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Executive Summary 
Modern marketing strategies are the strategies which can satisfy the customers and they have the goal to maintain the demand of the customers. In this way, the organisations try to maintain that type of strategy which provide the help to maintain and increase the sale of the organisation. The modern techniques that have been adopted by the marketers of the organisation have effective results by exploring different strategies. In this way, this dissertation is used to explore the role of modern marketing strategies in the development of the brand image of the company. There is discussion has been conducted about the Superdry organisation and its effective techniques have been also discussed. A proper analysis was also conducted about the company's strategic Business Innovation and they also the business probability of the Superdry organisation related to the business innovation of the Marketplace. At the next point, the methodology has been discussed in which the researchers conducted the secondary qualitative information by using different books and journals. After that discussion point of view has been analysed and at last the Conclusion and Recommendation have been provided.
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[bookmark: _Toc136961410]Chapter 1: Introduction 
[bookmark: _Toc136961411]1.1 Introduction
This current research study discusses the role of modern marketing in the development of the brand image of the organisation. It discusses the background related to the research topic. This chapter identifies the problem regarding the research topic. It defines the research objectives, aims and questions. The rationale of the research is the most important part of this introduction. It delivers the significance of this research study. This introduction chapter draws a diagram by which this research paper is structured. In the end, it defines the entire research with its outcomes. 
[bookmark: _Toc136961412]1.2 Background
Modern marketing strategy is related to customer satisfaction. The major goal of modern marketing is defining the demands of the customers as well as understanding the production. This strategy helps to increase the sales of the organisation. Modern techniques are used in the modern marketing strategy. With the help of this strategy, an organisation can manage the strategy information as well as its outcomes. It is the discipline of research (Erkin and Muborak, 2022). Modern marketing has four factors that are price, promotion, product and place. A modern marketing strategy is essential for the organisation. It helps the organisation for prioritising marketing to meet the target customers of this organisation. It can make a strong tradition with the target customers. Customers of this organisation can develop products as well as services that are suitable for particular requirements (Sadchenko et al., 2021). Modern marketing is classified into five sections that are consumer markets, international markets, e-commerce, business markets, non-profit markets and government markets. Elements of modern marketing are market, method, medium, message and motive. The main role of modern marketing is to maintain a brand image as well as develop it for organisational development. As per Musayeva, (2022) modern marketing strategy of the organisation develops the brand image with the help of value proposition, blogging, social media, email marketing, buyer personas and journey, website design and structure, search engine marketing and PR. Modern marketing has an ability for employment opportunities. It can boost the quality of the production of organisational goods (Rathod, Pandya and Doshi, 2020). Modern marketing is distinguished into three forms that are product marketing, product marketing, sales marketing and societal marketing. This kind of marketing strategy can understand the needs of the customers before making marketing campaigns. It can help the business for its better growth as well as its development. It satisfied the needs of the customers (Agzamov, Rakhmatullaeva and Giyazova, 2021). It can help to simplify the business as well as collect feedback from the customers by using data analysis and online polling. Production marketing depends on product production. It makes it appealing to future consumers. Product marketing is based on the quality of the products instead of the production method. It depends on the qualities of the organisational goods as well as their utilisation (Kayumovich and Annamuradovna, 2020). Sales marketing is related to the sales of goods. In this case, the requirement of the customer does not get priority. It is not a long-term process for making customer relationships. The societal market helps to know the requirements of the community.  
[bookmark: _Toc136961413]1.3 Problem Statement
The main research issue is the role of modern marketing in the development of the brand image of the company. The previous researcher does not discuss modern marketing strategies. Past research does not follow the development of the organisation on the basis of modern marketing strategies. Actually, past literature focuses only on traditional marketing strategies. Modern marketing strategies are new types of marketing strategies. Therefore, the researcher cannot get proper information regarding this research topic. Past literature does not discuss the organisation development that is supported by modern marketing strategies.  
[bookmark: _Toc136961414]1.4 Research Aim 
The main purpose of this research is to explore the role of modern marketing strategies in the development of the brand image of the company.  
[bookmark: _Toc136961415]1.5 Research Objectives
The major objectives of this research are mentioned below:
1. To explore the impact of strategic business innovation on improving the brand image of the company
1. To analyse the Superdry Company as their strategic business innovation 
1. To define the business profitability of the Superdry Company attained in relation to strategic business innovation
[bookmark: _Toc136961416]1.6 Research Questions 
The main questions of this research are defined as followed:
1. How does strategic business innovation affect improving brand image?
1. What is Superdry Company as well as its strategic business innovation?
1. How can business profitability for the Superdry Company be attained in the strategic innovative business?

1.7 Rationale of the Research 
The study is about the impact and role of modern marketing practices which are used to develop the brand image of business organisations. The brand image is the most important part of a company and with a proper brand image, the company can reach the customers and influence them to buy the products (Isyanto, Sapitri and Sinaga, 2020). Without building a proper brand image, it is not possible to make profits in the market as the customers will not know about the company. There are various ways of marketing and all the methods are used to construct the image of the brand. It is easy to reach customers with marketing and the more the customers will know about the brand, the more will be the image of the brand. The study is important today because customers prefer to buy from the branded company and the brand reputation is built with modern marketing techniques (Febriyantoro, 2020).  The customers can be more aware of the brand with the new innovation in advertising. The design and structure of the brand must be exclusive which is used to attract customers. The brand image can be enhanced with the help of modern marketing as the logo of the brand must be visually attractive to influence the customers. 
Blogging can be done in a new way of marketing and in this way the brand image can be developed. Blogging is a way to reach customers and the promotion of the brand is done through blogging. The customers can get a more personalised way of marketing and the satisfied customers are responsible for developing the image of the company (Zulfikar, Aprianti and Rachmawati, 2022). Social media is the fastest way to reach out to consumers and most consumers get to know about the brand from social media marketing. The more people will know about the brand, the more will be sales which helps in increasing the revenues of the company. The study sheds light on the importance digital marketing plays in developing a brand name. The value of the brand is built with its products and the services offered to the customers (Sanny et al., 2020). Client satisfaction builds the brand image as the name of the brand can be circulated to other customers only when the customers are satisfied. In the era of modernisation, ratings and reviews in social networks play a significant role in developing a brand reputation. 
[bookmark: _Toc136961417]1.8 Significance of the Research
The study has importance as business organisations can know how to improve their brand image by taking into account the various modes of marketing available today. With the changing times, companies have left the traditional way of marketing and moved towards a more sustainable digital way of marketing. Many new companies are coming up in the market and the brand reputation has to be built by the companies to stay in the competition (Mulyani and Hermina, 2023). This research can help many business organisations to adopt the marketing approach and build a more stable and strong base for their brand. Business organisations have a lot of channels to reach out to customers as compared with the traditional way of marketing. Social media is an effective tool to influence customers and make them aware of their new products or services (Havidz and Mahaputra, 2020). Identifying the target customers is the first step and when the target customers are identified, the brand can reach them and convince them to buy the products. The brand image of a company is dependent on a lot of things and among them, marketing is an important one.  
[bookmark: _Toc136961418]
1.9 Structure of the Research
The research structure consists of 5 chapters which include the introduction chapter, the 2nd is Literature Review chapter,   3rd is Methodology, the 4th is Data Analysis and Findings and the 5th is the Conclusion and Recommendation. The same structure has been followed in this study also. 
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Figure 1: Research structure
(Source: Author)
[bookmark: _Toc136961419]
1.10 Chapter Summary 
It can be said that marketing enhances the brand reputation of the company with its new ways of reaching customers and enhancing customer satisfaction. A good brand image can be built by taking feedback from the customers and how they feel about the services and products related to the brand. Brand reputation is all to survive in the market and the company has to maintain the quality of the products also to maintain the brand image. A positive impact must be created by the brand in the minds of the customers and influence their purchasing decisions. 

[bookmark: _Toc136961420]Chapter 2: Literature Review
[bookmark: _Toc136961421]2.1 Introduction 
Marketers are involving high-quality technologies and digital advancements in their business to increase the quality and amount of production. This technological strategy is enhancing the satisfaction of customers, profitability, dependency of customers and brand image of the production company (Beige and Nika, 2019). Along with this, the companies are involving the cleverest strategy to grow their business by increasing the values in the market. They are mostly targeting those people, who are actively engaged in social media or social sites like Twitter, Instagram, Facebook, LinkedIn and many more like these. By researching the choice and demands of the people, they have started to promote their valuable and eye-attracting products with high-quality graphic designs, in front of their eyes (Dumitriu et al., 2019). Through digital promotions, they are introducing more customers towards them. Also, with the help of this digital marketing, they became able to communicate with customers to directly know about their choice, requirements, budget rangeability, perception or feedback towards the brand and the recent trend in the market (Kasumovich and Annamuradovna, 2020). 
