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MBA DISSERTATION LCMB7020  TOPIC: ANALYSIS OF BRAND -MANAGEMENT STRATEGY FOR SHOEZONE COMPANY IN THE UK 

Abstract Purpose 
This research has focussed to analyse the brand management strategy of ShoeZone to identify its effectiveness and loopholes. 
Methodology and Design  
Based on the determined areas of influence such as quality, use, image of the brand and popularity-a survey questionnaire was designed among 30 participants through google forms. Furthermore, literary analysis has been performed by using secondary data collection methods. The findings from the survey questionnaire has been evaluated by using descriptive statistics whereas thematic analysis has been used to find results from literary sources. 
Research Limitation 
The survey only focussed on evaluating the concepts, feeling and thinking of consumers about the product and branding strategy of ShoeZone. This process somehow skips the broad thinking of consumers about the brand management strategy of ShoeZone. It was difficult to evaluate findings from the response of only 30 participants. 
Practical Implications 
In this International competitive business environment, the significance of strong brand management is well documented. Marketing of a product is not only based on the product quality it is directly related to the brand management strategy. The reaction of consumers on the last purchase has revealed the significance of understanding the evaluation of consumers in their purchase decision process. Therefore this study has discussed the impact of poor brand management strategy and adequate ways of improving this strategy.  
Value/Significance  
There is no single research done on the brand management strategy of ShoeZone to indemnify their limitations and effectiveness that makes the outcome of this research valuable. On the other hand, the practical implication of this research has shown the significance of improving the brand management strategy along with the best quality product of ShoeZone. 
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Chapter 1: Introduction  
1.1 Background  
In contemporary times, Shoezone occupies a highly competitive position in the U.K.'s retail market. The critical component of the success of the retail footwear company is diversity due to its high volume of orders, good quality shoes at low retail prices and its direct sourcing channels. The company was founded in 1917, currently operational throughout the U.K. and Ireland with more than 400 outlets. The head office of Shoezone is located in Leicester, England. By 2021, the company escalated a profit amount of 9.5M Euro with sales of 16 million footwear pairs per year. The company maintains a strategic relationship with its suppliers. The company has had a strong online presence since 2010; via the online network, the brand promotes lucrative offers to its customers, enabling online footwear shopping (Shoe Zone, 2022). Throughout the years since its existence, the company is showing cumulative performance, competing with other brands in the U.K. market. It is observed that the company focuses on delivering high-quality footwear at low prices and improving its profitability in the growing market. In these regards, it is observed that Shoezone's brand management strategy is at the centre of improving the company's brand awareness, brand recognition, customer loyalty and profitability.  
Reflecting on the history of Shoezone's business strategy and operations, it is observed that from the last decades onwards, the company has been preparing central concepts to compete within the national economy and in the changing marketing dynamics. As brands recognize the contemporary time business, Shoezone centred the brand management strategy at the core of its operations to facilitate recognition and improved loyalty (Passos et al., 2018). The current market offers innovation opportunities, so the company will likely shift its focus on managing the brand to promote it in the domestic market. Strengthening the brand position in the current market implies the exploration of new markets across the U.K. Additionally, brand management adds value to the company. The current competitive market is rapidly evolving due to globalization and brought significant changes in the traditional operation of large-scale businesses like Shoe zone. Strategic and resource-based management impact the company's existing strategy, processes and firm outcomes. However, the market sensing capabilities enable firms to become innovative with a consolidated brand management system, which positively influences a firm's performance (Bayighomog Likoum et al., 2020). Modern business concepts and assumptions highlight that understanding market and brand orientation enhances a company's overall performance. This study mainly focuses on how a robust brand management system acts as the stimulating instrument that fosters the achievement of competitive advantage against existing competitors and new entrants. Brand management strategy refers to building activities that empower the brand's strategic and corporate management, enhancing long-term brand performance. It is obtained that market orientation and, subsequently, organizational innovation impact brand management strategy. The preparation of a brand management strategy is also dependable on the effects of environmental factors. Environmental factors such as market sensing capabilities, competitive intensity, market dynamism and performance indicate the need for a consolidated brand management framework (Juanamasta et al., 2019). Analysis of the brand management aspects shows that market dynamism and competitive intensity directly influence the knowledge management capabilities of an organization.  
The company Shoezone can increase its brand enquiry. Brand loyalty is emerging as the key driving force of competitive advantages by managing long-term relationships with potential customers. In this context, customer loyalty is acknowledged as a dimensional construct further categorized by attitudinal and behavioural components. Antecedent perception of brand loyalty involves shifting cost and level of satisfaction, with perceived quality as its foundation. Still, the modern definition of brand loyalty is altered, emphasizing the brand's cognitive decision-making and brand-customer relationships (Juanamasta et al., 2019). Today, the concept of the brand loyalty paradigm encompasses multiple potential determinants such as brand trust, brand experience and, specifically, brand engagement.  The term customer loyalty is also inextricably associated with the term "consumer brand engagement." These terms define the same staging consumer's emotional, cognitive and behavioural brand activities are relevant to specific interactions that play a role in building relationships with brands. Therefore customer brand engagement is considered an indicator to predict the loyalty-related outcomes of the customer of Shoe zone. In this context, it is explicit that satisfaction or improved customer experience increases customer loyalty which is different from brand engagement (Almohaimmeed, 2019). More distinctly, customer loyalty can be conceptualized based on cognitive judgements and transaction-specific outcomes, whereas engagement comes under a broader relational concept that articulates emotional and behavioural outcomes. Therefore, customer loyalty and brand engagement are increasingly crucial in brand strategic management. It helps contemporary companies to create an emotionally loyal customer base.  
It is widely observed from Shoezone's store portfolio that the company enables multi-channel delivery services to ensure interaction with the consumers via any medium and endeavours to retain the existing customer base while adjoining new ones. Retention of customers is necessary to cope with the ever-changing business environment and compete with existing footwear manufacturers in the U.K. The evolution of the network economy, globalization and customization of products increase competitiveness in the current market, which is another reason to sustain its loyal customers (Almohaimmeed, 2019). One strategic solution that the company can utilize to increase customer loyalty is managing its customer relationship management. The advantages of a customer relationship management system in the Shoezone will help increase customer loyalty, satisfaction and profitability, and organizational performance.  
1.2 Problem Statement  
In modern times, brand identity is the backbone of any business to grow through overcoming contemporary competitive obstacles. It comprises every single entity of a business which is essential for success. Damaging to brand reputation or identity affects the business negatively, therefore. The issues with brand identity or promotion of brand awareness are often hidden under the organizational or managemental strata, affecting the company to achieve the peak of success. Globalization and changes in market dynamics combinedly exacerbate the adverse situation. Hence, it needs to be identified, and potential solutions must be taken. Therefore, the study is to be taken to understand how the formulation of brand management strategies can emerge as the panacea to these current business challenges concerning Shoezone company in the U.K.  
1.3 Rationale  
As in the modern era, most businesses focus on the product differentiation strategy overriding management aspects. Numerous business-related research reveals that strategic organizational management plays a significant role in managing and improving business and capturing profitable opportunities. Therefore, in this following research effectiveness of strategic brand management will be explored. The aim of the research explicitly shows the active role of brand awareness and customer loyalty in brand management. On the contrary, the objective does not involve any conceptualized framework to show the interrelation between those elements. However, the study will reflect on Shoezone's brand management strategies by analyzing its existing business framework and the aspects of customer loyalty and brand awareness in a close association.  
1.4 Research Significance  
  The research work is profoundly significant as it will explore the most critical arena of business development. The research work reflects Shoezone's domestic business in the U.K. The research entails the importance of brand management in contemporary times for the business's survival. Analyzing the concepts and theories of brand management and its relationship with customer loyalty and brand awareness will be widely explored. It represented an in-depth idea about the branding of a contemporary business by formulating new strategies and their application to escalate brand image and profitability.  
1.5 Aim and Objectives  
Aim  
The primary aim of this dissertation is to evaluate the brand management strategy of the Shoezone company along with a demonstration of improvements in brand recognition, profitability, and customer loyalty in the United Kingdom.  
 
Objectives  
· To evaluate the brand awareness strategies and customer loyalty for the Shoezone company  
· To critically analyze the influence of the brand management strategy of Shoezone company for escalating customer loyalty  
· To recognize the contemporary marketing and branding challenges confronted by the Shoezone company 
1.6 Research Question 
· How does Shoezone Company's brand management strategy cumulatively improve customer engagement with the brand ensuring profitability?  
· Why are branding challenges adversely influencing the marketing campaign of the Shoezone company across the United Kingdom?  
· How do current customer loyalty and previous strategy differ from each other?  
· How can the Shoezone company's customer loyalty be further improved by formulating a new strategy?  
· How does customer loyalty positively impact customer retention, improving its brand value?  
1.7 Chapter Overview  
In the current competitive business landscape, Shoezone is standing in a leading position in its improved brand orientation and brand management. In this dissertation, the brand management strategies of Shoezone will be analyzed. The dissertation will be completed by constructing distinct chapters, including a literature review, methodology, findings, discussion and conclusion. A secondary research methodology will be followed. The secondary data will be analyzed and interpreted in the findings. Discussion of the study will include the interpretation of findings.  
 
