communication channels, and customer service efforts. By analysing customer feedback and metrics, Superdry can measure the success of its efforts and adjust its strategies accordingly. 
6.2. [bookmark: _Toc133592749]Metrics for Evaluating Customer Journey
There are several metrics that Superdry can use to evaluate the customer journey and measure the effectiveness of its marketing strategies and communication channels. These include:
Net Promoter Score (NPS)
The Net Promoter Score (NPS) measures the likelihood of customers recommending Superdry to others. Customers are asked to rate on a scale of 0-10 how likely they are to recommend the brand to others, with those giving a score of 9 or 10 considered promoters, those giving a score of 7 or 8 considered passive, and those giving a score of 0-6 considered detractors (Hur, 2020). The NPS score is calculated by subtracting the percentage of detractors from the percentage of promoters. Superdry can use the NPS to evaluate the overall customer experience and identify areas for improvement. A higher NPS score indicates higher levels of customer satisfaction and loyalty.
Customer Effort Score (CES)
The Customer Effort Score (CES) measures the ease with which customers can interact with Superdry. Customers are asked to rate on a scale of 1-5 how easy it was to interact with the brand, with a score of 1 indicating that it was very difficult and a score of 5 indicating that it was very easy. Superdry can use the CES to identify pain points in the customer journey and improve the overall customer experience (Chin et al. 2020). A higher CES score indicates that customers found it easy to interact with the brand, while a lower score indicates that improvements are needed.
Customer Satisfaction (CSAT) Score
The Customer Satisfaction (CSAT) score measures the overall satisfaction of customers with Superdry. Customers are asked to rate their satisfaction with their experience with the brand on a scale of 1-5, with 1 indicating that they were very unsatisfied and 5 indicating that they were very satisfied. Superdry can use the CSAT score to evaluate the effectiveness of its marketing strategies and communication channels (Woodside and Fine, 2019). A higher CSAT score indicates higher levels of customer satisfaction, while a lower score indicates that improvements are needed.
Website Metrics
Superdry can also use website metrics, such as bounce rate, conversion rate, and time on site, to evaluate the effectiveness of their website and online customer journey. A high bounce rate indicates that customers are leaving the website without taking any action, while a low conversion rate indicates that customers are not completing desired actions, such as making a purchase or signing up for a newsletter (Belanche et al. 2021). By analysing website metrics, Superdry can identify areas for improvement and make adjustments to its website and online customer journey to improve the overall customer experience.
7. [bookmark: _Toc133592750]Recommendations for Superdry Company
Based on the analysis of Superdry current customer journey and marketing strategies, as well as the importance of innovative marketing and stakeholder expectations, the following recommendations are made:
a) Enhance the Customer Journey: Superdry can improve its customer journey by understanding the customer's needs, preferences, and expectations at each stage of the journey. This can be done through surveys, feedback forms, and other data collection methods (Noris et al. 2021). Based on the insights gained, Superdry can tailor its products, services, and communication to enhance the customer experience.
b) Adopt Innovative Marketing Strategies: The organization can leverage innovative marketing strategies to stand out in the crowded marketplace. For example, Superdry can create augmented reality experiences to engage customers in a unique and immersive way. Influencer marketing campaigns can also be effective in reaching new audiences and building brand loyalty. Additionally, creating interactive content such as quizzes and games can be a fun way to engage customers and increase brand awareness.
c) Manage Communication Channels: Superdry needs to manage its communication channels effectively to ensure a consistent brand message and experience across all touchpoints. This includes social media, email marketing, and in-store experiences (Kim and Sullivan, 2019). By understanding the strengths and weaknesses of each communication channel, Superdry can optimize its marketing efforts and provide a seamless customer journey.
d) Fulfil Stakeholder Expectations: The company must ensure that it meets the expectations of all stakeholders, including customers, employees, and shareholders. By providing excellent customer service, maintaining ethical business practices, and delivering strong financial results, Superdry can build trust and loyalty among its stakeholders. Additionally, Superdry can use social responsibility initiatives to connect with customers on a deeper level and demonstrate its commitment to making a positive impact.
8. [bookmark: _Toc133592751]Conclusion
The report analysed Superdry's current customer journey and identified areas for improvement. It was found that Superdry touchpoints were well-established, but the company could benefit from focusing on the end-to-end customer journey. By understanding the customer journey, Superdry can create a more seamless experience for its customers and improve their overall satisfaction. In conclusion, the report found that Superdry can benefit from a more comprehensive approach to its marketing strategies and customer journey management. By focusing on the end-to-end customer journey, adopting innovative marketing strategies, managing communication channels, and meeting stakeholder expectations, Superdry can continue to thrive in the highly competitive fashion industry.
[bookmark: _Toc133592752]
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EMILY

Demographics Income
Age: 25 $60,000 per year
Gender: Female
Occupation: Marketing Executive

Location: Urban area
Education: Bachelor's degree in Marketing

Interests
Fashion, music festivals, fitness,
travel, and socializing with
friends

Shopping Habits

Emily prefers to shop online and is always on the lookout
for unique and trendy fashion brands. She often shops
on her mobile device during her commute to work and is
willing to pay a premium for high-quality products. Emily
values sustainability and ethical practices and is more
likely to buy from brands that align with her values.
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The process of customer journey mapping holds
significant importance in contemporary business
settings, as it facilitates the acquisition of valuable

insights pertaining to the customer's interaction with
the brand.

The process of customer journey mapping enables
Superdry to create a visual representation of the
various points of contact that a customer has with the
brand, encompassing all the stages involved in the
customer's engagement with the organization (Kawaf
and Istanbulluoglu, 2019).