[bookmark: _Toc136961422]
2.2 Modern Marketing/ Traditional Marketing on the Development of the brand image
[bookmark: _Toc136961423]2.2.1 Modern Marketing Concept 
Modern marketing is one of the concepts which is used to explore the ability to harness and also maintain the full capability of the distance organisation. It also provides the proper business experience to the customers by that they can easily increase the growth of the organisation. In this way, it has been seen that the model marketing technique is also very beneficial to increase the growth of the development of the brand image within the Marketplace (Beige and Nika, 2019). Modern techniques properly deliver the promises and also require a whole new way of operation so that the companies can deliver the product and services effectively.
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Figure 2: Modern Marketing
(Source: Beige and Nika, 2019)

 On the other hand, the marketing department needs to properly require the different speeds and collaboration that is mainly focusing on the consumer of the organisation (Dumitriu et al., 2019). It is less changing the environment and also marketing does not be unable to transform the overall basics. Based on the successful cases it is estimated that almost 5 to 15% of additional growth has been seen within the organisation's perspective first term. On the other hand, the marketing cost has also been decreased by 10 to 30% by the use of modern marketing techniques. In this way, it has been identified that the modern marketing technique can be capable of increasing the different kinds of Strategies and insights by ensuring that the company can maintain the productivity of organisations (Kayumovich and Annamuradovna, 2020). The clarity has been identified that the crucial leader of the organisation can be capable to develop the plan and program to properly increase the modernisation within the organisation. 
[bookmark: _Toc136961424]2.2.2 Traditional Marketing Approach 
The traditional way cannot be capable of increasing the brand image of the company. In this way, it is required that the traditional way has to be converted into the new technology so that they can easily maintain the brand image within the marketplace. Traditional marketing ideas cannot be capable of providing effective results to the organisation for encouraging the brand image of the organisation (Moisander, Närvänen and Valtonen, 2020). In this way, additional marketing cannot be capable of providing effective productivity to the organisation. Every organisation tries to develop their brand image because it is capable of providing the after-period attraction of new customers within the marketplace and also has to expand the business organisation. It has been also seen it cannot be capable of providing effective techniques within the organisation.
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Figure 3: Traditional Approach
(Source: Moisander, Närvänen and Valtonen, 2020)
[bookmark: _Toc136961425]
2.2.3 Advantages and Disadvantages of traditional marketing and modern marketing
Discussing the advantages and disadvantages of traditional marketing and the modern marketing technique, it has been seen that the traditional marketing technique works for the audiences when they find that awareness is required within the organisation. It is not focusing on the proper target and their requirements (Dash, Kiefer and Paul, 2021). On the other hand, discussing the modern marketing technique is more important than trying to reach out to large audiences and also mainly focusing on the requirements of the target audience of the company. 
The traditional marketing technique is also hard to ignore which is one of the advantages of the technique. They are working with value proposition messages and multimedia campaigns therefore they cannot be capable of ignoring traditional marketing (Othman et al., 2020). On the other hand, discussing the modern marketing technique, it has been seen that the modern marketing technique has high competition therefore most of the options are available for a particular organisation. Moreover, the traditional marketing technique can pose less potential rescue within the organisation because the traditional marketing technique mainly uses the offline technique which has easy control towards the brand and messages. 
On the other hand, it has been seen that the modern marketing technique is not much effective for this process organisation's marketing technique cannot be capable to explore the reviews of the customer it can create the Brand potential risks within the organisation because the traditional marketing technique mainly uses the offline technique which has the easy control towards the brand and messages (Cheung, Pires and Rosenberger III, 2019). On the other hand, it has been seen that the modern marketing technique is not very effective for this process because the marketing technique cannot be capable of exploring the reviews of the customer. It can create a Band image and also decrease the brand image if the negative feedback is much more. In this way, it is required that both of them should be balanced according to that. Traditional marketing techniques have their order advantages and digital marketing techniques have their advantages. Therefore it has been recognised that the modern marketing technique is much more effective to increase the brand image of the organisation (Ebrahim, 2020). It maintains the target of a specific demographic and also provides optimisation services to the organisation's customers. It is very flexible and also maintains flexibility according to the requirements of the consumers of the company.
[bookmark: _Toc136961426]
2.3 The Impact of strategic business Innovation on Improving the brand image of the Company
The strategic innovation system is one of the creations of the growth strategy which can be capable of maintaining the new product Services within the business model of the organisation. In this way, it has been seen that it can be capable of generating significant new value for the consumers and also maintain the proper Corporation (Abdullahi, 2019). The strategic innovation system can be capable to deal with the different kinds of challenges within the organisation and also establish the business boundaries within the mental model of the organisation. The strategic innovation system also can be capable of improving the brand image of the organisation because the type of innovation that has been maintained by the strategic innovation system is open-minded and also provides creative exploration. 
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Figure 4: Strategic Innovation
(Source: Abdullahi, 2019)
Moreover, it has been seen that the strategic innovation system is much more holistic and also provides a systematic approach that is focusing on the generation of implemental breakthroughs. In this way, the strategic innovation system is much more effective instead of the traditional portfolios because it provides the proper business opportunity to the organisation and also maintains the brand image within the company by maintaining creativity within an organisation's culture (Hanaysha et al., 2022) The core technology and the competencies that have been set within the strategic innovation system that is the internal categories and also the organisation components. It is working as an effective asset for the organisation to deal with the high level of consumers. Moreover, it has been also identified that the strategic innovation system can be capable to maintain the technologies and then tell actual properties within the organisation which can increase the brand equity and also maintain a proper relationship with the consumers of the organisation (Xie, Huo and Zou, 2019). 
The different kinds of innovative ideas and strategies that have been developed by the organisation can have effective techniques and technology that can easily increase the brand image within the organisation. If the brand image of the organisation is getting increased then they can maintain the existing customers of the company and also attract the attention of the new customers. However, it has been also seen that organisational innovation can also provide an appropriate implementation of effective operation Strategies that can be provided effective growth to the organisation (Manita et al., 2020). On the other hand, it is also the operational political culture innovation by which the organisation can be moved towards the approach of institutionalisation. It is working as a cultural mindset and set of processes which is creative, and related and also maintains sustainable innovation. Moreover, it has been also seen that a solid understanding of the core competency of the technology within the organisation can also provide the pragmatic filter that can be working as imaginative ideas (Gelderman et al., 2021). 
It is also assessing the shape and practical investment which is working as opportunities for the organisation. First the organisation process can have a deep insight into the needs of the customers and also work with the future trend. The transformation journey of the company can be capable of providing an idea into action and also keep the battle on by maintaining the inheritance of strength and liberation (Cheung, Pires and Rosenberger III, 2019). The organisation needs to maintain the technology and provide capabilities to work as an integral section of the successful type of companies working as a political issue and also provide a unique relationship with the suppliers and partners of the organisation. 
The operational agility and the unique business practices can provide effective techniques to the organisation by that they can easily maintain the brand image of the organisation. When any organisation tries to explore their business from one location to another location then it is required that they need to have a proper strategic innovation idea (Tien, Anh and Ngoc, 2020). It provides the proper competitive advantage to the organisation to deal with competitors within that market. Therefore it is also required to sustain the employees of the company for the future of the organisation. It has been seen that if the culture of the organisation is not innovative then the employee cannot be capable to engage with an organisation for a long period. Therefore it is required that they need to have a proper advantage to maintain innovative ideas.
[bookmark: _Toc136961427]
2.4 Superdry Company as their strategic business innovation 
2.4.1 Introduction to Superdry Company and the Innovation
Superdry is a British garb store referred to for its different mixture of antique Americana and Japanese-stimulated prints. The corporation, which turned into seemed in 2003, soon acquired prominence for its distinct logo identity and has because it expanded to over 500 retailers in 46 nations. Superdry's fulfilment has been fueled in splendid part by way of its dedication to innovation, considerably in the area of strategic commercial enterprise innovation. According to Paul and Rosenbaum (2020), the Innovation 1000 program, established in 2015 as part of the company's larger plan to accelerate development and maintain a competitive edge in the fashion sector, is one of Superdry's most notable innovations. The initiative entails a thorough research and development program aiming at developing and implementing innovative business solutions ranging from product design to supply chain management. Superdry has invested extensively in technology and digital transformation through the Innovation 1000 project, including the use of big data analytics, artificial intelligence, and machine learning to inform business choices. As per Pantano and Vannucci (2019), the company has prioritised sustainability and ethical sourcing, trying to reduce waste and enhance environmental practices throughout its supply chain. Superdry's dedication to strategic business innovation has paid dividends in a variety of ways, including increased productivity, stronger customer engagement, and higher brand loyalty. In this research study, we will look at the impact of Superdry's Innovation 1000 project, including its triumphs and problems, and consider the implications for other fashion firms and industries considering similar strategies.