 	 

Chapter 2: Literature Review 
According to Hossein & Reza (2018), customer satisfaction and expectations are essential for maintaining customer loyalty. Customer loyalty is a solid prognostic of brand power in any company. In their opinion, it is essential to create or build a solid brand to ensure the achievement or success of any company shortly. To achieve success, investing in a brand provides rapid access and also, with this, productively provides long-term growth or development. 
2.1 Brand awareness strategies   
According to Ami et al. (2018), to build brand loyalty, brand awareness and credibility are significant factors for consumers or marketers. The authors have proposed that brand awareness or credibility creates the personality of any brand, which enhances the equity or value of any brand. The other authors (Veri et al., 2019) stated that digital media platforms are essential in building strong communication between consumers and brands to influence brand equity. They also stated that brand awareness had become a critical supplement that affects the perception of any particular brand. Successful brand management can be obtained by overviewing the connection between brand loyalty and image. This helps in making an impact on the consumers at the time of decision-making. Recent studies show that advertisements or promotions significantly build strong customer awareness (Veri et al., 2019 ). According to (Makrides et al., 2020), a brand represents the name, design, condition or symbol or any other tools of a company to identify a service or product and act as a distinguisher between a seller and another seller. They have also mentioned that the name of a brand is indivisible from an important or unique moment and also possesses some philosophical values to bind to that particular company. 
The authors (Hossein & Reza, 2018) have stated that a company's brand's flavour is not restricted to preamble anything to others or to be acknowledged by others. As per the above author's opinion, the depth of the brand emphasizes the definition of how brawny perseverance is and how efficient the brand is in motivating or changing anyone's attitude. Those honourable researchers have also mentioned recognizing or identifying the idea or perception of marketing and business; most companies give attention primarily to making awareness for their customers so that any brand of a company can capture the root or base in customers' thoughts. Ideas or skills about a particular brand can generate instinctiveness in some customers (Makrides et al., 2020). Essential awareness regarding any brand has various points beginning from the basic level, not identifying the brand or brand identification, the highest point of the mind recognizing stage. According to Ami et al. (2018), the awareness strategy related to any brand can indicate the presence and commitment that are essential for a company to flourish. 
For this reason, if the knowledge or concepts of a brand is high, then the existence of that particular brand can always be felt. They have also proposed that various factors behind a renowned brand's success cause a brand to obtain or acquire high and strong brand awareness and require continued processing of advertising and the distribution or contribution of services or products that reach vast groups of people. The other authors (Veri et al., 2019) have proposed that a perfectly well-organized brand can generate customer value and satisfaction. They have stated that brand awareness has various recognizable indicators, like providing a perception of satisfaction and pleasure (Makrides et al., 2020), which can be easily identified and inspire consumer decisions (Ami et al., 2018). According to (Makrides et al., 2020), the term brand awareness can be defined as an ability of a particular consumer to identify or recognize that the name of a brand of a particular company is a section of an appropriate product category. They have also explained that brand awareness is the capacity of customers to recognize a company's brands under various situations that are reflected in brand modification or reconstruction and recorrect performance (Yaseen et al., 2019). 
 
[image: ]                                                                  Fig: Conceptual Framework 
                                                                Source : Surahman et al. (2020) 
Through this diagram, the authors Hossein & Reza (2018) have explained that brand awareness inspires customer decision-making for any service or product. Brand awareness has become a significant variable impacting customer brand insight. For this reason, they have stated that brand awareness plays an essential element in customer buying interest. 
Some other brands try to capture their mind to inspire customer interest by representing it as a choice or option among different existing brand alternatives (Dilham et al., 2018). According to (Khawaja et al., 2021), repurchase intention is a type of intention to redeem a product more than once. They are achieving a position where customers want to repurchase any product, which means that the company provides customer satisfaction (Labbad et al., 2018). 
2.1.1 Customer loyalty 
According to Hossein & Reza (2018), several brand connections are recognized as symbols of 'loyalty' based on a buyer's viewpoint. They also exclaimed that it is essential to study customer loyalty properly as it is the main key factor for any organization's survival. The term customer loyalty is also inextricably associated with the term "consumer brand engagement." These terms define the same staging consumer's emotional, cognitive and behavioural brand activities are relevant to specific interactions that play a role in building relationships with brands. The above authors (Hossein & Reza, 2018) also identified the connection between client satisfaction and consumer loyalty. Customer satisfaction is a philosophical framework regarding any business. It expresses any organization's ability to deal with customer management, requirements, and forecasting and focuses on making value or credibility for them (Dilham et al., 2018). They have also proposed that Customer loyalty is a detectable and observable intention of any purchaser to perpetuate the connections with service suppliers. According to (Khawaja et al., 2021), the consumer is eager to apply the product and the company's service for a more extended period and endorse the service and products of the company to the adjoining environment. Customer loyalty is related to the consumer's eagerness to purchase frequent services or products which are assisted by intellectual or rational ties and detained fast to the service of the company which provides service and goods (Hossein & Reza, 2018). The authors have also stated that for a company's success, customer loyalty is an essential factor as the achievements of the profitability of any company are inspired by the consumer with a high level of loyalty. According to Hossein & Reza (2018), loyal and faithful consumers are much preferable to any company as these loyal customers aspire to be a little cost sensitive and to redeem the company's products. In this context, customer loyalty is acknowledged as a dimensional construct further categorized by attitudinal and behavioural components. Antecedent perception of brand loyalty involves shifting cost and level of satisfaction, with perceived quality as its foundation. Still, the modern definition of brand loyalty is altered, emphasizing the brand's cognitive decisionmaking and brand-customer relationships (Juanamasta et al., 2019). They have also proposed that all the opportunities for any organization to apply the dimensions of customer satisfaction have been exposed in various studies, like estimating behaviour and details from the visitors and recognizing the strong and weak points (Maria et al., 2019). 
2.1.2 Customer satisfaction   
According to (Veri et al., 2019), Customer satisfaction can be termed as the perceptions of any individual by measuring the recognized performances of any product to one's expectations. The authors have proposed that to achieve success in future, any company or organization-organization should have explicit knowledge about their customer expectations as it is a significant element in determining any company's achievement. As customer satisfaction provides valuable information for the company, it is essential to identify the consumers' necessities. This will be highly valuable for them to improve this comprehension. According to (Surahman et al., 2020), customer satisfaction is a type of gratification or despair for someone who emerges after differentiating the execution of the service results acquired from the anticipated performance. The authors have compared that if the outcome does not meet the assumption, then the consumer becomes disappointed. On the other side, if the performance of any service is above expectations, the consumers become appreciative and satisfied (Ami et al., 2018). The satisfactory level of a customer with a service or product is more challenging to acquire if the products or the service of an industry or company becomes unable to realize what consumers expect (Veri et al., 2019). Maintaining the excellent quality of any service or product can supply various levels of gratification for several consumers. Thus, any organization should always satisfy attention or consciousness to the standard of service and products provided to consumers (Hossein & Reza., 2018). The other authors (Dilham et al., 2018) have also proposed that customer satisfaction can be applied to position all the plans by which any company achieves niche markets. As per the above author's recommendations, consumer satisfaction can influence procuring behaviour of a company which generates the habits that satisfy the customers and will be reliable. 
2.1.3 Service Quality 
According to (Surahman et al., 2020), the quality of service is a significant thing that must be sustained by all the individuals working as employees in a definite company. Service quality is the expansion of the variations among expectations or assumptions and the substantiality of consumers for the products or services the customers get (Veri et al., 2019). The authors have proposed that service quality is one of the essential key factors behind a company's success. If the quality of any service does not match the required or assumed expectation, the consumer will feel dissatisfied and terminate the company's connection of service (Dilham et al., 2018). For these reasons, the quality of any service can be termed as variations among consumer expectations of service or product perception. As per the opinion of (Ami et al., 2018), if expectations are much higher than the performance level, then recognized quality is at most the level of satisfaction. For this reason, consumer dissatisfaction appears. The authors (Surahman et al., 2020) have proposed that the service quality based on the internet banking service can permit the ability to  give benefits about the transaction of consumers and the privacy of each person's data which may be consigned to the bank and can increase the customer satisfaction ratio. 
2.1.4 The influence of Brand image on customer loyalty 
 According to (Surahman et al., 2020), a brand's image is one type of consumer perception that helps understand the brands of any product that can be imagined or felt. An actual image of a brand helps the consumers to remember the products more efficiently and also provides help in making decisions at the time of purchasing. A satisfactory level of customer is interconnected with the image of a brand product, as it is essential to maintain a customer's trust. The authors have also proposed that the level of trust or faith of customers in a brand is inspired by their view of the specific brands' abilities so that if the consumers have gradually misled about the goods or services' ability, the consumer will protest.  
  
2.1.5 Linking between customer satisfaction to brand power 
The authors (Hossein &Reza, 2018) have figured out in this paper that brand equity determines the connection between service recovery and customer satisfaction. They have also stated that the unity between quality and favourableness, along with influential brands, assists consumers in categorizing the failures and unstable services. Scholars have also found that corporate or consumer satisfaction or reputation can be a vast advantage for any company. In this literature review, the above authors have considered customer satisfaction as a vitally important asset which can provide several advantages for companies firms including The other authors (Ami et al., 2018) also have explained a context to explore the connection between consumer experience levels and the performance and stated that it is more significant for any long-lasting products as the customers or the consumers usually applies all the goods or products randomly and also for prolonged periods (Brodie et al., 2018). 
2.1.6 Linking customer experience to customer loyalty 
According to (Veri et al., 2019), a memorable customer experience significantly impacts an individual's future attitude. They also formed a parameter to identify memorable and essential experiences influencing the following behavioural motto. They also have figured out mixed sentiments where the service quality calculates and introduced new, innovative analyses. The other authors (Hossein & Reza., 2018) have also talked about the concept or idea of customer loyalty as an outcome of purchased assessments decision in a proper and appropriate transaction. Customer loyalty is termed explicitly as the necessary strength of the connection between a customer's relative concerning behaviour and the trade (Abdul et al., 2020). 
2.1.7 Linking between brand power to customer loyalty 
According to Ami et al. (2018), a valid and logical brand name can also help distinguish or convey the standard of a good or product.   
 
