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INTRODUCTION

The market is incredibly competitive in our consumer society. In order to compete effectively in the market and achieve healthy profits, a firm must reinforce all marketing techniques that can improve its reputation, increase customer happiness, and set it apart from its rivals. To accomplish these results, company marketing can use a variety of analysis tools.
The primary techniques, model analyses, and application to the luxury brand Armani are covered in this research. The Pestle analysis, the macroenvironmental elements that affect business decisions, and Porter's five forces that shape corporate strategy will next be compared.


PESTEL ANALYSIS

PESTEL analysis is an acronym for a tool used to identify macroeconomic (external) forces to which an organization is exposed. The characters represent politics, economics, society, technology, the environment, and law. This blog discusses the uses of PESTEL analytics and the pros and cons of using it in a business environment. Marketing is fundamental to conducting a complete situational analysis before executing any strategic or tactical plan. 

This analysis should be repeated every six months to detect changes in the macroenvironment. Organizations that successfully monitor and respond to changes in the macro environment can differentiate themselves from their competitors and gain a competitive advantage over others.
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PESTEL ANALYSIS OF CROCKETT & JONES BRAND

POLITICAL AND LEGAL : Political and legal factors are very important for business since they can influence government decisions that could affect your business operations. including tax changes, labour law changes, etc. The impact of Brexit which caused the national currency inflation and also transfer of EU professionals from the UK have had an impact on the business in recent years. A simple rule change like VAT refund from airport for EU travellers got discontinued post Brexit, which has impacted the brand's business since 18% on 500+ pound valued goods is a lot of money that customers used to avail as a refund, which got discontinued. Despite these turbulences brand showed positive growth on last financial year post covid.

ECONOMIC: Economic factors are one of the most important and direct influencing factors in a business . Changes in interest rates, increases in the cost of raw materials, and the unemployment rate are all major economic factors that could have an impact on business.
 For Crockett and Jones, post-COVID business was showing growth, which was affected by the high inflation that impacted the UK economy. Since the country is undergoing the highest inflation in the past three decades, the business of luxury brands has started to decline.
This could continue if the inflation rate continues to be high during the winter. The cost of products is going to increase. UK inflation hit 10% during the autumn, and this is much higher than the long-term average of 2.3%. This will be a great challenge for the brand to secure the autumn/winter budget plans.

SOCIAL: The emphasis here is on identifying recent developments in the social environment. This supports a marketer in having a deeper understanding of customer wants and needs in a social situation. Changes in family demographics, education levels, cultural trends, attitude changes, and lifestyle changes have all been factors (Reynold & Lancaster).
 In recent years, customers' fashion requirements have changed a lot due to the Covid lockdown and work from home system. Less social gathering and the absence of office jobs influence the customers' wardrobe trends. Crockett & Jones saw a significant decrease in regular customer shopping and basket size of overall transaction. 

TECHNOLOGICAL: Technological factors take into account the percentage of technological advancement and innovation that may have an impact on a sector or market. Modifications in digital or mobile technology, automation, and technological advancement could all be factors. There is a tendency to focus solely on digital technology developments, but new ways of distribution, manufacturing, and logistics must also be considered.
 Crockett & Jones still needs to take an aggressive step towards its digital integration in business. The company still has gaps to fill on its technology side. Online and retail store experiences still have a lot of improvement in digitalisation. The user experience and functionality of its website required improvement.





ENVIRONMENTAL In the present world, the importance of sustainability and environmental responsibility of brands  gained attention among consumers. Environmental factors are those influenced by their surroundings and the influence of ecological aspects. This element is becoming more central to how organisations must conduct their operations as the significance of CSR (Corporate Sustainability Responsibility) and sustainable development grows. Climate, reuse procedures, carbon footprint, waste disposal, and sustainability are all factors to consider. This aspect has put a lot of pressure on luxury brands that produce leather and other exotic fabrics. Crockett & Jones has always had an ethical sourcing strategy for their raw materials and production. The Royal Warrant that the company received from the British Kingdom helped the brand to acquire a reputation on this side.


PORTER’S FIVE FORCES

Porter's Five Forces is a framework that identifies and analyses five factors that influence every industry and aids in deciding an industry's strengths and flaws. Five Forces analysis is frequently used to determine corporate strategy by identifying an industry's structure.

Porter's model can be used to any sector of the economy to better understand industry competition and increase an organization's ultimate sales and profits. Michael E. Porter, a Harvard Business School professor, inspired the Five Forces model.
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Fig 2: Porters five force model (Source: Harvard research )




RIVALRY

Though Crockett & Jones is a luxury English shoemaker that is considered a market leader in the leather footwear market, competitors from other countries like Ferragamo ( Italy) and Berluti(France) are some of the few brands that have started focusing on the English footwear business.
Local competitors, which were also founded in Northampton, started emerging in the market after the acquisition of luxury conglomerates, Churches owned by PRADA group and John Lobb, recently acquired by HERMES group, have started expanding their footprints in the market. Rising competition from brands, which are supported by big fashion houses, is creating a competitive environment.