2.4.2 Overview of Superdry Company's Innovation
Superdry Company's Innovation 1000 initiative is an important initiative aimed at encouraging innovation and keeping the apparel industry ahead of the competition According to Balach et al. (2020), the program was launched in 2015 with a strong emphasis on R&D work in general. The main objective of the program is to foster innovation and keep pace with the changing needs of the fashion industry and consumer expectations. Innovation 1000 is a long-term plan to invest in technology and develop new processes and products. Superdry has prioritised digital innovation, developing new online channels and exploring how mobile apps can engage customers in new and fun ways. They have also invested in sustainability, using more environmentally friendly materials and manufacturing methods to lessen their environmental impact. Superdry has already seen excellent benefits through Innovation 1000, propelling the company's growth and profitability (Taddese, Durieux and Duc, 2020). The approach has helped the business maintain its relevance and position as a top fashion retailer. Superdry is committed to investing in innovation and remaining at the forefront of the industry.
2.4.3 Analysis of Superdry Company's Performance
Since the graduation of its Innovation a thousand challenge, Superdry Company's performance has been constantly extremely good. The employer's financial performance has been strong, reflecting the performance of its innovation technique. Superdry pronounced a ten.6% increase in revenue over 12 months in its maximum current monetary report, thanks to massive e-commerce development and the growth of its international reach. As a result of the organisation's continuing investment in virtual innovation, online revenues have extended extensively. According to Paul and Rosenbaum (2020), consumers have answered properly to Superdry's emphasis on sustainability, with the logo imposing eco-friendly substances and production techniques to reduce its environmental impact. This strategy has assisted the commercial enterprise in attracting a rising section of environmentally aware customers. Superdry has additionally broadened its product line to appeal to a broader spectrum of customers, including a new line of athletic apparel and a collaboration with a famous fashion designer (Sadchenko et al., 2021). These movements have aided the business enterprise's survival in the rapid-paced style market. Discussing the modern marketing technique implementation within the Superdry organisation then it has been found that the Superdry company can be capable to Probability clarify the different expectations as for the deadlines. On the other hand, a modern marketing implementation plan can be accountable by ensuring the goals and fulfilling the milestones that are met. The long term direction for the marketing team is also to provide effective technique to the organisation development and implementation of modern marketing technique. Moreover by providing the appropriate marketing plan and also setting realistic expectations, they can also provide an effective implementation plan to the Superdry organisation to develop their business.
2.4.4 Challenges and Opportunities Faced by Superdry Company in Implementing Innovation
Superdry Company is no different when it comes to innovation, which presents its challenges and opportunities. While the Innovation 1000 project has been successful in enhancing the company's growth, there are still some issues that need to be addressed. The pace of the fashion industry is a major problem for Superdry. Consumer behaviour can change rapidly, and businesses must be prepared to adapt to stay relevant. To stay ahead of competitors, Superdry must continue to develop and introduce new products and processes. Another problem is the balance between innovation and sustainability (Kayumovich and Annamuradovna, 2020). While Superdry has taken steps to reduce its environmental footprint, it nonetheless has paintings to do to make sure its merchandise is responsibly produced and sustainable whilst Superdry can deliver other things. As per Musayeva (2022), a corporation can use generation to make its supply chain and logistics operations extra efficient and price-effective. Superdry also can grow its global presence, especially in excessive-growth emerging markets. Superdry can take advantage of the extended demand for environmentally pleasant and sustainable products by prioritising sustainability in its innovation. This can assist the enterprise entice a developing per cent of socially and environmentally conscious customers.
2.4.5 Future Scope of the Company
Superdry Company has shown great potential for growth and expansion through its innovative products and strong brand image. The company’s focus on sustainability and the environment is also appreciated by customers, giving the company a great opportunity to tap into the growing manufacturing market where products with environmental planning are not in it. The company can explore new technologies and trends to create more innovative and unique products. This could help Superdry maintain its position as a leader in the fashion industry and attract new customers. By implementing new methods and technologies to reduce environmental impact, the company can maintain its focus on sustainability. This will not only improve the environment but also attract more eco-conscious consumers who place a premium on sustainability in their purchasing decisions also. Superdry can continue to expand its online services and e-commerce capabilities to match consumer behaviour and preferences. This can help the organisation reach other customers and expand its global footprint. The future looks bright for Superdry Company, and with continued innovation, a focus on sustainability and a smart growth strategy, the company can achieve even greater success in the coming years. Theory that can be added by the Superdry organisation that is the Keller’s model. On the other hand, the marketing methods that are utilised by the Superdry organisation to develop the brand within the Marketplace are the creation of websites which provide the most important aspect of the modern business. On the other hand the SEO and the content marketing can be capable to also explore the overall marketing techniques within the organisation. By using the SEO technique and the content marketing in the marketing power has been getting increased by that they can easily maintain a brand with the marketplace. Social media marketing also provides an effective method by which they can easily maintain the modern methodology which increases the brand image.
[bookmark: _Toc136961428]2.5 Business Profitability of the Superdry Company Attained concerning strategic business innovation 
The Superdry global showcasing device includes exciting international clients by way of imparting them a predictable and notable buying enjoyment. Its web page is seemingly enticing and simple to explore to capture a consumer's consideration. customers can assume quick shipping in their gadgets thanks to neighbourhood distribution facilities in a diffusion of countries. Partnering with famous people from around the world is Superdry's approach to coming into the marketplace (HR and Aithal, 2020). The Superdry advertising strategy is based closely on influencers to improve the user experience. clients can then save whole outfits and purchase carts that have been curated by way of social media influencers. Without mentioning its willpower as its emblem, a Superdry advertising and marketing strategy analysis might now not be complete. 
By adopting a social-first marketing and mobile-first retail strategy, the company targets millennials. Superdry has new opportunities to engage potential clients on each social media platform. In addition, for long-term success, this Superdry marketing strategy analysis emphasises the significance of recognizing market threats and opportunities and adapting business strategies accordingly. When compared to the same period in the fiscal year 2022 (FY22), Superdry, a clothing company based in the UK, reported that revenue for the first half of the fiscal year 2023 (FY23) increased by 3.6% to £287.2 million (355.6 million).
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Figure 5: Super dry revenue after marketing
(Source: Superdry.com, 2023)
They focus on being known for 3 key lines, despite having lots of merchandise: the T-blouse, hoodie, and jacket. Brands that blur the line between activewear and fashion accomplished exceedingly nicely on each of our style brand Indexes and our sports emblem Index. Nike changed into a sportswear brand with the maximum recognizable name, and its popularity came from clients' perception that, similarly to offering technical precision, its clothing became elegant and present-day. Once they came to another location in our fashion emblem Index, it became clear that Nike straddles the line between style and sports activities. Customers truly have a remarkable preference to look at fashionable sportswear and sporty fashion. Superdry is following Nike's strides backwards: a fashion brand that is situating itself regularly as a go-to mark for energetic apparel. It continued to pay attention to product innovation (Superdry.com, 2023). 
The presentation of a scope of dependably obtained down coats, which fulfil excessive ethical guidelines, from a value beneath £100 was mainly fruitful. It moreover conveyed solid improvement in our notorious one-of-a-type segment realistic blouse, upheld with the aid of the resurgence of the pattern for precise brand illustrations, whilst non-stop brand expansion in Snow and game familiar Superdry with new business sectors and consumers. The store opened 8 unbiased Superdry sports activities establishment stores in key city groups all around the planet. After the distribution of middle migration and improvement marketplace investments, the Board anticipates that the underlying full-12 months' income before taxes will vary and lead to a boom (Hertzberg, Rask and Bengtsson, 2020).
[bookmark: _Toc136961429]2.7 Theoretical Perspective
[bookmark: _Toc136961430]2.7.1 3Cs of Brand Development
Discussing this theory then it has been identified that the 3Cs of marketing technique can be able to maintain the strategic Marketing concept which is much more effective for the market of the organisation. This model has considered some of the points which are used to determine the strength of the organisation (Hsiao et al., 2023). It also includes the connectivity of the consumer towards the company's products and services. It also builds a proper strong and Brin the organisation by that the company can be capable to maintain its sustainability within the marketplace. On the other hand, it also provides proper feedback from the customers and also explores the learning mistakes of the company.
[bookmark: _Toc136961431]2.7.2 Keller’s model
Discussing this model then it has been seen that this model is also much beneficial to increase the identity of the brand organisation. It is to improve the performance of the organisation and also focus on the different kinds of characteristics and features of the company. On the other hand, it is also seen that the product and reliability of the organisation are one of the impacted things which are used to explore the designing processes. Keller's model always tries to provide brand awareness that can be capable of maintaining the community and also trade with the consumers (Enders, Du and Keller, 2020). In this way, this awareness technique can also provide organisations to help the consumer and also feel comfortable within the organisation to take decisions about purchasing products and services. The theory provides an effective and strong technique by which the company can easily maintain the brand image of the organisation and also construct the brand encounter and or experiences. Each experience has its customers and potential organisation with positive thoughts.