 
[image: ] 
                       Fig: Relationship between brand power and customer loyalty 
                                      Source: (Ami et al., 2018) 
They also focused on the positive side of the relationship between brand power and customer loyalty. Based on this concept, the above authors have figured out a diagram showing how brand power influences customer loyalty. They also have suggested that the leaders or directors of the company mainly miscalculate the power or ability of consumers' experience. The authors (Ami et al., 2018) also have tried to explain the proper connection between brand power, customer satisfaction, customer experiences and customer loyalty by providing diagrammatic features. They have explained how customer loyalty to a company depends on the trust service brand value (customer satisfaction) and physical or emotional demand (customer experience), interlinked with the brand power by following all the brand awareness strategies (DAM et al., 2021) 
2.1.8 Linking between brand strategy awareness and customer satisfaction along with customer loyalty 
The authors (Sao & Tri, 2021) explained this by defining the concept and showing the relationship between brand image, customer satisfaction and customer loyalty. They have shown that customer satisfaction plays an essential character in the success of any company, and they also have mentioned how significantly it affects consumer behaviour and communication. 
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                 Fig: Relationship between brand strategy awarenesses and customer satisfaction 
                                      Source: (Abdul et al., 2020) 
The authors (Hossein & Reza., 2018) have defined this interlinking connection as the fundamental strength of the bonding between a customer's relations behaviour and repurchase trade. They have shown that customer satisfaction imposes a positive effect on customer loyalty. According to Abdul et al. (2020), the image of any brand of a company depends on its customer satisfaction, the quality of its services and the customers' loyalty. The authors have stated that satisfaction is a type of emotion of any customer concerning service or products they have consumed. They have also explained that satisfaction can be termed as a chain of psychological conditions generated. At the same time, the sentiments adjoined by expectations are coupled with old customer feelings about how they feel at the time of consumption. Customer satisfaction is a differentiation among the opportunities of a service or goods recognized just before the product or the service is consumed. According to Sao & Tri (2021) 
 
2.2 The contemporary marketing and branding challenges confronted by the company The authors (Abdul et al., 2020) have figured out all the objectives of contemporary marketing to get a clear concept of their strategy that incorporates both authentic and advanced aspects of marketing. 
2.2.1 Marketing aspect 
According to (Pradana et al., 2022), marketing is essential in dealing with any business due to its ability to create consciousness and influence consumers to buy any goods or services. They have also stated that a business's strategy is usually based on its marketing plan to fulfil its market target efficiently. As per the opinion of another author (Natalia et al., 2021), being a vital part of business commercial growth or development, it is the primary essential component in marketing intelligence acquired by several industries to attain the potential consumers by obtaining their concentration and inspiring them to purchase certain goods or services. 
 2.2.2 Contemporary Marketing 
According to (Abdul et al., 2020), the term contemporary marketing can be defined as a theory which imposes the significance of consumer orientation against the conventional market inclination. The authors also have proposed that this marketing concept is reposed on four poles, including customer needs, target markets, profitability and integrated marketing. The authors have helped enrich the concept of this contemporary marketing in the business market and the customers. To discuss the theoretical implications of contemporary marketing, the authors have discussed the division of two types of markets and argued that the primitive authentic division between the customer and B2B or Business-to-business marketing applications is more clarified in current circumstances. The authors (Elizabeth et al., 2018) have mentioned despite having unique aspects; B2B marketing is not productively different from consumer marketing (Elizabeth et al., 2018). They have also emphasized that it is necessary to identify the resemblance and differences in the marketing practice through the entire context to know about the applied approaches. Knowing how many objectives can be exercised simultaneously is also essential. They have also mentioned the other types of importance to explain how all of these exercises can be inspired by other market characteristics. According to (Abdul et al., 2020), to understand the concept of contemporary marketing practice properly, it is essential to include in-depth marketing strategies. 
2.2.3 The challenges or problems associated with branding and consumer marketing 
According to (Juanamasta et al., 2019), branding can be defined as a principle or discipline developed from the customer's domain. They also have proposed that a brand is one type of cluster of productive or functional advantages which extend an innovative promise. The authors (Elizabeth et al., 2018) have explained that in an industrial or technical market, branding can be recognized to bring all the benefits to several stakeholders for any organization to invest financially. According to (Veri et al.,  2019), despite having several advantages regarding branding, a lot of companies nowadays are facing a lot of problems regarding branding, such as developing a digital strategy, acquiring integrated marketing interaction, treating the brands as essential assets, maintaining brand relevance, etc. After doing proper research, the authors (Juanamasta et al., 2019) have explained an epilogue identifying those additional significant branding challenges. They have discussed how any company brand can be built internally without facing challenges. They also have said that the current pressure in delivering short-term results for a financial purpose merged with the segmentations of media that will convince the organizations to highlight the practices (Ganushchak et al., 2018). 
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Fig: Branding challenges 
Source: (Elizabeth et al., 2018) 
As per the above author's opinions, strategically creating a proper brand portfolio can enhance the clarity about the particular company. Marketing areas are deeply conscious of the profound shifts within the modern marketing environment, which is attributable to digital (dis)intermediation. Due to the rapid development and transformation of the digital world, the latest technologies have developed new markets, which increase the number of new customers along with the new competitors. The authors (Ganushchak et al., 2018) also have pointed out the most frequent common types of branding challenges, such as trade-related barriers, farm gate sales, health consciousness, sanitary and phytosanitary measures, consumer preferences, supply and demands, price fluctuation and market intelligence, consumer preferences, and quality issues as well as certification that any companies usually face and provide detailed explanations by categorizing them. Trade barriers include import taxes and non-tariff barriers to deal with import allocations and licenses for importing goods. It does not boost companies' export of services and goods to an international market. Farm gate sale also creates barriers in the case of direct marketing, like customers' dissatisfaction, investment in the farm productivity, acquiring and learning the latest technologies, and staying with resilience in regards to global economic factors. Consumer preferences are significant for developing any kind of business because once they are satisfied, it will automatically provide a way of successful branding. It can be said that consumer satisfaction fuels the actuality of the brand, considering what necessary steps are needed for business improvements (Ganushchak et al., 2018). The authorities of Shoezone have talked about threatening brands as assets. Also, they have mentioned that building a digital strategy or building any brands internally can also be a challenge for the brands. Supply and demand also create challenges in a company's branding consisting of manufacturing delays, port congestion, and weather events. It can be noticed that as the prices of the goods go up, customers' needs will be reduced, and more supply sets foot into the market. Making new subcategories of a brand, price fluctuation can also be a challenging factor for the company. 
 
2.3 Key Factors That Influence Customer Loyalty 
Through rigorous investigations, many critical factors are identified that positively influence customer loyalty. The authenticity of quality products is essential for better brand management to improve customer satisfaction. According to Nastasoiu & Vandenbosch (2019), customer satisfaction is related to time management in the service industry. Extended periods of waiting time always negatively influence the customers. Excellent user satisfaction improves the relationship between potential customers and brands. The interrelationship among quality products, dependability, trust, fast response and good customer service accelerates the brand management strategies. 
2.3.1 The Importance of Loyalty Programs 
In this era, brand marketing is a competitive strategy to gain a high rate of customer attention. The authors focused on many conglomerate brands that use various loyalty programs as a competitive tool to increase customer satisfaction. It has been noticed that in 2016 two giant coffee shop chains named Starbucks and Dunkin Doughnuts coincidentally launched their customer-oriented loyalty plans through mobile apps. More than 66% of coffee shop chains in the U.S. have come up with new ideas for loyalty programmers to hold off the competition in the market (Nastasoiu & Vandenbosch, 2019). Decreased consumable product prices are directly related to high customer satisfaction, which helps various brands promote themselves in the market. Loyalty programmers are reward-based tools; the authors (Nastasoiu & Vandenbosch, 2019) found that customers accumulate ample points to achieve rewards or gifts from the company. Customers also prefer a higher status upgrade to receive better brand services. From a competitive perspective, the switching cost of products may improve customer satisfaction. When companies sell similar products in the market and compete from the price background, the customers  
 
[image: ] 
Fig: Framework of recommendations for designing effective loyalty programs Source: (Nastasoiu & Vandenbosch, 2019) 
 
2.3.2 Uses of personalized combinations of coupons 
As stated by the authors (Nastasoiu & Vandenbosch, 2019), variable combinations of coupons have helped many famous brands worldwide to outperform the brand marketing strategies and do better than other brands that do not entertain customers with coupons. Personalized offers always attract customers, and brands acquire a competitive advantage because frequent buyers visit their showrooms and boutiques to get products. 
2.3.3 Rewards As a Tool for Rapidly Increasing Customer Loyalty 
Several rewarding programs are used to escalate customer loyalty. According to the authors (Nastasoiu & Vandenbosch, 2019), these reward programs vary among companies. Some rewarding programs are easy to replicate, but some are not. Some efficiently replicating and highly recommended reward programs are- buy one and get one free, collect point values by spending some money, and buy one product and get one free. Rewarding offers that are difficult to replicate by the brands are custom-fit and personalized products. 
2.3.4 Ambivalence Strategies to Increase Buyers 
According to (Nastasoiu & Vandenbosch, 2019), sometimes brands focus on unclear reward structures to gain customers' attention. The author shed light on how a Minnesota-based Caribou coffee chain went for a different strategy in terms of customer loyalty programming. This unique loyalty offer named caribou perks differs from others in many aspects. They do not make the customers aware of the time when they will receive rewards and gifts. The brand sent personalized notifications to its customers. The customers were thrilled by the surprises sent by the brand and organically got attracted, which hiked the sales and production rate of the Caribou coffee chain. 
2.3.5 Prospects of Internal Marketing    
According to (Baboolal-Frank, 2021), the traditional marketing strategy depends on the 7 Ps and 
Those are price, place, promotion, product, personnel, procedure management and physical Assets. These are the basic strategies of traditional marketing. Procedure management is related to the services provided by the company when customers face difficulties while buying a product or during the payment process. Brands like Amazon always encourage the promotion of eco-friendly and sustainable products. As stated by the authors (Nastasoiu & Vandenbosch, 2019), taking care of nature and natural resources stimulates customers as people are aware of pollution, its causes and effects; everybody wants to be ensured of minimal carbon footprint, which is one of the competing needs in support of biologically high-yielding space. It has been noticed that green marketing can maintain sustainability in businesses and provides an opportunity to produce energy-efficient products which can be recyclable easily. In the case of internal marketing, carbon footprints can assist in understanding carbon-intensive hives in the internal operation of the business, like logistics, production, etc., along with the production of the company's value chains. Moreover, in the case of internal marketing, carbon footprints reduce the wastes and costs that develop the business's bottom line. Compared with the alternative procedures, it can lessen the operations' carbon powers (Nastasoiu & Vandenbosch, 2019). With the assistance of internet marketing, company culture can be reinforced and developed with increasing customer engagement and satisfaction. Most of the time, the employees of the companies become the brand ambassadors of that particular company that can quickly improve the standards of the businesses. 
2.3.6 Tactics Followed by the Brands for the Maximum Customer Acquisition 
As stated by the authors (Baboolal-Frank, 2021), both internal and external marketing strategies should satisfy the customers properly. The employees must share a healthy relationship with highly skilled and trained employees who can handle the customers more effectively, which is an excellent brand marketing strategy. The author mentioned how the brands use a marketing plan that adequately addresses customer difficulties for more customer acquisition. According to Baboolal-Frank, (2021), customer satisfaction depends on three aspects: market research, internal communication and training. The employer and the employee should thoroughly know what the customers need and want from the brands. The author sheds light on how Amazon controls online customers by checking their psychological thinking and gathering data while purchasing products. 
 
