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The role of strategic business innovation in the development of the brand image of Superdry company is the major topic of concern of the entire research. It has been understood that with the help of strategic business innovation, it can significantly allow designing a system that can allow an organisation to address business competitive needs (Chari et al. 2022). Therefore, the following research would be considered specifically to undertake with the support of Superdry company while focusing on the context of strategic business innovation and its potential advantages. The following research topic is interesting in terms of understanding the capacity to generate new ideas in a business that can be significantly constructed based on attracting new target markets along with solving issues with strategies (Fatonah and Haryanto, 2022). Through the support of understanding strategic business innovation, the potential readers would be able to understand the areas that can benefit an organisation. For instance, it improves brand recognition and value, which can directly impact a business's financial context (Dong et al. 2022).
The motivation for constructing this research is due to the growth of business innovation in the current marketplace that is significantly influencing economic growth as well as sustainability to a great extent. It has been noted that larger businesses are more likely to be innovative with 85.8% and businesses are focusing on the propensity to get highly innovative (Stat Can, 2023). Apart from this, it has been noted that 50% of the business reports stated that with their business innovation, firms are getting benefited with environmental aspects and sustainable context that are influencing their business prospect in the existing marketplace (Stat Can, 2023).
Research questions
Research questions structured for the following study are:
1. What is the context of strategic business innovation in the current business marketplace? 
1. How can a business like Superdry's company influence its brand image with the support of strategic business innovation?
1. What are the possible advantages Superdry has gained in terms of having better decision-making with strategic business innovation?
[bookmark: _3h5gg28xrnkp][bookmark: _Toc130581517]Methodology 
A research's foundational pillars or hypotheses are referred to as its research philosophy. It is centred around the nature of information and the methods for obtaining it. Positivism, interpretivism, and critical realism are the three primary research philosophies. In this context, the following research would be adopting the interpretivism research philosophy as it would allow the research to gain possible insights and observations regarding branding, making and the way business innovation can help in expanding the brand of an organisation (Chatfield, 2020). 
The term "research approach" describes the overall plan a researcher needs to provide a response or address a problem. Deductive and inductive research approaches are the two main categories in this context. Deductive research employs a top-down methodology that begins with a hypothesis or theory and tests it by gathering facts. While, on the other hand, Inductive research is a bottom-up method that begins with data collecting and uses that knowledge to generate a hypothesis or theory (Frankel et al. 2021). Thus, for this research, the inductive research approach shall be adopted. The inductive research approach is more suitable with the interpretivism research philosophy and would thus help in developing observations leading to the development of new theories linked to the topic of this research. 
The research design for this study would be focused on the descriptive research design and would be employing a secondary qualitative research strategy; the adoption of this research strategy would be focused on the collection and analysis of secondary data and information from various sources. The secondary shall be collected from existing studies, news articles, business case studies, annual reports as well as research papers (Dufour and Richard, 2019). The cost of gathering secondary data is lower than that of gathering primary sources of data. When compared to primary data collection, which involves conducting surveys or studies, secondary data collection may be done for little to no cost. Apart from that, access to a substantial number of subjects is made possible with secondary data gathering, which can enhance the study's analytical effectiveness. Since data may be found from a variety of sources, including governmental organisations, academic institutions, and private businesses it makes secondary data collection simpler (Ruggiano and Perry, 2019). It saves the researcher time from having to gather data from the beginning, which can be a tedious process.
The collected data would be then analysed by employing a thematic analysis. In secondary qualitative studies, thematic analysis is a widely utilised technique for finding patterns, themes, and interpretations in the data.  Thematic analysis is a simple and approachable technique that doesn't require specialised statistical or technical knowledge. Apart from that,  For researchers with minimal resources or little background in data analysis, this makes it a viable strategy (Largan and Morris, 2019). Thematic analysis is an inductive method of data analysis that permits themes to arise from the data instead of imposing pre-existing concepts or hypotheses. With this method, researchers can be receptive to unexpected results that may offer new perspectives on the evidence. 
[bookmark: _imjoyxwybiqw][bookmark: _Toc130581518]Aims and objectives 
The aim of the current research study is to focus on the role of strategic business innovation in the development of brand image while considering Superdry company as an area to evaluate.
Research objectives
1. To identify the impact of strategic business innovation on developing brand image
1. To evaluate Superdry Company and their strategic business innovation 
1. To focus on business profitability Superdry Company has attained in terms of their strategic innovative business
The above objectives are the major concern that the research focuses on with the support of research questions to make appropriate research findings.