[bookmark: _Toc136961432]2.8 Literature gap
In this research, the investigator can be capable of providing all the information that is related to the exploration of the role of modern marketing strategies in the development of the brand image. But the organisation cannot be capable of properly analysing the quantitative information from this perspective. The researcher also needs to focus on the previous as well as current data of the company so that they can easily understand the overall situation.
[bookmark: _Toc136961433]2.9 Conceptual Framework
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Figure 6: Conceptual Map
(Source: Created by Author)
[bookmark: _Toc136961434]2.10 Summary 
The study has elaborated on the strength of marketing strategy as a determinant of controlling the image of an organisation in the market. The traditional marketing strategies are TV advertisements, newspaper advertisements, magazines or radio promotions. These are the most theoretical and orthodox procedures in this rapidly developing competitive market because a lot of companies with business potentials are uplifting with togetherness. It is too tough to decide which product should be purchased. Other than that, in this technological and digitally advanced global world, smart work is better than hard work. With the help of technological advancements and digitalisation, production is increased, the quality of products is increased and thus profitability is increased through the satisfied customer and their engagement. In overpopulated countries and in constantly uprising population regions, without technological advancements, the market demands and customer demands can not be satisfied, which is why, modern marketing strategies are a must and most importantly, along with the enhancement of brand identity, the environmental, societal and financial sustainability are also increased by this modern marketing strategy.
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Chapter 3: Research Methodology
[bookmark: _Toc136961436]3.1 Introduction
This chapter is used to properly elaborate on the methodology of the research segment. It is used to also explain the different kinds of work and methods that are used to provide the proper function to the chosen topic. The research methodology also can be capable of describing the different kinds of processes that are required and exploring the role of modern marketing techniques within the development of the brand image of the company. In this way by the use of different kinds of methods and techniques, the researcher can be capable of exploring all the points of view and also try to provide the possible outcome after the study. The guidance of the research mythology has also provided appropriate help to proceed with the overall structure analogical way by that the company can easily retain argumentativeness for the overall work. The nature of the method is to properly analyse the current research context and also provide a proper limitation of the study. to analyse the limitation is also much required by the researcher because by that the researcher can implement these limitations into their future discussion.
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3.2 Research outline
By the use of the correct research methodology with an organisation the company can maintain the essential subject analogical and methodological form. At the time of choosing a propagated approach, it is required that the organisation's employees should be properly considered the different kinds of choices by that they can easily access the information and also analyse the data by using the appropriate technique (HR and Aithal, 2022). On the other hand, the author is also capable of properly maintaining the Caliber of the overall study which is also precisely working as an application for the research method. It is a clear objective that the organisation needs to properly adopt the reliable research technique so that they can easily remove the overall restrictions on the research. The attending study has seen that the overall data that is required for the analysis should meet the objective of the organisation. In this context that has seen that the positive has been trying to provide an appropriate advantage to the organisation researcher by ensuring that they can be capable of meeting the objective of the research (Muhaise et al., 2020). The positive philosophy can also release the different kinds of mythological perspectives which are working as it develops and maintains the link between the variables. Context of the research approach It has been identified that the deductive approach is one of the techniques which can provide appropriate empirical investigation employing the search you are capable of properly observing the pattern of the study. Additionally, descriptive Research Design also provides a proper implementation of the sequence of occurrence in the study. This also used the correct cause and impact of the relationship and also tried to provide appropriate knowledge about the modern marketing techniques that are increasing the brand image of the company.
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3.3 Research Onion 
On the other hand, the research onion is one of the systematic depictions which can be capable of completing the overall approach of the research. It has been analysed that the research onion has been categorised into multiple layers and also provides the core value of the research. It is one of the gradual and mythological forms which remove each (Abu-Alhaija, 2019). The researcher can be capable of explaining the different kinds of system articles to the researcher and also provide a step by step process by which the researcher can easily be capable of understanding the methods and techniques that are going to be used within the organisation's research. Moreover, it has been seen that each component of the research onion has been developed for specific functions and each layer when peeling reveals more significant portions. 
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Figure 7: Research Onion
(Source: Abu-Alhaija, 2019)
In this way, as per the mentioned, it has been elected that each level of the research onion model is working as an outer layer. The research onion has been categorised into different players with integrated choices. First of all, it includes the research philosophy, then the approach and design. After that, the proper strategies that are going to be developed like the case study have been covered. The next layer is the choices layer in which the researcher can be capable of exploring what type of method they are going to use. It includes three main categories (Hall, Gaved and Sargent, 2021). The Next Layer is the time or is one layer that is used to explore the period of the overall discussion. The last and least layer of the research onion is the technique and the procedure which means data collection and data analysis. That is one of the important layers in the overall Research onion.
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3.4 Research Philosophy
When the research work has been started it is required to properly understand the first layer of the research onion which is the research philosophy. It includes 4 categories that are positivitism, pragmatism, interpretivism and realism. In this way, when discussing the qualitative information that has been seen, the researchers are trying to properly find out the different kinds of original and positive factors that are related to the topic (Maarouf, 2019). In. This way when discussing the qualitative information that has been seen, the researchers are trying to properly find out the different kinds of original and positive factors that are the total topic. It is also related to the proper revealing of interpretation research for a philosophy which is essential to find out the logical interpretation of the facts of the topic. It is also working as an element that should be interpreted according to the researcher for better understanding. The induction of the sociological element is also essential for discussing the future perspective (Roy and Uekusa, 2020). In this way, it is required that the interpretation level can be capable of providing the proper interpretation of the topic of modern marketing techniques. On the other hand, discussing realism philosophy, it has been seen that the proper description is used to explore the element in which this is working as a nature of the artificial facts. The artificial fact at the time of using the philosophy can be changed and depicted according to further discussion. The last method of pragmatism philosophy also provides logical deduction and the different kinds of complexity within the social logical order (Borgianni and Maccioni, 2020). Therefore it has been decided by the researcher that for this particular study and maintaining the qualitative information within the study should use the positivitism, which provides appropriate and positive facts to the organisation which is used to explore information about the modern marketing theory which also provides effective knowledge about the brand image of the company.
[bookmark: _Toc136961440]3.5 Research Approach
The Next Layer of the research onion is the research approach. In this way, it's required to understand the types of research approach that includes Inductive and deductive procedures. Therefore it is the responsibility of the researcher to properly analyse the right strategy and right approach to maintain the perfect study. By the use of the inductive technique, it has been seen that it probably involves the overall physical phenomenon and also properly identifies the different kind of pattern that is the proper and formulated hypothesis (Christie et al., 2019). The first job is also to examine the relevant theoretical approach which also explores the proper facilities for the researcher. In this way, they have seen that the experimental observation that has been used by the deductive approach can be much useful for the organisation to reveal the structure of the overall importance of experience, the identification of the basics of association and also provide the proper connectivity (Christie et al., 2019). This research tries to evaluate the modern marketing technique that can increase the brand image of the organisation and requires appropriate deductive techniques which provide effective results in place of an inductive approach. In this way, the researchers decided to maintain the deductive strategy for this research and also consider the specific research.
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3.6 Research Design	
The Next Layer is the Research Design layer which is used to explore the overall design process of the research that is to be maintained by the researcher at the time of exploring the choice and research topic. The understanding of the Research Design was used to explore the different applications of the nature of the study. The Research Design can be also classified into different categories that include the descriptive Research Design and exploratory Research design (HR and Aithal, 2022). Design is mainly about research work in a systematic way. It is required by the theoretical framework and is also effective for maintaining the theory within the research. It identifies the relationship that is much possible and also provides an accurate establishment about the cause and impact of the overall strategy. Describing the descriptive method then it has been seen that it is used to explore the description which is working at the series of events and also maintaining the research (Wei et al., 2021). The proper cause and impact can be properly understood by the researcher to maintain the present research. It provides the proper cause and impact to understand the topic in the research work. First of all the researchers are getting an effective description of the modern methods that have been used to increase the brand image within the organisation. It provides the proper information about that and also the proper maintenance of hypotheses on a particular period.
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3.7 Research Strategy
At the next point which is the Research strategy then it has been identified that the term strategies is used to explore the overall execution process of the research. It requires proper and careful planning about the deliverable of the research and they also maintain the data analysis techniques (Lobe, Morgan and Hoffman, 2020). It is also focusing on carrying out the plan and also accessing the overall development processes. In this way, it has been seen that the case studies strategy has been identified within the overall analysis. It means the researcher uses a different kind of case study strategy to properly gather the information from the resources.	