THREAT OF NEW ENTRANTS 

Crockett and Jones celebrated its 140th anniversary this year, and it is one of the only companies that is still owned by the same family and still in business. New bespoke shoe makers who entered the market couldn’t compete with Crockett & Jones' established quality designs and products. The unique patents in design and manufacturing technology that Crockett & Jones have always helped the brand to perform ahead of new players in the market.(Mint)

BARGAINING POWER OF BUYERS 

The bargaining power among the Crockett & Jones customers is relatively low. In the rising competitive market, brand pricing strategy is favoured by the quality and longevity of the product, which has helped the brand secure the pricing strategy favouring the company and a low discount on products that are only available for 15 days in a year . All the competitors that have emerged in recent years have a higher price slab, which also favours the brand to overcome this threat.

THREAT OF SUBSTITUTES 

Crockett & Jones is a part of the luxury leather footwear market and its position is not threatened by any substitutive products. Though its handmade process of manufacturing ( Goodyear welting) has been challenged by many companies that produce machine-made products, which have never succeeded due to the quality and repairability of shoes that the handmade process offers.

BARGAINING POWER OF SUPPLIERS 

Bargaining power of suppliers is going to be a problem that companies could have in the future since there is a high importance of sustainable sourced raw materials in the luxury industry and Crockett & Jones being a leather goods manufacturer, this has put pressure on companies' production. There is a scarcity of different forms of leather in the market(Bloomberg).


SWOT ANALYSIS 

SWOT analysis (strengths, weaknesses, opportunities, and threats) is a method for assessing a company's competitive position and developing strategic plans. SWOT analysis evaluates external and internal factors, as well as upcoming and potential growth possibilities.

A SWOT analysis is intended to facilitate a realistic, fact-based, data-driven examination of an organization's, initiative's, or industry's strengths and weaknesses. The organisation must maintain the accuracy of the analysis by avoiding preconceived notions or grey areas and instead focusing on real-life contexts. Businesses should use it as a guideline rather than a prescription (Investopedia) 


SWOT ANALYSIS OF Crockett & Jones 

Strength 
· Heritage and Brand Value: 140 years of market presence and family owned heritage of the brand

· High quality product : Brand have reputation for its quality and durability.

· Unique designs and styles: brands with patented boot designs like Coniston and loafers like Cavendish are very popular in fashion.

· Celebrity Clients: It’s a popular brand that's worn by the Prince of Wales, to  Danial Craig, and Arnold Schwarzenegger .

· Great store locations:  Brand own stores in major fashion streets around world, Like Jermyn street London, Fifth avenue new York and ue Chauveau Lagarde Paris.

 
Weakness  
· Lack of scaling opportunities : since the brand is predominantly focusing on the footwear business, other categories are not available under the portfolio and don’t have the recourses to produce any.

· Poor digital presence: companies have a traditional digital marketing strategy and a poor social media presence. The Instagram and Facebook pages are not so interactive and fail to connect frequently with followers.



· Global presence: though brand owns stores in major high streets, its global presence beyond Europe is limited to the US.

· Lack of CRM program: The brand doesn’t have any CRM programme for its loyal customers.
 
Opportunities
· New Market: The brand could enter into big luxury markets like Japan, China, Korea, and Australia.

· Strong online presence: Brand could improve its social media presence and start promoting its celebrity endorsements through it. It will also upgrade its online site to be more interactive and allow customers to design their own bespoke shoes.

· New Style Launches: There is potential to add a casual range collection to the portfolio, which has already been tried by a few competitors.


Threats 
· Luxury rivals : Other shoemakers from England which currently not so much of a competitors are getting acquired by big fashion labels like LVMH and kering.

· Shortage of raw material : When the business expands, demand for leather is going to increase, . Exotic skins like crocodile leather and cordovan (horse leather) are difficult to procure.


Benefits and limitations of SWOT analysis
The main benefit of conducting a SWOT analysis is that it is inexpensive or free; anybody who knows your business can conduct one. When you don't have much time to deal with a complicated problem, you can also use a SWOT analysis. This means you can improve your business without incurring the costs of an outside advisor.
SWOT analysis is only one step in the planning process and can’t be applied to complex issues or information. Remember that a SWOT analysis only addresses issues that can definitively be classified as a strength, weakness, opportunity, or threat. As a result, addressing uncertain or two-sided factors, such as factors that could be a strength, a weakness, or both, with a SWOT analysis is difficult (e.g., you might have a prominent location, but the lease may be expensive)(qulibot.)




Segmentation, Targeting and Positioning


Segmentation 

The segmentation stage is the initial step in the STP marketing model. The main goal here is to create different customer segments based on specific criteria and characteristics that you define. The four main types of audience segmentation are as follows (yieldify).

Demographic

Demographic segmentation is something that identify the target audience based on their age group, Gender and occupation. Being a leather shoe maker that focus on luxury products, Crockett and jones target audience are aged between 30 to 50 primarily men’s customers. Brands 75% business comes from Men’s range. 