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Impact of marketing on brand innovation and brand image 
In reference to the studies of Alnawas and Hemsley-Brown (2019, p.8), it has been found that marketing plays a major role in enhancing the overall brand capability in a competitive market environment. In terms of brand innovation, marketing is known to be a critical factor that provides the ability of the organisational management to reach the targeted audience on the basis of their newly launched products in the market. Thereby, marketing helps in representing the offers highlighted by the business for the particular product among a targeted group of customers in the market. Apart from that, it has also been found from the studies of Dumitriu et al. (2019, p.2111), that marketing has been considered as one of the most effective strategies in terms of enhancing the overall brand image in the market. Through the help of marketing, the organisational management is capable of enhancing their brand among a certain group of customers in terms of their effectiveness in reaching the targeted customers. 
Difference between Traditional and modern marketing 
On the basis of traditional marketing, it is the method that focuses on marketing a particular brand product or service in the market in the traditional way by avoiding online initiatives. For instance, it has been found that traditional marketing methods utilise print, broadcast, direct mail and outdoor advertising like billboards. In accordance with the studies of Mustafa and Al-Abdallah (2020, p.12522), advertisements through the help of newspapers and radio to reach the targeted audience are considered to be traditional marketing. Therefore, the utilisation of off-line methods for marketing purposes can be considered as traditional marketing. In comparison to the method of traditional marketing, the concept of modern marketing is the method followed by organisational management to focus on utilising the internet as a form of marketing, their products or services to the targeted audience. On the basis of the findings of Kurdi et al. (2022, p.1179), organisational managements that focus on utilising digital channels such as search engines, social media, websites and email to connect to prospective customers are noted to be utilising the method of digital marketing. Apart from that, the digital marketing method also provides the ability to utilise text or multimedia messages for marketing purposes. 
[bookmark: _Toc130581520]Advantages and disadvantages of modern marketing and traditional marketing 
As per the studies of Veleva and Tsvetanova (2020, p.12065), one of the primary advantages of modern marketing is its capability to provide a higher return on investment. Modern marketing has been noted to be more effective in terms of the method of traditional marketing. However, the primary disadvantage to this particular method of marketing is it might result in the organisational management facing negative feedback and reviews impacting the overall brand reputation in the market. Despite the fact of the negative aspects of digital marketing, it also provides the ability to the management facility to achieve greater customer engagement and targeting within a competitive market environment.
On the basis of traditional marketing, one of the primary advantages of this particular method is the ability that it provides to the management to be careful and consistent about the marketing ethic. As a result, traditional marketing has a lower potential risk of negatively impacting the brand's image in a competitive market situation within a specific set of customers (Mu and Zhang, 2021). In comparison to the aspects of traditional marketing, there are substantial negative aspects that may have an influence on corporate success through the marketing campaign. The biggest disadvantage of traditional marketing is that there is limited engagement with clients through marketing approaches, which limits the total capacity of customising the marketing ad after it has been published (Rosario and Cruz, 2019).
Disruptive innovation theory 
Disruptive innovation focuses on and management facility that is capable of tackling competitors head on by offering better products and services to the end customers and their marketing efforts to defend their business (Si and Chen, 2020). Thereby, it is going to provide the ability to focus on understanding the importance of marketing methods, such as digital marketing and traditional marketing, in terms of enhancing the overall performance of a particular organisational management. The theory also focuses on providing the ability to understand the innovative ways such as marketing methods to reach potential customers and enhance the overall brand image and reputation in a competitive market environment.
Limitation
The limitations of this study include a lack of resources, a lack of awareness of suitable execution, and other constraints that might contribute to a lack of honesty in the research findings. Because marketing is such a broad issue, research into elements other than traditional and digital marketing strategies has been scarce.
[bookmark: _8gp8osn3m7yc][bookmark: _Toc130581521]Ethical consideration 
In terms of collecting data effectively along with researching to gain accurate research results the researcher would be focused on a few ethical concepts and guidelines to follow for better maintenance of research credibility and authenticity. In this context, Data Protection Act 2018 along with the Copyright, Design and Patent Act 1988 would be followed by the researcher to have precision towards the data collection and citation (Gov, 2023) (Gov, 2023). These activities have the possibility to prevent the entire research work from any legal constraints.
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[bookmark: _Toc130581523]Conclusion  
The following research has been constructed based on an understanding of strategic business innovation and marketing that can significantly influence the brand image. Moreover, an area of quantitative research has been showcased with few methodological considerations such as interpretivism, inductive and descriptive approaches that are expected to evaluate the entire research work effectively while addressing the research aims and objectives successfully. Nevertheless, the time plan has been the major area to focus on further to complete the entire study on time while maintaining reliability.
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