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3.8 Data Sources	
The data sources that have been adopted for this research have identified that in this research the use of secondary qualitative information can explore the literature of the overall study. This research to analyse the modern marketing technique on the development of brand image can be capable of exploring the different kinds of books, generals and articles (Raskind et al., 2019). The researcher also includes the previous data of the company to find out the proper information about the organisation and also its impact on the brand image.
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3.9 Inclusion and Exclusion Criterion
Discussing the criterias then it has been seen that the inclusion criteria were used to explore the different books channels and articles which have been published after 2018. It should be in the English language so that the researcher can easily understand it. On the other hand, there is a discussion about the exclusion criteria then it has been seen out when the researcher tries to gather information. Cascio, Weiss and Racine (2021) stated that the researcher tries to gather different articles and information from different resources but it has been seen that all of them do not have relevant information. In this way, it has been seen that in the exclusion criteria that type of article has been excluded by that the relevant articles can be collected within the data collection. Therefore the researcher is used for this research which is the inductive criteria in this study to properly evaluate the topic.
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3.10 Time Horizon
Discussing the time frame then it is seen that it is used to explore the time Horizon. Time Horizon has been categorised into two main categories that are the longitudinal time frame and the cross-sectional time frame. The time Horizon is working as a time frame for the overall investigation and maintains the proper and mythological approach within the study. The author is currently trying to properly establish interest in the overall population who see that the modern marketing technique can be capable of exploding the brand image of the organisation (Henrickson et al., 2020). In this way, it has been seen that the longitudinal Horizon is used to explore information about the study which has a long period and also does not require the result in a short time. On the other hand, the cross-sectional time is used for a short period.; this is one of the time frames in which the researcher has to complete the overall study.
[bookmark: _Toc136961446]
3.11 Data Collection Method
The collection of data is one of the important perspectives for the overall research. It is required that the researcher should have proper information about the particular topic. In this way, the data collection Method can be capable of providing appropriate methodology to the researcher by that the researcher can easily gather the information effectively (Brown, Spiro and Quinton, 2020)
. It has been categorised into main categories which are the secondary data collection method. On the other hand, the second Research Design is used to explore journals, articles and the website of the company. In this way, they decided to use secondary qualitative information for the overall study (Christie et al., 2019). By that researcher can we easily evaluate the company website and also can be capable of exploring the marketing techniques that are used to explore the brand image of the organisation.
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3.12 Data Analysis Techniques
 After the data after the data collection method, it is required that the organisation needs to focus on the overall return as this technique is adopted by the organisation. In this way it has been seen that the return is a technique that has been used by the researcher in this topic to analyse the role of modern marketing on the development of the brand image of the company then the case study analysis has been identified (Asenahabi, 2019). The researcher finds out that by using the case study analysis the research can appropriately introduce the topic and also outline the purposes. The researcher also can explore the different case studies of the different companies and also identify whether the brand image has been increased in the organisation or not.
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3.13 Reliability and validity
The reliability and variety of both of the terms are one of them which is used to provide the proper measurement of the methods and techniques. Reliability is used to explore the consistency of the measurement which is used to produce the result and also provide the same condition. Moreover, the discussion about validity then refers to the overall measurement of accuracy and also explores the Representation of the supposed measurement (Borgianni and Maccioni, 2020). In this way, it has been seen that the overall reliability concept is used to properly evaluate the quality of the research. In this way, the quality of the research that has been done by the researcher is much more effective and also the researcher tries to properly maintain the relevant information for the topic (Roy and Uekusa, 2020). On the other hand, the researcher also maintains the proper validity which is about the accurate facts and information about the topic.	
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3.14 Ethical Considerations
This analysis has been conducted without any use of participants because secondary qualitative information has been used within this research. Due to the use of secondary information, the researcher does not need to include the participants in the research. In this way, they are just to find out the different books, journals and articles and also assess the different previous reports of the company (Maarouf, 2019). Therefore because of not inclusion of the participant, the researcher cannot create any type of ethical misconception with the participants. On the other hand, while accessing all the information from the different resources the researcher also tries to properly identify the ethical rights and ethical rules that are required to access the information.
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3.15 Accessibility Issues	
At the time of Assassin, different information from the different resources most of the time it has been identified that the researcher has to face different kinds of issues with the accessibility of the information from the different libraries. Nowadays most of the libraries and universities created a paid subscription model for accessing of different articles and books (Hall, Gaved and Sargent, 2021). On the other hand, most companies do not provide appropriate previous reports access to anyone else. That is confidential or cannot be used by the researcher without any payment (Abu-Alhaija, 2019). In this way, if the researcher has a low budget then it will be working as accessibility issues for the researcher to gather the different information.
[bookmark: _heading=h.4f1mdlm]In summary, it has been identified that methods and techniques are one of important perspectives for the overall research processes. If the researcher cannot be capable of properly maintaining the methods while gathering the information as well as while properly analysing the information then they cannot be capable of properly producing the effective result for the overall research. In this way, accessing information about modern marketing can create an influence on the brand image of the company properly gathered by the researcher in this research.	


[bookmark: _Toc136957654][bookmark: _Toc136961451]Chapter 4: Data Analysis, Findings and Discussion
[bookmark: _Toc136961452][bookmark: _Toc136957655]4.1 Introduction 
This recent data analysis chapter pivots on the role of modern marketing in the improvement of the brand image of the Superdry industry. This research chapter analyses the impact of strategic business innovation on improving the brand image of this relevant company. It explores the various strategies regarding business innovation based on the Superdry industry. This research evaluates the various effect of business innovation on enhancing the profitability of this kind of company. It identified the various challenges encountered by this particular kind of industry in developing business innovative practices. This data analysis chapter defined the probable practices for mitigating the obstacles regarding the research topic. 

[bookmark: _Toc136961453][bookmark: _Toc136957656]4.2 Data analysis 
[bookmark: _Toc136957657][bookmark: _Toc136961454]4.2.1 Analysing the effect of strategic business innovation in developing brand image of the Superdry Company
The Superdry company implemented various innovative practices for developing its reputation as well as brand image in an efficient as well as effective manner. The growth of the particular brand is increased through various innovative strategies. On the other hand, the performance ability of the Superdry company is developed by using innovative practices (Veronica et al. 2020). The consumer performance. The financial performance, as well as the business process performance of the Superdry company, was improved by applying various innovative practices. The Superdry Company with the help of strategic business innovation accesses the potential practices of the Superdry industry (Clauss et al., 2019). By applying, various innovative strategies of the Superdry Company focused on the potential changes in a more flexible way. As well as it can help to allow then for focusing as well as seizing benefits where as well as when they can come. On the other mode, innovative practices of the Superdry industry can help to save time as well as money from the organisational innovation. It helps to remain competitive with its competitors in its competitive market environment (Ahmad and Ahmad, 2019). In this way, the brand image of the organisation is increased through these strategic innovative practices.  On the other hand, it helps to enhance workplace security by applying various innovative approaches of the Superdry organisation. In this case, organisations utilise various technology for searcing for better ways. On the other hand, this Supardry company focuses on technology for enhancing cross-communication through these innovative practices within the business. As per Shen, Sun and Ali, (2021) the innovative business strategy of the Superdry clothing organisation focuses on the correct platform that helps to focus on the return. The competitiveness of the particular Superdry company is enhanced with the help of an innovative business strategy. By using various strategic business innovation approaches, this organisation developed brand values as well as identification. Regarding this statement, through innovation, the Superdry clothing industry can reach many consumers in an effective as well as efficient way.  As stated by Miroshnychenko et al., (2021) the innovative approaches of the Superdry clothing industry can help to make a connection with new partners. As well as it can help to enhance the overall turnover in this particular industry. The profitability of the Superdry organisation is developed by applying innovative business strategies. In this way, the overall brand image of this company is increased in an effective as well as efficient mode (Kraus, Rehman and García, 2020). Therefore, in this case, it has been seen that these are the various impacts of strategic business innovation on the brand image of the company. In the financial year 2022, the revenue generated by the Superdry industry was 384.1 million British pounds. The revenue of this industry was 342 million British pounds in the financial year 2020 (statista.com, 2023). The revenue of this company decreased in the financial year of 2019 and 2020 due to covid-19 pandemic. However, after decreasing the impact of covid-19, this industry developed significantly. The revenue of this company was higher in the pre-pandemic situation. Through the various business innovation strategies, this organisation can help to develop its brand image in an effective as well as efficient mode.