2.4 Importance of Build up a Customer-Driven Company 
According to the author (DAM & DAM, 2021), the service industry nowadays has become an important driving force in developing business economic areas. To make a company more successful and customer-oriented, the brand owners should consider ten factors; they are internal politics, market simplification, customer fear, corporate culture, market complacency, resources, capability, logistics, cost barriers, perceived market drivers and credibility. It has become so crucial for all business organisations to realize their customers and know how customers and clients think of the service quality, their satisfaction areas, loyalty to the business organization and brand reputations. As per the opinions of the authors of this paper, all the companies should be developed as customer-driven companies (DAM & DAM, 2021). Quality of the services has received ameliorating attention in the escalation of customer numbers because it can be defined as the acquisition of client or customer needs in the product delivery processes. Linkage in the middle of customer loyalty and brand image has shown the importance of their links. A customer-driven company always has to focus on customer satisfaction because once satisfied; it will automatically develop the business processes. Besides this, this approach will provide a good opportunity for the business authorities that, from customer satisfaction, have come to know how their services meet the client's expectations (DAM & DAM, 2021).  
2.4.1 E-Service Quality to Retain Customers and E-Recovery 
Brands can improve customer retention by providing top-notch e-service quality to their customers. According to (Hongdiyanto et al., 2020), to improve service quality, all ecommerce sites should have descriptive content, easily accessible to customers. The content must be witty and written with suitable graphic styles, which fulfils the customers' requirements. The content of e-commerce websites should be data-driven; designed websites with great call-to-action buttons and visual elements can attract more online customers. Erecovery is the management of service performances of e-commerce sites. A downgraded service performance degrades customer satisfaction, leading to slow business disruption. 
 
2.4.2 Tactics Used by the Companies to Increase the Rate of Repurchase and Revisit of the Customers on E-Commerce Sites 
Companies should have proper branding strategies and encourage product promotions, so customers buy from the same brand repeatedly. Hassle-free online transactions and good loyalty programs always induce customers to shop more. By the opinions of (Hongdiyanto et al., 2020), for e-commerce sites, several aspects are considered that push the customers to buy from the same e-commerce platforms. Those are- proper product descriptions with authentic images, smooth payment systems, fast delivery systems, personalized customer requests, after-delivery services, and proper carriage methods that do not damage the products. 
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Figure: Model of Analysis to increase the rate of repurchase and revisit of the customers on the company website 
Source: (Hongdiyanto et al., 2020) 
From the above figure, it has been noticed that both e-service quality and e-recovery play essential roles in continuing customer loyalty in businesses. Following the opinions of the authors (Hongdiyanto et al., 2020), the five crucial e-service quality aspects are reliability, tangibility, assurance, responsiveness, and empathy. E-service quality provides the differences in the middle of consumers' expectations regarding service performances that prioritize service encounters along with their expectations of service performances in advance of service offerings. E-recovery provides data recovery applications which help to ease the rate of keeping up customers' loyalty, leading customers to choose one brand in regards to the others. Customers' loyalty in the businesses increases the rates of repurchase and maintains better quality in the productivities. Besides this, according to the opinions of the authors (Hongdiyanto et al., 2020), a company can quickly meet and exceed all its customers' expectations with the assistance of customer loyalty. Like most companies, shoreline also follows tactics like offering discounts, rewarding customers who become premium members, subscription facilities, etc., to maintain customers' loyalty. After reviewing the above figure, it has been noticed that customer repurchase intentions are deeply related to customers' loyalty, e-service quality, and e-recovery. Most companies focus on developing their brand personalization, offering incentives, making seamless orders, and trying to solve all the customer's queries and complaints to increase customers' repurchase intention rate. 
2.4.3 Customer Trust to Maintain a Better Brand Image  
According to (Özkan et al., 2019), customer trust and maintaining a healthy association between the brands and the customers is a tricky and critical element. Trust is a behavioural aspect that brings positive outcomes to the business. The level of trust increases as customers repeatedly feel confident while buying products from the same brand due to a high level of product quality and performance. Both service quality and product pricing affect a brand's loyalty. By the opinions of the authors (Özkan et al., 2019), it has been proposed that good quality products increase brand value by gaining customer satisfaction and trust, which promotes brand growth and helps to maintain a good brand image in the competitive market.The research was done on a famous fried chicken fast-food chain named KFC in Pakistan. The main objective of this research was to identify and analyze what factors promote a good brand image to customers in the fast food industry. The research showed that the fast food chain lacked modernity, a good atmosphere and better service quality (Özkan et al., 2019).  
 
2.4.4 Potential strategies for improving the brand management of a company 
Well-developed strategies can give massive growth to a company in its parts of sales and profits. So, it is essential to keep updating or to improve the company's strategies to succeed in the business market. According to (Iyer et al., 2019), brand management strategies are applicable in two cases. Like, as when an organization or product exists in the market at present and when a firm or a product is willing to enter the market field. In the case of creating popularity with potential clients, when a company already exists in the market, it can have a chance to create a well-known impression easily, but the other one, which just wishes to enter the marketplace and create popularity, would face some difficulties. In the case of an existing company, more or fewer groups of people or clients have already got to know about the brand, its effectiveness, etc., of that company, so, in this type of case, the company only has to maintain the quality and quantity of products. But the company that has not even entered the market must include some solutions to grow, like developing the power of facing competition, creating unique ideas, making different ideas, and working with the needed brand in the enterprise (Iyer et al., 2019). 
In order to stabilize the business, almost all business organizations have to face too much competition. For that reason, the company has to develop its effectiveness for handling different problematic issues to catch the eyes of influential clients. Ideas are always present in the mind of every business organization, so it is another essential criterion to work with different ideas that other organizations are not using to get success in the market of competitors. In the market field, some kinds of brands are generally recognized as essentials or much-needed. The new company has to make a target to supply that needed brand or work with that to create a space between the enormous brands in the market.  
According to (BAŞELLİ & SAĞLAM, 2020), proper brand management is needed to maintain or create brand value in the market. Besides this, creating a new brand is not easy as it consumes a considerable period of time and a lot of financial outlays, so to reach the target and achieve success, a proper action plan and guidance are required. The customers' needs are determined by observing the vast competition existing in the market; it is very much needed to look at the customers' needs, and a determination regarding the brand's effectiveness towards the customer is also essential. Whenever an action is being planned, a potentiality regarding the action's result can be considered the key to success. Different types of brands exist in the marketplace, so some innovative characteristics of brands the company wants to establish are essential. And launching a new brand in the market can snatch the attraction of customers towards the brand, and it is also working as the process of awakening the need in the customers' minds. 
On the other hand, according to (Lude & Prügl, 2018), a considerable number of family firms or organizations cohere the family nature, so naturally there, a need arises to control the empirical tests to ensure that whether the strategy of using a family business or organization affects the consumer brand's thought process or not. In this matter, by examining the influence of the family business on some cases, it is revealed that the consumers predicted higher brand trust from the coherence of the nature of the family business firm and, consequently, stronger purchase motive.  
 
 	 
Chapter 3: Methodology 
3.1 Research Methodology 
Research methodology refers to the processes that are followed by the researcher at the time of conducting any research study. Usually, research methodology provides a systematic plan that will help to resolve any kinds of research related issues. It has the ability to help the researcher to solve an accurate logical and designed plan of entire research activities. With the help of this chapter, any future researcher or readers can easily come to know the details of the research such as their mission to continue the research, design and approaches of the research, and data collection processes. A researcher’s reliability and relevant outcomes can be easily come to know through proper research methodology. 
 