Geographical 

Crockett & Jones always focused on the UK and European regions. The brand targeted the customers from this region. The new campaigns and inspirations for their new collections are all influenced by the UK and European markets. The UK and Europe account for 80% of its business; 12 of its 15 retail locations are in this region, and it has retail partnerships with all of Europe's major luxury brand retailers. 

Targeting
The second step in the STP model is targeting. Your primary goal here is to examine the segments you've previously created and determine which of those segments is most likely to generate the desired conversions. Your ideal segment is one that is actively growing, profitable, and has a low acquisition cost. Crockett & Jones always focused on their targeted crowed by deterring from their business conversion of certain range of products and campaigns. The brand follow concentrated Targeting approach.
Positioning
The final step in this framework is positioning, in which a brand must position itself and demonstrate how it differs from competitors. Crockett & Jones' primary focus is on benefit positioning and history/parentage positioning with the help of their 140 years of heritage and history, and also the brand focus on the celebrity customers and cine partnerships.





THE MARKETING MIX 


In the 1950s, Neil Borden, a Harvard advertising professor, popularised the concept of the marketing mix—and the concepts that would later be known primarily as the four Ps. His 1964 article, "The Concept of the Marketing Mix," demonstrated how businesses could engage their customers through advertising tactics.
Companies are still using the concepts that Borden popularised to advertise their goods and services decades later.

Other key industry players developed and refined Borden's ideas over a number of years. E. Jerome McCarthy, a Michigan State University marketing professor, refined Borden's concepts and dubbed them the "four Ps" of marketing. McCarthy popularised the concept further by co-authoring the book Basic Marketing: A Managerial Approach.(Harvard bu) 
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(Fig : 3- 4 P’s marketing, picture reference :EP management )





PRODUCT

Crockett & Jones followed a family branding strategy from its origin. Apart from adding a few accessory lines that complement the main product line, the brand never tried to deviate from its core product range that sold from the beginning. Crockett and Jones uses the same branding, logo, and detailing for all the products that are marketed under the label. This strategy enables the company to establish and promote the heritage of the brand through its products. A company's core values help build its reputation in the marketplace. A strong set of core values ensures sustainability and creates a strong brand image.


PRICE 

Being a luxury footwear brand, Crockett & Jones follows a premium pricing strategy for its products, which is 300% to 500% higher than the high-street brands. Since the brand's targeted catchment is customers who have a disposable income, the pricing strategy is competitive among their competitors. The brand still keeps entry-level priced products for that market to attract new customers. Despite the fact that the average cost of the brands is 500 pounds per pair, it is still lower than the majority of the competitor brands.
 
PLACE

Crockett & Jones has 15 direct retail stores and distribution channels, including their online website and multi-brand retail store partners like Harrods, Selfridges, Bergdorf Goodman, and Neiman Marcus. The brand has a strategy for selecting retail locations and partnership stores around the world, with flagships located in many famous landmarks such as Jermyn Street in London, Burlington Arcade in Birmingham, and Fifth Avenue in New York. More than the distribution channel, the company's focus is on direct business locations like company owned stores and online websites.
 

PROMOTION

The brand has a conservative approach to their promotion strategies. Nonetheless, the company relies on print media advertising and billboards. Trunk shows around the world, including in Asian markets Like Hong Kong, Japan and Australia, it is one of the frequent marketing initiatives that the brand follows. Apart from all these, the highest mileage the brand has gained is from featuring as James Bond Franchisees official footwear partner since 2008. Crockett& Jones has got half a million followers on social media. It’s a medium that they are trying to promote through celebrity endorsements.


CONCLUSION AND RECOMMENDATIONS

The report showed the importance of analysing and measuring a business strategy with different management tools like Porter's 5 Force Model. SWOT Analysis, Etc. With the help of these tools and principles, we can define the business model and scope of improvement for its business in a 36-degree aspect.

RECOMMENDATIONS

For Excelling the marketing strategies of Crockett & jones brand Ansoff Metrix is good tool.
The Ansoff Matrix, also known as the Product/Market Expansion Grid, is a two-by-two framework that management teams and analysts use to plan and evaluate growth initiatives. The tool, in particular, assists stakeholders in conceptualising the level of risk associated with various growth strategies.
With the help of this tool we can define the brands future strategy in Market penetration, Market development, product development and Diversification.

[image: Chart, treemap chart, PowerPoint

Description automatically generated]

Fig 4 : source expert pg management


Crockett & Jones are known as a pioneer name among English shoemakers. It has gained popularity for its classic oxfords, boot designs, and leather quality. Hence, for the future development of the brand, the company should focus on market Development . Crockett & Jones's 75% sales contribution is coming from the European market and the rest is from North America. There’s a huge potential luxury market which is established in Asian countries like Japan, Korea, and China and is considered to be a cash cow for major luxury fashion houses. Having no retail outlet or distribution network in the Asian continent is a huge opportunity loss for the brand. Many competitors, like Church’s and John Lobb, identified the potential of these markets with the help of their conglomerate allies and have already launched retail stores and webstores in the region. Hence, business expansion to these unexplored markets could be the next strategic development that the company should be doing in coming years.
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