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Figure 8: Annual revenue of the Superdry Company
(Source: statista.com, 2023)
[bookmark: _Toc136961455][bookmark: _Toc136957658]4.2.2 Exploring the business innovation strategies of the super dry industry 
The Superdry organisation takes various approaches to its business in terms of innovation. This section of this chapter identified the various innovative approaches as well as defined their impact on its organisational process. Innovative strategies of the Superdry fashion company focus on the process by which the resource can be utilised for innovation to reach the objectives of the business. The innovative business strategies of the Superdry organisation can consist of business competitiveness (Estrada and Dong, 2020). On the other hand, this strategy can focus on the technological environment. It has more approaches that, can serve value on the particular brand. This particular organisation can focus on sustainable practices in terms of innovative practices. This company has to produce all the products as well as services in a sustainable manner. The product life cycle of this company should be sustainable (Müller, 2019). In this case, this organisation can use various sustainable raw materials while producing its products. It has to use organic products that have a low impact on the environment negatively.  On the other hand, this organisation can use recyclable products that can be recyclable for further uses. This significant company takes strategies for reducing its carbon footprint. As well as it can reduce the use of water in its production method (Rehman et al., 2021) It converted its production to an organic way. In this context, this organisation has to adopt an innovative strategy for developing the efficacy of the employees. Employees should be able to perform well in the sustainable production of clothing items. In this case, this organisation can provide proper guild lines as well as training to its workers who are not efficient at work. Then, inefficient employees can able to produce sustainable products in a proper way (Rahma, Leng and Mashudi, 2020). Furthermore, this Superdry Company can launch a customer-facing website for sharing more information regarding the innovation strategies of this company.  This organisation can adopt innovative strategies for making its environment sustainable. Through taking various sustainable approaches, this organisation can protect as well as conserve the resources that are needed for the environment's welfare. It served as a long term-term opportunity for this industry (Muninger, Hammedi and Mahr, 2019). In this case, this organisation focuses on the various environmental policies as well as laws for implementing sustainable strategies. As outcomes, these are the various innovative strategies taken by the Superdry industry for developing its business in a sustainable way.  The number of stores in the Superdry industry was 220 (statista.com, 2023). Across the world in the year of 2020. However, in the year of 2019, the number of stores in this company was high. The reason for decreasing the number of Superdry industries is due to the Covid-19 pandemic. In this case, this industry uses various kinds of innovative practices that help to develop this industry globally. After covid-19 pandemic, this industry engaged more in the online mode. This significant industry uses these various innovative strategies as well as these strategies have major benefits on the organisational process. 
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Figure 9: Number of stores of Superdry Company
(Source: statista.com, 2023)
[bookmark: _Toc136961456][bookmark: _Toc136957659]4.2.3 Evaluating the impact of the business innovation approaches of the Superdry organisation on profitability 
Superdry is a fashion clothing store which makes use of the different innovative approaches in the organisation which has a positive impact on the profitability of the business. Taking different approaches keeps the company in a profitable position and the company is able to earn more revenues. The quality of the products is enhanced and this is done with the use of strategic approaches (Hendriarto, 2021). When the quality of the products is enhanced, there are more sales which impact the profitability of the business. Innovation in the business and profitability have a direct relationship and it has a positive impact on the profit of the business. Another reason for the increase in profit is the enhancement of the business operations. Technology is responsible for improving the quality of the operations and when there is an enhancement in the operations of the business, there is an increase in the profit (Yiu, Yeung and Cheng, 2021). Innovative approaches in the business help the company to be in a competitive advantage and when Superdry is in a competitive advantage, there is more profit for the business. Business innovation approaches of the Superdry organisation have a significant impact on the profitability of the business. It has the ability to boost employee retention. It can make the correct corporate culture within the Superdry industry. If this industry engages with an innovative culture then it can get many innovative concepts from employees as well as this approach can motivate the workers (Mai et al., 2019). On the other hand, this strategy can created them feel listened to by management. As well as it serves their job. It has the ability to collaborate too close because the innovation concept does not work in its preliminary manner. It needs input from each strategy before they are able to be actionable (Ghassim and Bogers, 2019). On the other hand, employees stay connected to the working process through innovative strategies. Employee retention can boost the profitability of the organisation. It can help to reduce turnover of employees which can reduce costs of searching as well as recruiting new employees. On the other mode, it can help to decrease costs that appear with training as well as onboarding new employees. In this way, the profitability of the Superdry industry is enhanced in an effective as well as efficient way.  The profit of the Superdry Company was 38.7 million GBP in the year 2022. On the other hand, the profit of this company was 15.4 million GBP (statista.com, 2023). In the financial year of 2019 as well as 2020, the profit of this company significantly decreased because of the Covid-19 lockdown. The profits were 27.1 and 5.3 respectively. However, in the last year of the Covid-19 pandemic, the profit was much higher. The profit of the Superdry industry was 66.3 million GBP. Therefore, in this case, it can be said that, through those innovative strategies, the profitability of this particular company increased significantly. 
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Figure 10: Profitability of the Superdry Industry
(Source: statista.com, 2023) 
[bookmark: _Toc136957660][bookmark: _Toc136961457]4.2.4 Exploring the various challenges confronted by the Superdry Company in implementing business innovative approaches
There are many challenges, which are faced by the Superdry Company to implement innovative approaches in the business. The major challenge, which Superdry faced, is the problem of money (Arundel, Bloch and Ferguson, 2019). To implement innovative business strategies in the organisation, a lot of money is required. There has been a decline in sales of Superdry particularly after the pandemic. It was not possible for the company to invest such a huge amount of money in the organisation when the company was running at a loss. Modern marketing means the use of new business innovative strategies and it was difficult for Superdry to invest a large amount of money in order to develop modern marketing technologies. Hence money became a factor for the company to implement innovative approaches. The next challenge, which the company faced while trying to implement the innovative business strategy, is the lack of technical training for the employees of Superdry. The employees in the business organisations do not have the technical skill to make use of the innovative strategies and hence the company cannot make use of the innovative approaches (Almeida, Santos and Monteiro, 2020). There lies a gap in the skills of the employees in the use of innovative innovations. This is also a major problem which the company faced. Another problem was the lack of leadership in the organisation. It is important for Superdry and also for other business organisations to have good leaders in the organisation who can guide the employees and make them do the work in the most effective way by giving them the required motivation. Superdry did not have leaders who can provide motivation to the workers in the organisation and take the challenging tasks with the use of innovative approaches.
 Culture plays an important role in the organisation and there is no inclusivity in the company. There is a lack of innovative culture in the organisation and for this reason, many employed in the organisation did not want to make changes in the organisation (Noy et al., 2019). They feared that they may be replaced by the new innovations and this caused resistance from the employees of the organisation. The fear of change stopped the company to take modern marketing steps and Superdry lacked behind the competitors in the market. The other problem was the lack of infrastructure in the company. To adapt to the ways of modern marketing, development in the infrastructure is required which was missing in the business organisations. Without the development of the infrastructure, it was not possible for the company to implement modern marketing (Liguori and Winkler, 2020). Developing a brand image is not an easy task and it takes a lot of time to develop the brand image.  The customers have to be acquainted with the company and then only the brand reputation is formed. There was also a lack of collaboration in Superdry. Until the employees in the organisation work in a group and they work together for a cause, achieving the objectives becomes difficult. As there was no coordination and collaboration between the employees in the company, adopting the business approaches became difficult. The innovative ecosystem in the company was not there. Without an innovative ecosystem, achieving a change in the organisation is difficult. 
[bookmark: _Toc136961458][bookmark: _Toc136957661]4.2.5 Identifying the probable mitigation practices in reducing the obstacles 
There can be many mitigation strategies which can be taken by Superdry in order to minimise the challenges and adopt innovative business approaches in the organisation in order to earn more revenue. The cost must be reduced which can help the company to implement the innovative approaches (Azimovna, Shokhrukhovich and Sodirovich, 2022). An action plan must be done by the company which can help to guide Superdry about the steps needed to be taken by the company and how it can be achieved. When the source of funding has to be fixed first by the business organisations and when a complete plan is made regarding the steps to implement the innovative approaches, it becomes easy for Superdry to make the changes and successfully implement the modern marketing techniques in the organisation. The employees of the company have to be provided training which can enable them to know the use of modern technologies in marketing (Codini, Abbate and Petruzzelli, 2023). Regular training and development of the Superdry employees are required which can help them to get acquainted with the innovative uses and the procedures of modern marketing. This strategy can be useful for the growth and development of the company in the future. The company must hire effective leaders in the organisation who can give motivation to the employees to take up challenging roles in the company and help the company make use of new ways of marketing in order to develop the brand image (Akpan, Udoh and Adebisi, 2022). The leaders in the organisation can guide the workers in the organisation and help them to make use of the technology which increases the productivity of the company. The most challenging tasks in the organisation become easy when there is the guidance of good leaders in the company. 