3.2 Research Onion  
Research Onion provides an idea to describe various decisions that are needed to continue the complete research. It provides permissions to continue a series of various decisions that assists to continue systematic research. This research onion framework, holds on the continuation of the correct information according to the research topic. There are six steps in the research onion framework which are research philosophy, research design, research approach, research method, research data collection process, research data analysis process (Mardiana, 2020). The strategy of the research design has been chosen based on required data for the proposed research.  
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Figure: Research Onion 
Source: (Mardiana, 2020) 
 
 
 
Research Philosophy 
While conducting the research methodology, it was significant to consider the research philosophy. In this research, positivist research philosophy has been considered because this philosophy is effective for survey analysis. Another reason for considering this philosophy was the concept (Alharahshe & Pius, 2020), positivist research philosophy helps to collect only factual knowledge through accurate observation along with proper measurement and trustworthiness. As this research has focussed on the analyzing brand management strategy of ShoeZone, the positivism research philosophy has helped to interpret the collected data in an objective way. This philosophy has helped to address the objectives and find reliable findings from the audience.   
Research Approaches:  
The main objective of this research is to analyze the brand management strategy of ShoeZone by collecting relevant theories and the concept of its consumers regarding its brand. It was necessary to conduct a factual analysis and completed it through the lens of the deductive research approach because it is effective in numerical research (Alharahshe & Pius, 2020). As this research has utilized both primary and secondary methods, this approach has helped to begin the research with existing theory and then developed objectives from the collection of quantitative data in order to justify the developed objectives.  
Research Strategies 
As this research has followed the mixed method of data collection, all of the data has been collected through the conduction of structured surveys. The conduct of structured surveys has helped to collect numeric data for performing quantitative data analysis and literary analysis has been conducted to collect qualitative data.  
Choices 
There are three different methods such as mixed, multi and mono methods. This mono method can be either qualitative or quantitative. In this research a mixed method has been chosen where the collection of quantitative data has been done through the survey analysis.  
Advantages of Mixed Methods  
Clear and Supportive Findings 
The mixed research method is combined with both qualitative and quantitative data analysis. In this research, the mixed method provides contextualized insights into both qualitative data and generalizable as well as externally valuable insights into quantitative data. The strengths of one method directly recover the weakness of another method (Alharahshe & Pius, 2020). As an example, this research can be used, quantitative analysis was struggling to incorporate the lived experience of invited participants. In this situation, qualitative data significantly enriches and deepens the quantitative results. On the other hand, only qualitative study does not provide insights into the research, in this case, quantitative data directly supports the qualitative data to prove the reliability of research outcomes. 
Flexibility  
The mixed method is comparatively less tied to different disciplines and developed research paradigms. In this research, this method has provided more flexibility while designing the research and helps to combine both qualitative and quantitative aspects to bring more informative results (Alharahshe & Pius, 2020). 
Disadvantages Mixed Methods  
Workload  
While conducting this research, it has been seen that mixed research methods are labourintensive. Gathering analyzing and synthesizing qualitative and quantitative into a single research takes more time and effort. Due to this reason, mixed research methods take too much time and effort (Snyder, 2019). 
Providing Conflicting Results  
There is a possible concern of occurring conflicting results. While analysing qualitative and quantitative data, there is a high chance of dissimilarities between qualitative and quantitative findings. However, if these two findings are not agreed with each other then the research outcomes may be unclear and confusing (Snyder, 2019). 
Type of Investigation 
In this research a mixed research method has been selected to achieve the final outcome of this research. Beside the primary method, qualitative data has also been collected from literary sources. In this research, both methods have provided several benefits as well as related disadvantages. 
Advantages of Primary Research  
· It has been identified that primary research helps to achieve the specific aim of the entire research because it is completely based on the original data.  
· It helps to be specific regarding aims, rationale, and objectives  
· It helps to maintain better control in the overall research 
· The primary method has enabled the selection of research participants, sample size, and sampling techniques (Snyder, 2019). Disadvantages of Primary Research  
· It was difficult to meet the deadline of the research as it is time-consuming in comparison to secondary methods.  
· Sending 10 questions to 30 participants and analyzing their responses is timeconsuming and expensive also. 
· It is partially based on the respondents, if participants are not supportive then achieving research goals can be a difficult matter.  
· The main limitation of this method is the sample size, if the sample size is not sufficient then it can mislead the research outcome (Snyder, 2019). Advantages of Secondary Research  
· The main benefit was collecting data in less time due to the advancement of technology. Online information from reliable sources was collected with less effort in comparison to secondary methods. 
· Approximately all collected sources were collected without any cost. It saves both effort and money  
· This method has helped to gain new insights from previously published literary sources  
Disadvantages of Secondary Research  
· This method might not be specific as per the needs of the entire research because this data was gathered for other reasons. This is the main reason for becoming unreliable for the current needs of the research. 
· Sometimes, secondary data might have insufficient quality. A reliable source of the information is questionable mainly occurring while gathering information through the internet. 
· There is a chance of occurring bias because a responsible person may collect data based on their preference (Snyder, 2019). 
Both primary and secondary data collection methods have been used in this research. Brand management strategies have a direct impact on profit and consumer attraction. Thus it was essential to evaluate the concept of consumers of ShoeZone to identify their thinking and suggestions to improve the current scenario of the organization. The primary method (survey) has been conducted among consumers to know their concept about the organization. Furthermore, gathering key facts about the way of attracting consumers, the significance of brand management and efficient strategy was necessary. Thus, literary sources have been collected through secondary sources. These are the main reasons for considering both primary and secondary investigation in this research. 
Time Horizons:  
Following the research onion framework, the second inner level is denoted by the time frame of this research and considering the timeframe of this research, it can be stated that this research falls under the cross-sectional research process as it takes no longer than 2 years.  
Data collection and data analysis: 
Sampling: 
Sample size 
In this research, participants have been selected based on consumer interests in the brand and product of ShoeZone. A total of 30 respondents have been taken from the consumer groups because their perception was significant to analyze the Brand Management Strategy of ShoeZone.  
Sample type 
It was an important step to target the correct group of the population for gathering quantitative data. In this case, managers or other stakeholders of Shoe Zone can be identified, but from this actual findings cannot be found out properly. Hence, the customer group has been targeted for conducting research as the effectiveness of the brand strategy can be understood according to their attitudes and behaviors towards this company. Overall 40 participants have been selected for gathering information. Among these, 30 participants agreed to give their responses. In this research, both male and female participants under the age group of 25-65. There is no specific social class for respondents, participants under lower, middle and upper social class are recruited  
Sampling method 
Participants have been targeted by following stratified sampling techniques to gather their respondents. The customers of ShoeZone have been chosen randomly as a target population for the survey. In this way, 30 responses have been collected from the target population to evaluate the brand strategy of ShoeZone. The main reason for selecting stratified sampling techniques is to reduce sample selection bias. A problem is also associated with this technique if it is not possible to properly classify each member of the population. The significance of this research is that the problem of this sampling technique did not affect too much.  
Data Collection Method: 
As this research has followed mixed research methods, the quantitative data analysis has been conducted based on organizing survey questionnaires. In this survey, there are a total of 10 survey questions that combine demographic characteristics and close-ended conceptual questions. 4 close-ended questions have been used to analyze the concepts, reactions and willingness to recommend and use products of ShoeZone.This survey response has been based on online questionnaires using Google Forms. In this survey participants, there were no incentives for participants. Furthermore, qualitative data has been collected by using reliable literary sources.  
Data analysis 
With the help of both primary and secondary data collection types, qualitative and quantitative data have been collected in this research work which has been analysed to get relevant information. The collected data have been analysed using thematic and statistical techniques. The thematic data analysis technique has been used to derive the findings from the literature review, wherever the Descriptive statistical data analysis technique has been used for analysing the quantitative data from a collected survey response. Descriptive statistics have been performed to analyze quantitative data by using Excel. 
Ethical consideration 
Ethical considerations in this research state the rules that will help to design the entire research work. These rules include illuminated consent, potentiality, effectiveness, voluntary participation, and communication outcomes during this research. The researcher has to face various issues while collecting reliable information to complete this dissertation (Mohajan, 2018). The data confidentiality and privacy of this research have been kept up properly within different circumstances, along with the recommendations while continuing the dissertation. The researcher always has to be aware because the entire research effort may be misused on the condition that the ethical considerations are not appropriately maintained. Also, it has been ensured that the respondents' personal data has not been used or any other way for their identity theft. 
 
 
 
 
 
 
Chapter 4: Data analysis 
4.1 Quantitative data analysis 
Q 1 Age of Respondents  
 
	
	Q1 
	

	
	What is your age  
	

	Level 
	Frequency  
	Percentage (%) 

	18-25 
	8 
	30 

	26-35 
	5 
	23.3 

	36-45 
	15 
	43.3 

	46-60 
	2 
	3.4 

	Above 60 
	0 
	0 
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From the outcome of the above survey response, it has been noticed that 43.3% of the respondents are between 36-45 years old while 30% are among 18-25 years old. 23.3% of the respondents belong to the age group of 26-35 years old.  
 
Question 2 
 
	
	Q2 
	

	
	What is your gender 
	

	Level 
	Frequency  
	Percentage (%) 

	Male 
	12 
	46.7 

	Female 
	15 
	50 

	Not prefer to say  
	3 
	3.3 
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Among the 30 participants who took part in the survey, it has been observed that 50% of the participants are female candidates while 46.7% participants are male respondents.  
Question 3 
 
	Q3 

	Are you familiar with the showzone product  

	Level 
	Frequency  
	Percentage (%) 

	Yes 
	19 
	72.4 

	No 
	7 
	17.2 

	May be  
	4 
	10.3 
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From the report of the above survey question, it has been observed that Shoe Zone has the most popularity among the respondents. 72.4% respondents are familiar with the product of this company. 17.2% do not have any familiarity with the product of this company. 
 
Question 4 
 
	Q4 

	When you think about the ShoeZone product, what first comes to your mind? 

	Level 
	Frequency  
	Percentage (%) 

	Good Quality 
	10 
	40 

	Affordable 
	8 
	30 

	Trending designs 
	6 
	20 

	Others  
	4 
	10 
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The outcome of this survey question states that 40% of the respondents use the product of this company for a good quality product. 30% is familiar with Shoe Zone because of their affordable products while 20% searches for their innovative trending designs. 
 
 
 
 
 
 
 
 
 
 
Question 5 
 
	Q5 

	Have you purchased any product from shoezone in the last 3 months? 

	Level 
	Frequency  
	Percentage (%) 

	Yes 
	18 
	64.3 

	No 
	7 
	21.4 

	Maybe 
	5 
	14.3 
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From this outcome, it has come to know that 64.3% respondents have purchased products from Shoe Zone in the last 3 months while 14.3% respondents are not sure about this. It has been noticed that 21.4% of the respondents do not purchase Shoe Zone product in the last 3 months. 
 