Superdry can devise strategies to mitigate these pain
points and enhance the customer experience. The
process of customer journey mapping plays a critical
role in ensuring that Superdry effectively fulfils and
surpasses the expectations of its customers.
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Assessment 1: Poster

Marketing Strategies for Superdry

Superdry is a well -known fashion company that caters to its clients by offering
them high-quality apparel and accessories that feature a novel combination of
Japanese and British design aesthetics.

Brand and Brand Equity Model

The Brand and Brand Equity Model places a strong emphasis on the
value that can be attributed to a brand, which is referred to as its
brand equity. Awareness of the brand, the image of the brand, loyalty
to the brand, and the quality with which the brand is recognized are
the four components that make up brand equity (Kim and Sullivan,
2019).

Brand Awareness:To broaden consumers' exposure to the

Superdry brand, the company may use advertising, social media,

and influencer marketing.

* Brand Image: The image of the Superdry brand must be consistent
across all platforms.

* Brand Loyalty: Building consumer loyalty to the Superdry brand
may be accomplished via the use of customer loyalty programs and
superior customer service.

* Perceived Quality: Superdry can enhance the perceived quality of
its goods by using product evaluations and feedback from
customers.

CUSTOMER PERSONA

Demographics Income

s $60,000 per year
Gender: Female
Occupation: Marketing Executive
Location: Urban area
Education: Bachelor's degres in Marketing

Shopping Habits

Emily prefers to shop oniine and is always on the lookout
for unique and trendy fashion brands. She often shops.
on her mobile device during her commute to work and s
Willing 10 pay & premium for high-quaity products. Emily
Valuos sustainability and othical practices and is more
likely to buy from brands that align with her values.

Shannon and Weaver Model

The Shannon and Weaver model is a communication paradigm that focuses
on the process of sending messages from one person to another, starting
with the sender and ending with the receiver. The model is made up of five
components: the sender, the message, the channel, the receiver, and the
feedback (Lynch and Barnes, 2020). )

Sender: In the instance of Superdry, the sender is the firm itself, and it is the
responsibility of Superdry to ensure that its message is successfully
communicated to the intended audience.

Message: The message ought to be clear, concise, and inventive. It should
represent the brand image of the organization and connect with the
audience the company is trying to reach.

Channel: To communicate with its demographic, Superdry should advertise
itself using a variety of platforms, including social media, email, print media,
and influencer marketing (Silva et al. 2019).

Receiver: The person who receives the message is the target audience, and
Superdry should cater its message to the tastes and interests of its clients to
be effective.

Feedback: The input from Superdry customers should be used to
continuously enhance the company's marketing approach.

Signal
Y
Infor- :
3 Trans- Re- Desti-
mation > . P Channel —» . »
mitter ceiver nation
source ?
Message Message
Noise source

Challenges in Managing Customer
Journey

* Nevertheless, the organization encounters various obstacles in
efficiently managing its customer journey. Superdry encounters
notable barriers in its customer journey management due to the
incapacity to chart the complete customer journey (Nash, 2019).

* Failure to identify pain points or areas for enhancing customer
experience may result in negative consequences for the company.

* Superdry encounters difficulty in maintaining a uniform customer
journey due to its incapacity to furnish a consistent encounter
through diverse channels.

* Moreover, Superdry encounters difficulties in effectively handling
customer expectations. The marketing campaigns of the company
may establish elevated standards, however, the factual encounter
of the customer may not meet the aforementioned standards

Conclusion

The report analyzed Superdry's current customer journey and identified areas for

SUPERDRY ®

Integrated Marketing
Communications (IMC)

The methodology known as "Integrated
Marketing Communications" (IMC) emphasizes
the significance of maintaining coherence and
harmony in one's approach to marketing
communications. Advertising, sales promotion,
personal selling, and public relations are the
four components that make up the IMC model
(Mrad et al. 2020).

. Advertising: Advertising is one method that
Superdry may employ to market both its
brand and its goods.

. Sales Promotion: Customers may be
encouraged to purchase by using sales
promotions in the appropriate context.

© Personal Selling: Customers will have a more
tailored and individualized shopping
experience if Superdry makes use of personal
selling (Thorisdottir and Johannsdottir, 2019).

. Public Relations: The reputation of the
Superdry brand may be enhanced and
preserved with the help of public relations.

Strategies for Managing
Customer Journey

Develop a unified customer view:Superdry can
amalgamate customer data from multiple
touchpoints to establish a cohesive and
comprehensive customer perspective.

Use customer journey mapping:Superdry has the
potential to generate a customer journey map,
which can serve as a visual representation of the
customer's experience and facilitate the
identification of potential areas for enhancement.
Personalize the customer experience: Superdry can
utilize customer data to tailor the customer
experience at all points of interaction. Personalized
recommendations, promotions, and content can be
provided to customers based on their preferences
and behaviour

Use automation: Superdry has the potential to
optimize its communication processes and alleviate
employee workload by implementing automation
techniques. The automation of email marketing,
chatbots, and social media interactions has the

improvement. It was found that Superdry touchpoints were well -established, but
the company could benefit from focusing on the end-to-end customer journey.

By focusing on the end -to-end customer journey, adopting innovative marketing
strategies, managing communication channels, and meeting stakeholder
expectations, Superdry can continue to thrive in the highly competitive fashion
industry.

potential to achieve this objective

Gather customer feedback: Superdry can collect
feedback from customers at each stage of their
journey to comprehend their requirements,
anticipations, and areas of dissatisfaction.

- Trorisdotir, 5. and Johannsdotir, L 2018. Susiainabilty witin fashion business modals: Asystemat lieratura
review. Susiainabily 11(8) p 2233.
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