Superdry must take into consideration cultural innovation and cultural diversity in the organisation. Without cultural diversity, it is not possible for the company to make a name in the market and when there are various types of employees in the organisation, productivity is enhanced as the skills and the talents come in one place. When there is cultural diversity in the organisation, it becomes easy for the company to adapt to the changes of innovation rapidly in business organisations (Baldassarre et al., 2020). The fear of change has to be removed from the employees and this is the responsibility of the managers as well as the leaders in the organisation. The leaders of Superdry must provide support and gain the trust of the employees which can help the company make changes quickly in the organisation as there will be no resistance from the employees in Superdry. The infrastructure of Superdry has to be updated to implement business innovations. The company has to implement new technology in the business firms and along with that the existing technologies have also to be updated (Vaska et al., 2021). Without updating the new infrastructure, there can be no integration of the new and the old systems and this can lead to the delay in adopting the processes. The last strategy is the collaboration of the employees in the company. Until there is collaboration and unity among the employees in Superdry, no work can be achieved. Collaboration and coordination with the workers can help the company achieve the target of implementing the strategies of modern marketing in the organisation. 
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[bookmark: _Toc136957663][bookmark: _Toc136961460]4.3.1 Discussing the first research question
Comparing with the literature  
The first research question deals with the strategic business innovations at Superdry impacting the improvement of brand image. At first from the literature review, it is understood to the key fact the most crucial aspect of a business is its brand image. As per Tapia et al. (2019), by having a strong brand image, a business can connect with its target market and persuade them to purchase its goods. In this respect, while, the findings result predicts the important outcome that making money in the market is impossible without developing a strong brand image because customers would not be aware of the business. Even, it is derived from the significant fact that there are many different marketing strategies, and each one is used to build the brand's image of the company. Superdry uses several marketing strategies prioritising effective innovation measures to bring a positive return to the company.  Overall, comparing the literature review and the findings’ part, it is derived that marketing makes it simple to connect with consumers, and the more consumers know about a brand, the more positive their perceptions of it will be and this is what could improve the profitability of the Superdry company in overall. 
Reasons for similarities or differences with the findings 
Aligning the literature review, one of the innovations of the growth strategy that can keep the new products and services within the organisation's business model is the strategic innovation system. It has been demonstrated that doing in that way can enable it to produce substantial new value for the consumers that are served, and the appropriate corporation is maintained. As per (), the strategic innovation system may be able to handle a variety of organisational challenges and establish business boundaries within the organisational mental model. Because the innovation that has been retained by the concerned level of the strategic innovation system is open-minded and also provides creative solutions, it may also be able to enhance the organisation's brand image. Even from the findings section also, it is gathered to the crucial fact that the strategic innovation system emphasises the creation of implementable breakthroughs through a systematic approach that is much more all-encompassing. Significantly, it is observed that the strategic innovation system is something that is significantly more efficient than the conventional portfolios because they give organisations the right business opportunities and help them maintain their brand image by fostering creativity within their workplace cultures (Hwang and Lyu, 2020). Both the literature review and on the other hand, the findings section revealed that for the organisation, the strategic level of innovations is considered to be a useful asset in dealing with the high volume of customers in the concerned market. Additionally, it has been noted that the strategic innovation system capable of maintaining the technologies and telling the organisation's true properties, which can boost brand equity and preserve a proper relationship with the organisation's customers. It becomes clear from the analysis that Superdry company prioritises an effective level of strategic innovation that enhances the brand image of the companies. In this way, the literature review contexts have shared similarities with the finding’s contents. 
While, as is observed the essential fact that the literature review is portraying the strategic innovation at business. This, findings resulted due to the acceptance of the strategic innovation, the revenue earned by the Superdry company has increased considerably. In the year 2020, it was found that Superdry company earned a level of revenue of about 342 million. While, from the year 2020 – 2022, many innovation initiatives have been undertaken by the firms that have increased the level of revenue of Superdry company to 384.1 million (Rather, 2021). All the numerical estimations in no way were shared in the literary contexts. Only, in the findings section, the author has informed the activeness of innovations to draw a positive impact on the revenue earned. This is particular dissimilarity recognised by comparing the literature review contents and also of the finding’s contents. Finally, it has been importantly cleared to the fact that innovations are necessary at Superdry company and that can only enhance the brand image and profitability of a company to the next level.
[bookmark: _Toc136957664][bookmark: _Toc136961461]4.3.2 Discussing the second research question 
Comparing with literature 
The second research question asks about the business market operation of Superdry Plc and how strategic business innovation is to be driven in assuring business market opportunities. from the literature review, it gets reflected that, through the Innovation 1000 project, Superdry Plc, has made significant investments in technology and digital transformation, including the use of artificial intelligence, big data analytics and machine learning to guide business decisions. From the section of the data analysis, it can be stated that, the business's profitability is significantly impacted by the business innovation strategies driven by Superdry Plc. It has the potential to increase employee retention. As per the research of Hollebeek and Macky (2019), within Superdry, the appropriate corporate culture is required to be created for the development of future business market resiliencies. This indicates the similarities driven by the analysis of the literature aspects and the data and the information collected for the data analysis section. Again from the literature review, it gets highlighted that, Superdry has made digital innovation a priority, creating new and modern online channels and investigating how mobile apps can engage users in fresh and enjoyable ways. The operation of the business innovation also made sustainability investments to reduce their environmental impact, and use eco-friendly materials and manufacturing techniques. Superdry has already reaped tremendous rewards from business innovation. This indicates that in the developing of the business market opportunities within the most competitive market therein need of increasing investment and there in need of the developing of effective strategies. This indicates certain dissimilarities because the business market innovation attracting skilled and knowledgeable employees and retaining them is highly important.  
The data analysis section of the dissertation highlights that, through creative thinking, the working process is kept transparent to the workforce. Increased employee retention can increase an organisation's profitability. Employee turnover can be decreased, which can lower the expense of searching for and hiring new employees. This amount of money can be used and invested for the introduction of innovation with the inclusion of modern and new business market technologies. From the literature review, it gets interpreted that, Superdry has already benefited greatly from Innovation 1000, which has accelerated the growth and profitability of the business. As per the research of Hwang and Lyu (2020), one of Superdry's larger plans to accelerate development and keep a competitive edge in the fashion industry includes the Innovation 1000 program, which was started in 2015. This indicates the similarities between the data and the information. Again the literature review, it gets reflects that, the marketing team's long-term goals of Superdry include offering practical assistance with organisational development and the application of cutting-edge marketing strategies. Superdry's Innovation 1000 project, including its successes and setbacks, and think about the implications for other fashion companies and industries thinking about employing comparable tactics.
Reasons for similarities or differences with the findings 
Superdry recognises that it gets along well with others and maintains its distinctive identity. Additionally, Superdry tries to keep things straightforward. the analysis of the data and information reflects that, due to the fact that their initial implementation of the innovation concept is flawed, Superdry has the ability to collaborate too closely in the assuring of quality investment and business market innovations. Its clothing is simple; they have no strapline. This indicates the seminaries in both analyses. Superdry Plc has to develop the business market investment along with their developing of the business market innovative strategies. Customers from various countries become attached to Superdry as a result of the careful promotion of its positive effects. This is the foundation of the company's brand and the high-quality product forces customers to spend more on specific goods. Superdry played a key role in the use of this and holds the view that in order to grow its market, it must incorporate technological innovation into its strategic management. The organisation's willingness to use the most recent technique has produced results and allowed it to establish a name for itself in the clothing sector.
[bookmark: _Toc136957665][bookmark: _Toc136961462]4.3.3 Discussing the third research question 
Comparing with literature
The third research question of this particular study explained whether business profitability for the Superdry Company can be attained in the strategic innovative business or not. From the literature review segment, it is found that in any organisation, it is imperative to nurture its brand image which can pave the way for a larger consumer base. In the research of Bogers et al. (2019), it is mentioned when an organisation has a strong brand image, it is able to penetrate certain markets and consumers have a positive impression of the organisation. When an organisation has attained brand image by using different marketing strategies, it can be stated that it is able to excel in its business. Further research by Manita et al., (2020), stated that when an organisation is intended to nurture its performance, it has to take serious cognisance of business profitability. Therefore, it is revealed that brand image has a close association with marketing strategies and in order to enhance the brand image, an organisation needs to deliver quality products. It is assumed when an organisation is delivering a quality product to its target consumer base, it is able to create word-of-mouth business tactics. A brand image is built with satisfied consumers. 
The present literature review segment explained that when an organisation is able to earn a reputation for its service or product quality, a large number of consumers become part of them. This is a positive sign as more consumers mean a better business perspective and it can provide higher revenue as well (Gelderman et al., 2021). Therefore, in order to earn a brand image using a modern marketing strategy an organisation needs to be innovative towards its strategy. Superdry is a famous brand of clothing and offers premium quality products. It can be stated that the organisation has earned this reputation due to its ability to deliver quality products. A strategic innovation system can enrich the growth strategy of any ongoing business. With modern technology and different marketing contexts, these organisations are able to reach out to the larger consumer base. As a UK-based organisation, Superdry is famous for serving its consumers quality product and prefers to include a business strategy in order to work with the latest market scenarios. In this regard, the organisation invests heavily which can help it to nurture the existing business condition.