 
 
 
 
 
 
 
 
 
 
Question 6 
 
	Q6 

	

	
	From 0 to 10, How would you rate ShoeZone company based on their branding
	 

	
	
	strategy?
	 
	

	scale 
	Response 
	Percentage (%) 

	0 
	1 
	3.3 

	1 
	1 
	3.3 

	2 
	0 
	0 

	3 
	3 
	10 

	4 
	2 
	6.7 

	5 
	2 
	6.7 

	6 
	7 
	23.3 

	7 
	5 
	16.7 

	8 
	4 
	13.3 

	9 
	4 
	13.3 

	10 
	1 
	3.3 
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The rationale behind this question was to know the interest of consumers in the brand strategy of ShoeZone. All of the participants were asked to give ratings based on the branding strategy. People have given ratings based on a 0 to 10 scale. The above-mentioned image has shown the number of people and their percentage of responses.  
 
 
Question 7 
 
	Q7 

	Please give a rating about the first reaction to the ShoeZone product? 

	scale 
	Response 
	Percentage (%) 

	1 
	1 
	3.4 

	2 
	0 
	0 

	3 
	1 
	3.4 

	4 
	1 
	3.4 

	5 
	4 
	13.8 

	6 
	7 
	24.7 

	7 
	4 
	13.8 

	8 
	6 
	20.7 

	9 
	4 
	13.8 

	10 
	1 
	3.4 


 
[image: ] 
 
The above-mentioned image has shown the reaction of consumers based on the product of ShoeZone. Participants were asked to respond on a scale of 1-10 to understand the level of their reaction. Above mentioned image has clearly shown the level of the first reaction through a bar chart and the percentage of response.  
 
Question 8 
	Q8 

	How likely would you recommend a showzone product to your friends and family? 

	Scale 
	Response 
	Percentage (%) 

	1 
	0 
	0 

	2 
	1 
	3.3 

	3 
	1 
	3.3 

	4 
	0 
	0 

	5 
	2 
	6.7 

	6 
	7 
	23.3 

	7 
	7 
	23.7 

	8 
	7 
	23.3 

	9 
	4 
	13.3 

	10 
	1 
	3.3 
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While asking participants about their reaction and interest in the product of ShoeZone, it was crucial to know their interest to recommend the product of ShoeZone. The above-mentioned image has shown the interest of people to recommend ShoeZone’s product through percentage and response numbers.  
 
 
 
Question 9 
 
Q9
 

	How would you rate ShoeZone company based on their last purchase? 

	Scale 
	Response 
	Percentage (%) 

	1 
	0 
	0 

	2 
	1 
	3.3 

	3 
	1 
	3.3 

	4 
	0 
	0 

	5 
	2 
	6.7 

	6 
	8 
	26.7 

	7 
	7 
	23.3 

	8 
	5 
	16.7 

	9 
	3 
	10 

	10 
	3 
	10 
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It was necessary to know the current interest of consumers in ShoeZone’s product, The diagram depicted the interest of people to rate the company based on their last purchased product. The analysis section has helped to differentiate the initial and last purchasing rates. The response of the participants has been visualized through bar plot, percentage as well as a number of responses. 	 
Chapter 5: Findings 
5.1 Quantitative Findings  
The main objective of this research is to evaluate the brand strategy of ShoeZone Company and its effectiveness in its marketing and net profit. It was necessary to gather opinions from selective participants such as customers. The response from the survey results has been gathered and analyzed by applying descriptive statistics. In this research, the applied descriptive statistics are mean value, standard deviation, and Pearson correlation coefficient. Determining the mean value has provided the participants' average response on the survey questionnaires. The standard deviation has helped to identify the extent of spreading out participants' mean value and interests to respond to the particular questions. Conduction of the correlation has helped to evaluate the relation of variables. It has helped to determine the effectiveness of the findings.  
	Q 
	Survey Questions  
 
	Mean Value 
 (µ)   
	Standard 
Deviation 
(σ)(Sample)   
	Total Number  
(n) 

	7 
	How would you rate Shoe Zone company based on their branding strategy?  
	30 
	23.12 
	30 

	8 
	Rating on the Shoe Zone company based on first reaction of their  product 
	29 
	27.06 
	30 

	9 
	How would you recommend the Shoe Zone company to your friends and family? 
	30 
	32.06 
	30 

	10 
	How would you rate the Shoe Zone company based on their Last Purchase? 
	31 
	30.64 
	30 


 
5.2 Interpretation of the Mean and Standard Deviation Value 
From the conduction of the descriptive statistics by using close-ended questions of the survey questionnaires, mean value and standard deviation have been identified. It has been seen that the mean value (µ) in the review rate on Shoe Zone is 30 (µ=30) and the σ = 23.12. It has been understood that people's response was really good on the branding strategy of 
Shoe Zone, but the value of σ=23.12 has indicated a moderate interest in the branding strategy of Shoe Zone. In terms of the review rate based on the first reaction to their products, the identified µ=29 has cleared that the response rate of consumers is relatively lower than the branding strategy. While coming to the σ= 27.06, it has been understood that interest in rating among consumers is good and consumer interest towards their product. 
When consumers were asked about their interest in recommending the product of 
Shoe Zone, they identified µ=30. Thus the rate response was significant as well as σ= 32.06 showed their massive interest in recommending the product of Shoe Zone to their family and friends. While identifying the recommendation rate, it was necessary to determine the interest in rating the company's product was crucial. While rating their product, it has been identified that µ=31 but σ= 30.64. Thus, it has been clear that every consumer has the interest to rate the product, but providing a positive response is relatively low in comparison to a positive response. 
 Correlation of Variables 
	Variables (X) 
(Survey 
Question) 
	Variable (Y) 
	P value 
	Correlation  r-value 
	T-values  
 
	Covariance  

	Q7 
How would you rate Shoe Zone 
company based on their branding strategy?  
 
	Q10 
How would you rate the Shoe Zone company based on their 
Last Purchase? 
	0.00167 
	0.827 
	4.418 
	0.586 

	Q8 
Rating on the Shoe Zone company based 
on first reaction of their  product 
	Q9 
How would you recommend the Shoe Zone company to your friends and family? 
	0.00053 
	0.868 
	5.245 
	0.656 


 
While identifying the relationship between variables, it was necessary to develop a correlation. Here the Pearson correlation coefficient formula has been used. Here the r=0.868. This r value has significantly indicated the positive relationship between two variables, such as initial rating based on the last purchase and initial times. Here the result is that people have an almost similar interest in the product of Shoe Zone. 
Here the p-0.00167 comes while developing the initial and last purchase rating activity. The -0.00167 has supported the correlation. The value t-4.418 indicated 4 times the positive difference between the two selected variables. Thus the rating on the product of Shoe Zone has been improved from the previous situation. The value of Cov(XY) is 0.586. Thus the positive covariance has indicated that both variables tend to increase together. 
It is necessary to identify the correlation between two variables, such as rating the Shoe Zones product based on first reaction and interest to recommend their product to family and friends. It has been identified from the survey response that r-0.868 (positive correlation). This positive correlation indicates the massive positive relation with the first reaction and recommendation of the product. The value p-0.0053 significantly supports the positive correlation between two variables as it signifies a slight error in the correlation between variables. The identified t-5.245 indicates that the recommended rate is 5 times more in comparison to the first reaction of consumers. Furthermore, the Cov(XY)-0.656 has indicated that both variables tend to increase together. 
As a result, it has been clear that consumers are interested in purchasing from Shoe Zone based on the product SD-23.12 in the branding strategy. On the other hand, consumers are interested in purchasing products and recommend their products to friends more than five times. In this case, branding strategy plays a vital role that is a pretty low impact income to product quality. The r=0.827 was identified in the branding strategy and last purchased product, whereas r=0.868 has been identified on the recommendation and first reaction to the product. Thus, it has been clear that the product of ShoeZone is comparatively more effective than the branding strategy. 5.3 Qualitative Findings   
From the above sections of the research works, it has come to know that brand management strategy provides in-depth experience in the business development process of the Shoe Zone Company. Shoe Zone, to maintain its brand management strategy, always tries to maintain low prices and high quality. When conducting the introduction section, it has come to know that the company tries to hold onto its strategic relationship through effective online performance. It has been noticed that most companies focus on updating their brand personalization, proposing incentives, following seamless orders, and trying to resolve all customer queries along with complaints to ameliorate customers' repurchase intention rate. The fundamental research has been conducted focusing on mixed methodology. With the assistance of thematic analysis, it will be easy to evaluate qualitative data collected from various academic research articles. With the assistance of data analysis and survey responses of people's behaviour and thoughts, the literary findings have been explained in this section 
of this research work. The following table will help to identify the codes in support of the literary extract along with survey responses. 
 
	Literary Extract 
	
	Generated Codes 

	“a company’s brand’s flavor is not 
Restricted to preamble anything to others or to be acknowledged by others.” 
 
	● 
● 
 
	Brand flavor of a company 
Brand effectiveness 

	“Customer satisfaction is a philosophical framework regarding any business.” 
	● 
● 
● 
	Customer satisfaction 
Customer loyalty 
Buyer’s viewpoint 
 

	“Customer loyalty is termed explicitly as the necessary strength of the connection between a customer’s relative concerning behavior and the trade.” 
	● 
● 
● 
	Customer loyalty 
Strength of customers’ engagement 
Customers’ concern on the trade and behavior 

	“Personalized offers always attract customers, and brands acquire a competitive advantage because frequent buyers visit their showrooms and boutiques to get products.” 
 
	● 
● 
● 
	Customers attraction 
Competitive advantage 
Frequent buyers 

	“With the assistance of internet marketing, company culture can be reinforced and developed with increasing customer engagement and satisfaction.” 
 
	● 
● 
● 
	Internet marketing 
Increasing customer satisfaction 
Customers’ engagement 

	“customer satisfaction depends on three aspects: market research, internal communication and training.” 
	● 
● 
● 
	Customer satisfaction 
Market research 
Internal activities in the organization 

	“Quality of the services has received ameliorating attention in the escalation of customer numbers because it can be defined as the acquisition of client or customer needs in the product delivery processes.” 
 
	● 
● 
● 
	Service quality 
Increase in customer numbers 
Customers’ needs 

	“brand equity determines the connection between service recovery and customer satisfaction.” 
 
	● 
● 
● 
	Brand equity 
Service recovery 
Customer satisfaction 


 
From the above table, it can be observed that at the time of brand management strategy in support of Shoe Zone Company in the UK, it has been noticed that the codes are generated with the utilization of standardized processes that validates the ways of line out the themes. All the codes are developed according to the mentioned research questions which help to maintain both consistency and clarity at the time of conducting the entire study. The following table has explained the repetitive extracts which will help to develop individual themes based on the proposed topic.  
 
	
	Useful codes 
	Individual themes 

	● 
● 
● 
● 
● 
	Customer satisfaction 
Brand effectiveness 
Customers’ engagement 
Customers’ loyalty 
Internal activities in the organization 
	The brand awareness strategy 

	● 
● 
● 
● 
	Internet marketing 
Market research 
Customers’ concern 
Organizational internal activities  
	Improvement of customer engagement 

	● 
	Customer loyalty maintenance 
	Adverse impact of branding challenges in 


●
 
Customer satisfaction
 
●
 
Brand effectiveness
 
●
 
Competitive advantage
 
●
 
Service recovery
 
●
 
brand equity
 
the Shoe Zone’s marketing campaign
 
●
 
Increasing customer satisfaction
 
●
 
Customer loyalty
 
●
 
Brand flavor of a company
 
Relation between customers involvement 
and brand reputation
 
5.4
 Explanation of the Identified themes
 

With the help of the useful codes, four individual themes have been identified which have been addressed to identify the findings of this research work. All these four identified themes are explained to make sense considering the coded data at the time of conducting research to analyze the brand management strategy in support of Shoe Zone Company in the UK.  
Theme 1 
The first identified individual theme is ‘The brand awareness strategy’ in which customer satisfaction rate, brand effectiveness, customers’ involvement, and several interval activities the organization has organized to realize marketing efforts to promote the brand through various business activities. It has been noticed that the rapid increase of digitization will help Shoe Zone to adopt several essential changes among the traditional activities of large-scale businesses. Rapid engagement of the internet has become one of the important factors to outline brand management strategy. 
Theme 2 
The second identified theme is ‘Improvement of customer engagement’ which helps to develop a brand awareness strategy along with increasing customer loyalty. Engaging customers with the brand promotion always helps to provide brand position at the front of the customers’ minds. Market research, internet marketing, an increase in customers’ concerns, and organizational internal activities will help to ameliorate customer engagement. The company’s decision-making as well as relationships in the middle between the company and customers will automatically provide additional opportunities in support of increasing the rate of customer satisfaction. 
 	 
Theme 3 
The third identified theme is the ‘Adverse impact of branding challenges in the Shoe Zone’s marketing campaign’. In the case of maintaining brand management, maintenance of customer loyalty, competitive advantage, service recovery, and customer satisfaction play an important role. Brands have the capability to influence consumer behaviors. Apart from that it has come to be known that brand awareness is an identical term that explains familiarities in the middle of products and brands. The positive performance of the several activities provides an area of the strength of the in-depth business model along with the potential development of several digital channels.  
Theme 4 
The fourth theme is ‘Relation between customer’s involvement and brand reputation’ which will help Shoe Zone to increase customer satisfaction level, maintain customer loyalty, and increase brand flavour of the company. Customer satisfaction level will automatically help to maintain loyalty along with increasing business profitability. Increasing the number of customers' satisfaction, customer loyalty, and brand flavour always helps to create bonding between customers and the company. From the above part of the research work, it can be said that to improve productivity, it is very important to create bonding in the middle of brand reputation and customer involvement in the business.  
5.5 Implications of findings 
From this undertaken research work, it has come to know that greater mobility of the businesses and residents, along with both positive and negative impacts of customers involved in the business, are prompting Shoe Zone to apply a brand management strategy in the UK areas. After reviewing the above parts of this research, it has been noticed that Shoe Zone follows three strategies in regard to the development of the business. Those strategies are to develop larger stores, update its digital approach, and renew its town-centric approach. In this wake, the company tries to bond strategically with its suppliers. From the first identified theme, 'the brand awareness strategy', the aim of this strategy will help to develop bonding in the middle of establishing brand recognition and customer engagement. From the literature review section, brand attitude helps to analyze brand awareness. The second identified the theme of this research is 'the improvement of customer engagement' that helps to realize customers' eagerness will increase the number of frequent services of Shoe Zone. Shoe Zone should improve its customer service, maintain product standards, and arrange different internal activities to stay attached to its customers and increase customer loyalty. 
Suppose Shoe Zone adopts an internet marketing strategy to promote its brand and products. 
In that case, it will automatically increase brand effectiveness, help to participate in several competitions, and maintain brand equity. 
The third identified theme is 'the adverse impact of different branding challenges within Shoe Zone's marketing campaign'. Due to the rapid improvement of digitization, marketing strategies have changed. Shoe Zone needs to focus on the marketing aspect and contemporary marketing. From the above literature review section, it has come to know that brand awareness is essential to develop a community that will always stay active to increase brand effectiveness. Customers' flexibility is needed to identify the adverse impact of several branding challenges. The last individual theme is 'the relation between customer involvement and brand reputation'. Shoe Zone should maintain the quality of services to increase attention in the increment of their customers' numbers in addition to maintaining loyalty. 
From this research work, it has been observed that for the rapid improvement of modern technologies, the marketing strategy has been completed. Both customer and brand loyalty are essential for the development of the business. Brand loyalty will always be one step ahead to retaining customers' loyalty. The findings of this work, comparable to the initial parts of this study, concluded that brand management strategy has both negative and positive impacts in support of the Shoe Zone in the UK. From the quantitative and qualitative findings, it has been identified that the branding strategy is sound. Still, the effectiveness of the branding strategy is comparatively less efficient than the product quality of Shoe Zone. This organization need to improve its branding strategy to attract more customers and expand their business. 
 