The literature review segment has also shown that due to the modern business aspect of marketing strategy social media marketing has become an integral part that can contribute to interacting with a larger consumer base. Superdry was instrumental in utilising the same and it also believes that in order to expand its market it should use technological innovation in its strategic management. The organisational attitude to implement the latest technique has brought yield to the organisation and it is able to earn a reputation in the clothing industry. 
 Reasons for similarities or differences with the findings
While comparing with the literature, it is found that the findings of the research work are similar to the literature. It is found that a positive brand image of Superdry has helped the organisation to get more consumers. It can also be found that the premium quality product of the company has earned significant numbers of consumers. The organisation never compromised its marketing strategy and has published its unique fashion sense in a subtle way. The company advertised its casual dress which is inspired by American styles and Japanese Graphics. The organisation combined these two unique styles and presented them in a British way. This is the unique fashion tactic that contributes to the collaboration between Asian and Western cultures. Superdry becomes careful to advertise its positive impacts and therefore, consumers from different parts of the world get attached. The brand image of the organisation is based on this and the premium quality product insists consumers spend more on certain items. Therefore, the luxurious brand is able to register profits over the year and thus the fourth research question is answered herewith. 

[bookmark: _Toc136961463][bookmark: _Toc136957666]4.4 Summary 
Modern marketing plays an important role in the growth and development of the business. Without the techniques of modern marketing, it is not possible to survive in the competitive market. Superdry has taken innovative approaches in its business operations which has helped the company to make a brand name in the market. Without developing a brand image in the market, the customers will not be able to know about and there can be no sale. Superdry had taken up many innovative strategies such as it has its own website and it also maintains sustainability in its business operations which has helped the company to be in a competitive rivalry. The quality and the style is maintained by the company and it keeps with the taste and preferences of the customers.  The challenges the company face is the cost which it faced mainly due to the pandemic and the technical skill gap among the employees. The strategies suggest the ways which can be taken by the company to minimise the obstacles and improve the business profit. 


[bookmark: _Toc136961464]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc136961465]5.1 Conclusion
These studies explore the proper representation of the role of modern marketing techniques in the development of the brand image within the organisation. In that way, it has been identified within the overall research that the proper analysis has been conducted by the use of different methods and techniques to properly analyse the modern marketing technique. On the other hand, it also provides the proper assumptions as well as identification that the researcher can be capable of identifying the impact of strategic business innovation on improving the brand image within the organisation. At the end of the point, the Superdry organisation and its profitability have been discussed to attend to the proper business invention within the company. brand image is dominantly dependent on customer satisfaction and marketing strategies of the company, which are followed by them. In this new normal and competitive global market, most of the economic sectors are adopting innovation or creativity in their business. Among all the innovation strategies, marketing strategies are the most significant tools, which can determine the success and image of the companies in a competitive market. It is also discussed by the Superdry organisation. The agency sells a wide variety of items in its wholesale and outlet stores, however, the jackets, t-shirts, and other primary objects are what most people associate with the brand. Superdry's substance-selling gadget features these staples, showing a way to combine them right into a patron's way of existence. Superdry adheres to its method as a sustainable store by producing garments with undying cuts and hues which can be easier to pair with announcement pieces. At the same time as this emblem may not communicate to every form of cognizant consumer, Superdry understands that it gets along nicely and sticks with its personality. Moreover, Superdry attempts to hold matters simple. Its apparel is easy; there is no strapline for them. 
[bookmark: _Toc136961466]5.2 Linking with Objectives 
Objective 1: To explore the impact of strategic business innovation on improving the brand image of the company
The analysis indicates that strategic business innovation plays one of a significant part in improving overall performance as well as establishing the brand image in front of the target audience. However, it has been identified that the literature review will provide appropriate knowledge regarding the different business models and strategies which help the organisations to improve their capability for enhancing their value and also establishing their business boundaries for dealing with the different challenges. The literature review also provides ideas and the best information regarding enhancing the strategic innovation system for establishing the best brand image for the products and delivering creative exploration as well.
Objective 2: To analyse the Superdry Company as their strategic business innovation
As a British organisation super dry company also engages with tiffin retailers in different locations worldwide. Moreover, the literature review also indicates that the company has appropriate irrigation towards creative ideas and innovations for providing the best opportunity to the customers through their products and services. The company requires an appropriate and larger planning framework for enhancing the development and maintaining the competitiveness of the fashion industry. In this way, the initiative towards the Research and development programme will deliver great opportunities and advantages for best environmental sustainability and effective supply chain management. However, the literature review also provides information regarding the adaptor nature for enhancing customer behaviour during the rapid development of the business environment. This will provide another complexity for the companies to enhance their strategy for better sustainability.
Objective 3: To define the business profitability of the Superdry Company attained in relation to strategic business innovation
The Super Global organisation also engages with different international sciences by providing them with different kinds of opportunities to enhance the experience towards their products and services. The company also engages with different partners to establish its marketing strategy in front of different famous individuals. In this way, the company also hands their strategies for advertising its products and attracting different age groups of individuals towards improving its profitability. In this way, the literature review also shows that the adaptive nature of the advertising or marketing strategy will help the Superdry company to enhance their different opportunities with higher potential and establish their products for long-term success. Moreover, the higher competitive environment also plays one of the significant parts for the Superdry company to establish their adaptive approach for experiencing new strategies and practices for better dealing with challenges.
[bookmark: _Toc136961467]5.3 Recommendations	
In this section, the proper suggestions have been provided to the modern marketers of the organisation by that they can easily maintain the strategic marketing segment within the organisation. Therefore some of the recommendations have been provided to the market as that are as follows-
1. It hasn't suggested that the market of the organisation needs to properly focus on the messaging technique as well as the content provided to the consumer to maintain the younger generation. In this way, they also need to properly identify the commitment and also provide the inclusively right away that they can explore the youngest consumers on a larger notice. The Purchase decisions that have been explored by the customers should be effective and also try to elaborate on the messaging attraction. Therefore they have to properly maintain the branding technique, marketing and the packaging system so that they can easily communicate with the customers of the organisation. 
1. On the other hand, it also requires that they properly pay attention to the visuals of the organisation's marketing. The need to have a proper marketing and messaging technique so that they can be available to maintain the inclusive marketing visuals which are presented to the consumers of the company. These types of visual marketing also need to properly identify the identities, religious, backgrounds and disputes of different kinds of disabilities of a particular customer. Therefore these types of visuals can be capable of providing effective attraction to consumers to purchase goods and services from the market.
1. However, it is also required that the markets of the organisation need to properly prioritise accessible marketing within the organisation. By maintaining accessible marketing the marketer needs to properly commit to the resources that are required for the organisation. They also focus on inclusive design practices so that they can be capable of properly identifying the experience of the users and also increase the brand experience within the organisation. It is much helpful to properly understand the proper communication perspective and also get the appointment to engage the customers of the company.
[bookmark: _Toc136961468]5.4 Limitations of the Study 
Some of the limitations that have been identified in the overall research are the use of quantitative information. The research cannot be capable of properly including the different statistics and reports of the Superdry company and also for another organisation to implement the modern technique. In this way, this type of statistical information should be also included to make the perfect dissertation for the organisations as well as the researcher. Moreover, this type of quality information can be capable of providing an overview to the organisations to find out the analytical way of the methods. In this way, if the organisation properly gets the quantitative information by the use of the graphs and charts then it will be the one of the best techniques for the organisation to understand the overall concept.
[bookmark: _Toc136961469]5.5 Future Scope
Some of the strategies that have been discussed in the dissertation are much effective for startup companies. Some popular faces in the promotional activities and these strategies are the most effective and psychological method of attracting customers and making a brand image in the market. This strategy also provides the future perspective to the organisations by which they can easily understand the modern marketing techniques that are required for the organisation to develop the Marketplace and also explore the company for a longer period. Moreover it is also exploring the effectiveness within the market. These strategies are included Celebrity endorsement and Influencer marketing. Through influential and attractive speeches and appearances, marketers are promoting their products, and operational targets and enhancing the brand image by attracting and engaging customers with them. In front of modern marketing, traditional marketing is too odd because, in the modern marketing strategy, there are remaining a lot of options, flexibility, easier accessibility and sustainability, which are absent in traditional marketing. In this study, the effectiveness of modern marketing strategy in the enhancement of the brand image of an organisation is critically elaborated. In this way provide the effective future perspective to the organisation and also have the start-up companies to understand the implementation and role of modern marketing technique with in the development of the brand image. It was a provide the appropriate analysis of the modern marketing technique by that they can be easily evaluated the different methods and techniques.
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