 	 
Chapter 6: Discussion 
Brand strategy is one of the fundamental factors that can determine the company's success. To enhance the brand's quality, the company should make strategies so that brand awareness can be established among the customers. This research has been conducted considering the UK company Shoe Zone to evaluate the brand strategy and whether it requires any improvements. To shed light on the brand awareness strategy of the UK Company shoe zone, the study has used themes to identify and implicate the findings of this paper. The themes are “the brand awareness strategy”, “improvements of customer engagement”, and “the relation between customer engagement and brand reputation”. Moreover, the theoretical implication of this paper shows that the company’s brand awareness can be affected by customer satisfaction, customer loyalty, and customer engagement which are identified through codes from the literary extract.  
To (Ilyas et al., 2020), the main implications identified are that providing services to customers according to their preferences can enable the company to achieve better brand awareness. It also identified that companies should have service-excellent strategies, better promotional strategies, and security guarantees for their products that can enhance customer satisfaction. This article has highlighted that the main trigger of brand awareness is customer satisfaction. On the contrary, this work has found from statistical analysis that the customers of shoe zone companies are attracted towards their products more and satisfied with their products from the first usage. But in the survey variables analysis, it has been seen that the customers are more satisfied with the last purchase from the shoe zone than liking their brand strategy. 
This paper has evidenced that, r is 0.868; this value has quite significantly indicated that, there is a positive relationship between the two variables, for instance, initial rating depending upon the last purchase and the initial times. This proves people have quite a similar interest towards the Shoe Zone products. Here the p-value comes with 0.0067 while developing the overall ranking activity of the primary and the last purchase. This value has supported the correlation, while the value t-4.418 has indicated four times the positive difference within two selected variables. Yet, the Shoe zone products' rating has improved from the prior situation. The overall value of Cov(XY) has been found as 0.586. Yet, the positive covariance has significantly indicated that both variables have tended to be increased collectively. But other literature has shown that the service quality is β=0.122, P<0.01, while the brand image is β=0.279, P<0.01, and the service price fairness is β=0.377, P<0.01, which have a significant and positive impact upon the consumer loyalty indeed. 
This result has also found that the service price fairness is β=0.311, P<0.01, the brand image is β=0.309, P<0.01, and the service quality is β=0.187, P<0.01. They collectively have a direct positive impact on consumer satisfaction indeed (Ansah, 2020). The result has shown that overall customer satisfaction is β=0.162, P<0.05, which has a positive and direct impact on consumer loyalty at a 5% level. This proves as consumer satisfaction escalates, their respective loyalties also escalate in the same direction. But from the mediation analysis, this has been witnessed that the brand image is β=0.050, P<0.05, service quality is β=0.030, P<0.1, and the service price fairness is β=0.050, P<0.1, which have a significant but indirect impact upon the consumer loyalty at quite a 5%, 10% and 10% levels with the mediating variable consumer satisfaction (Ansah, 2020). This result has also proven that overall consumer satisfaction generally partially mediates between consumer loyalty and consumer perception. Here the t-values have been obtained using bootstrapping considering Smart PLSSEM. 
Here the bootstrap weighted path diagram has confirmed the structural relationship and their respective impacts regarding the independent variables upon the dependent variables (Ansah, 2020). This paper has examined the overall mechanism through which the utter consumer perception regarding service price fairness, service quality and brand image have indirectly influenced consumer loyalty. While on the other hand, the SPSS of a study has shown that the satisfaction value is 0.712 and further, the significant value is 0.000 (Dilham et al., 2018). This generally means that satisfaction fulfilment generally impacts brand awareness. With this outcome from this paper, this must be concluded here that the indirect influence of the overall compliance decisions upon consumer loyalty is greater than the direct influences, indeed 0.441> 0.344 (Dilham et al., 2018). 
After that, brand awareness can also be a medium for core internet marketing to improve overall consumer loyalty further. Through this outcome, the hypothesis has been stated that core internet marketing impacts consumer loyalty through core brand awareness. Besides, from the literature, it has been apprehended that the overall repurchase intention through the e-service quality the firms need to escalate the utter e-service quality performance (Juanamasta et al., 2019). Online shoppers will strongly be impacted by the different service recoveries, for instance, responsiveness. At the same time, the firms communicate better with the consumers and receive positive feedback from consumer surveys oriented to various circumstances. Therefore, while the companies can be contacted, which fosters positive communication with the consumers, the consumers can further make a pivotal decision to repurchase again within the same online shop. 
On the other hand, a study has found that service quality and consumer perceived value had a pivotal influence on consumer satisfaction (Khawaja et al., 2021). While primary social responsibility has shown that, there is an insignificant influence on consumer satisfaction. The critical variable influencing consumer satisfaction is the perceived value of the overall service quality. This has also shown that, if both the consumer perceived value and service quality are better, overall consumer satisfaction may increase. A study has found that the relation between the factors, consumer loyalty and service quality is 76.6% (.766), and there is an existence of the variation of the overall service quality upon consumer loyalty which is 58.6% (.586) (Khokhar & Khokhar, 2020). Beta has depicted the overall relationship between the independent and dependent variables; here, the beta is .766, and the t value is 
18.739. 
The t value is quite more excellent in comparison to 1.96 as well as the significance level is .000, which is quite less in comparison to the critical value of .05. This has also proven that Cronbach’s Alpha of every variable has quite a more excellent value in comparison to .60 which has shown that every construct has been proven as significantly reliable (Khokhar & Khokhar, 2020). Further, the Chi-square test has revealed that the overall significance level of the different independent variables present in this study upon the dependent variables is .000, which is less than the standardized threshold, which is .05 indeed. Subsequent to analyzing the empirical observations, it has been found that the independent variables are mainly consumer satisfaction, service quality, brand image and consumer trust, which have a direct significance as well as association with the dependent variables (Khokhar & Khokhar, 2020). On the other hand, the dependent variable has been found, consumer loyalty. 
Therefore, this can be evidenced from this study that if the dependent variables are escalated, ultimately, the outcomes will increase the loyalty of the consumers. The value from this paper has been found is, p is -0.0053; this has significantly been supporting the overall positive correlation between the variables as this has signified small errors within the correlation between variables (Ilyas et al., 2020). Here the r has been as the value of 0.868 while on the other hand, p has been found as -0.00167 indeed. This must be evidenced here that, the r value has indicated that, there is a positive relationship between the two major variables that have been witnessed, for instance, the initial rating, which is merely dependent upon the similar interest in the Shoe Zone products. The value of t, which has also been 
found here as -4.418, indicated 4 times with the positive difference within the two chosen variables. The found value of Cov(XY) must also be mentioned here with a value of 0.586. 
Yet, it has been found within this segment that the overall positive covariance has been able to indicate that both the variables generally tended to be escalated collectively. Moreover, the overall value of the standard deviation which has been found and must also be mentioned here is -23.12. Therefore, the evidence has been found that the consumers of Shoe Zone have an immense interest in purchasing the goods and recommending them to their respective friends or families (Ilyas et al., 2020). But despite the good consumer engagement Shoe Zone has yet to be quite unable to sustain good branding strategies in the core competitive markets it generally serves, as found from the result. The company has been able to set a strategic position among consumers. Still, it has been quite unable to make the strategic positioning and branding ahead in the competition against its significant competitors present in the market, for instance, Wynsors, Newlook, Pavers, and Clarks indeed. 
Therefore this can also be evidenced here that this paper has adequately generated a better value of p than the other mentioned papers. Eventually, this also received a better value of t and SD, which has made this paper evaluate its results positively (Ilyas et al., 2020). This has not only led this paper to be effective but also made it complete regarding all of its significant factors, for instance, branding strategies, brand value, consumers’ demands and the purchase intention from the brand Shoe Zone. This has proven that Shoe Zone is quite a successful company in its effective approaches towards attracting and retaining them, but it has dramatically. failed to sustain the effective branding strategies as it is required to hold.  
 
 	 
 
 
 
 
 	 

Chapter 7: Conclusion 
7.1 Conclusion   
All of the findings from this comprehensive research have been addressed in this chapter. In this research, the main aim was to evaluate the current brand management strategy of ShoeZone. In order to meet the objectives of this research, literary and descriptive statistical 
analysis has shown the positives and weaknesses of ShoeZone’s brand management strategy. The outcome of this research has evaluated consumers' interest to purchase, rating, and recommend ShoeZone’s product in order to understand the strengths of the branding strategy of ShoeZone. The way the findings of this research met three objectives has been explained in the following section. 
7.2 Linking With Objectives 
Meeting the developed objectives of this entire research is the primary focus of this research. In this section, it has been determined whether the final outcome of this research has meth the research objectives or not 
Objective 1 “To evaluate the brand awareness strategies and customer loyalty for the Shoe 
Zone company” 
The 2.1.8 section in the literature review has illustrated this objective. This section has shown that brand customer satisfaction plays a vital role in developing a connection with consumers as well as improving consumer behavior also. It has been determined from this section that developing good brand awareness builds loyalty, and trust and helps a business connect with consumers emotionally. In terms of the quantitative result, it has been determined that the response of consumers to the Shoe Zone’s branding strategy was really good and needed a quiet improvement as few people did not show any interest in giving a rating. On the other hand, the consumer has shown a massive interest in recommending their product to family and friends. This outcome is the evidence to prove that this research has met objective 1. 
Objective2 “To critically analyze the influence of the brand management strategy of 
Shoezone company for escalating customer loyalty”    
The influence of the brand management strategy has been clearly understood from the descriptive statistical value of recommending ShoeZone’s product. While analyzing the rate of product recommendation to consumers' family and friends, the identified value was positive that indicating that people trust and are attracted to the brand management strategy of the ShoeZone except for a marginal base of consumers. Not only this, but the identified value of rating companies' products was also positive. Both results significantly indicate that the influence of the brand management strategy is positive for ShoeZone but a little improvement is required. 
 
 
 
Objective 3 “To recognize the contemporary marketing and branding challenges confronted by the Shoezone company”   
 
The quantitative outcome from this survey results has cleared that few consumers have shown less interest in rating and recommending ShoeZone’s product. From this value, it has been clear that the branding strategy of ShoeZone has a few issues that affect a marginal consumer base. Furthermore, the 2.2.1 section in the literature review has clearly depicted that a weak marketing plan and backdated process always negatively impact the branding strategy. This section has suggested utilizing marketing intelligence to achieve consumer concentration and inspire them to buy and rate a company's product.  
 
7.3 Limitation 
Most of the research has limitations, and this research is no exception. This research has been conducted based on a mixed methodology. So, literary sources and surveys both were conducted to collect data. The focus of this survey was to achieve consumers' feelings about the branding strategy and product of ShoeZone. The main problem was the survey's sample size; less sample size narrow the possibility to utilise the findings as it was made for general purposes. Furthermore, a small amount of existing knowledge of literary sources also directly affects every stage of the project. Based on the findings, no specific solution has been addressed ShoeZone can use that to improve its branding strategy. Another limitation is the less research on selected topics. This less research has made the data collection and evaluation process more complicated that influenced the way of designing this research.  
7.4 Recommendations  
Considering the primary outcome of this research, the proven weak branding strategy requires the adoption of high technology to design the existing branding strategies to increase the sales of the most recommended products by consumers. Therefore, the resulting suggestions to this company's managers are not only focused on investing in a single product campaign. Still, they should be focussed on developing brand strength and a good image. A significant way of implementing this technology instead of general recommendations would be bringing product families and reflecting on the brand image and its philosophy on the new or old existing products. This recommendation can be supported by the fact that consumers in this current situation focus on purchasing products from popular brands or belonging to social brands. 
The proven weak branding has shown that revisiting is essential to design the existing branding strategy properly. In this way, ShoeZone can change consumer perception. This change in consumer perception will enhance the significance and value of customer behaviour, mainly in older and younger groups of consumers. ShoeZone also can utilize the most useful tools for social media marketing for their brand. 
7.5 Future work  
Future research should focus on different exciting issues within a cross-cultural context. Future research is required to analyse how design impacts may transfer or interact with the in-depth evaluation of organisations and brands. Finally, this research suggests that future research needs to identify the impact of brand design on “consumer recall of logos” and their associated brand names. Further research needs to include brand personality as a significant part of the measurement. Future research is also needed to evaluate the incorporation of social media in promoting brand awareness and creating a good image of the brand.  
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Appendix 3 
Survey Question  
1.What is your age  
· 18-25 
· 20-35 
· 30-45 
· 45-60 
· Above 60 years  
 
2. What is your gender? 
· Male  
· Female  
· Not prefer to say 
 
3. Are you familiar with the shoezone product 
 
· Yes 
· No 
· Maybe  
 
4. When you think about the ShoeZone product, what first comes to your mind? ● Good quality  
· Affordable 
· Trending Designs  
· Others  
 
5. Have you purchased any product from shoezone in the last 3 months? 
 
· Yes 
· No  
· May be  
 
6. From 0 to 10, How would you rate ShoeZone company based on their branding strategy? 
 
· Scale 0 to 10  
 
7. Please give a rating about the first reaction to the ShoeZone product? 
 
· Scale 1 to 10  
 
8. How likely would you recommend a sho product to your friends and family? 
 
· Scale 1 to 10 
 
9. How would you rate ShoeZone company based on their last purchase? 
 
· Scale 1-10 
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