
1


MARKETING FUNDAMENTALS

20

Assignment 2

[image: Text

Description automatically generated]


Course:BA Business Management
Module name:Marketing Fundamentals
Module code:LCBB4004
Lecture name: Afzal Munna
Title:Internal and external impact of Covid-19 on Boohoo
Student name: Tsveta Valerieva Lyushtova
Student number:2124712

Table of Contents
Introduction	3
External analysis	3
PESTEL	3
Political	4
Economic	4
Social	5
Technology	6
Environment	6
Legal	7
Internal analysis	8
SWOT	8
Strength	8
Weakness	9
Opportunity	9
Threat	10
Marketing Strategy	10
Segmentation	10
Targeting	11
Demographic segmentation	11
Behavioural segmentation	12
Geographic segmentation	12
Positioning	13
Marketing Mix	14
Product	14
Price	15
Promotion	15
Place	16
Recommendations	16
Conclusion	17

[bookmark: _Toc109868408]Introduction 
The report aims to assess the internal and external environment and marketing infrastructure of Boohoo, one of the leading online retail fashion brands. Boohoo has focused on the digital platform to create a sustainable consumer portfolio (Boohoo 2022	). The initial phase of the report would focus on the external environmental analysis of the organisation. The next phase of the research would focus on the internal attributes and limitations of the organisation. The overall marketing strategy would be assessed systematically. The segmentation, targeting and positioning of the organisation would be assessed through evidence-based research. The overall analysis would be leveraged to offer feasible recommendations for the brand. 
[bookmark: _Toc109868409]External analysis
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[bookmark: _Toc109868411]Political
Brexit has been one of the critical political factors that affected the fashion and apparel sector. During the first two quarters of  2021, the overall global exports of the U.K. has decreased by 7%  (Islam 2022). The imports and exports with the EU countries have also decreased by 12% and 20%, respectively, compared to the pre-pandemic levels. Apparel and clothing have been one of the most significantly affected sectors. This scenario can be directly correlated with Brexit-related exports and import restrictions imposed by the national government. 
British Fashion Council has ensured robust financial support of more than £1 million to the fashion sector to support the contingency caused by the pandemic (Elan 2022). However, the sector representatives have stated that significantly more financial support would be necessary. 
[bookmark: _Toc109868412]Economic
The overall volume of clothing sales decreased by more than 22.2% during 2020 (Ons.gov 2021). The decrease has directly impacted the pandemic-related stagnancy in sales and revenues. 

The overall revenue of the fashion industry decreased by approximately 25% during the period (Spglobal 2020). 

However, during the same period, the overall online retail sales increased from £ 89 billion in 2019 to £ 130.6 billion in 2020 (UNCTAD 2021). 
[bookmark: _Toc109868413]Social 
The fashion industry has witnessed a lack of adequate demand among the consumer segments during 2021 (Brydges Retamal and Hanlon 2020). The overall sales of fashion apparel have decreased by 25% during the period. One of the most prominent trends has been to avoid new fashion trends as the Covid-19 pandemic has limited the scope of socialising (BBC 2020). 
The pandemic has resulted in increased environmental awareness among consumers. This awareness has resulted in the demand for sustainable fashion. Sustainable fashion is perceived as reusable product offerings produced through supply chains that comply with environmental obligations. 
From the fashion industry's perspective, the pandemic has resulted in a significant loss of employability. Recent statistics suggest that the fashion industry has suffered a loss of more than 24000 skilled labourers (Apparel Resources 2021). The stagnancy in demand and the overall government-imposed restrictions have resulted in this scenario. 
[bookmark: _Toc109868414]Technology 
The fashion industry has witnessed a surge in the overall inclination to adopt AI-based technology in its marketing activities. The strategic objective has been to enhance the scope of personalisation. Moreover, AI capabilities are leveraged to create a platform for co-creation with the target consumer groups and enhance overall engagement (Gonzalo 2022).
Predictions suggest that online apparel brands would surpass the traditional high-street fashion brands through a personalised marketing strategy. This trend has created an urgency among the established brands to develop and improve their respective digital platforms. Moreover, the sector has witnessed the emergence of new players with focused capability in the digital platform. 
[bookmark: _Toc109868415]Environment
The fashion industry is increasingly adopting the idea of virtual-only models to minimise the overall environmental footprint associated with marketing activities. 
There has been a growing awareness and consensus regarding the potential waste generation through the production of fast fashion commodities. This awareness has resulted in a prominent shift in the consumers' minds. The tendency is especially prominent among the Gen Z consumer demographics, who are prepared to shift to an alternate, reusable, and sustainable fashion that aligns with their evolving sensibilities. Moreover , the consumers are focusing on the overall eco-friendly supply chain associated with fashion products. 
[bookmark: _Toc109868416]Legal
The government imposed restrictions in the backdrop of the Covid-19 pandemic has created restrictions in terms of footfall in retail stores. 
The overall external analysis has helped identify certain salient features of the external environment. The impact of Brexit has adversely affected the overall import and export infrastructure with the EU, which has been one of the prominent markets. Moreover, access to other parts of the global market has also been affected. Therefore, marketing efforts need to focus on restoring presence in these prominent markets. The increase in the digital fashion expenditure would complement the growth strategy of Boohoo. The shift of focus from high-street fashion to comfort wear should be accommodated as part of the marketing mix. Moreover, enhanced awareness regarding sustainable fashion should be one of the primary criteria for developing the product design. 
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[bookmark: _Toc109868418]SWOT
[bookmark: _Toc109868419]Strength
Boohoo has been successful in creating prominent sub-brands that have a distinct identity among the target consumer bases across the globe. The prominent sub-brands of Boohoo include Pretty Little Things, MissPap, Nasty Gal, and Karen Miller (Boohoo 2022). Boohooman is curated especially for fashion-conscious males. 
The organisation's overall workforce strength is more than 5000 across the globe. Boohoo has emphasised developing a skilled and sustainable workforce in the marketing and digital platform development departments. This strategy has strengthened its core capabilities. 
Boohoo has developed an interactive and dynamic social media strategy to engage consumers. The strategies across the social media platforms have been effective in creating a brand image that resonates with the young consumer demographic. Moreover, interactive marketing strategies such as virtual contests and giveaways are well-aligned with the digital platform-based operations of the organisation. 
[bookmark: _Toc109868420]Weakness
The overall earnings of the organisation decreased by approximately 28% during 2021-22 (Davey 2022). Moreover, the reported net profit was approximately 7% below the estimate during the financial period. The net loss of the organisation can be correlated with a range of Covid-19-pandemic-related factors. One of the factors has been that the organisation has suffered due to the major disruptions in the overall supply chain. 
Moreover, the overall loss has been further fuelled by an increasing rate of clothes returned by the consumers. This scenario reflects the overall inclination to shift from fast fashion and high-street fashion segments. The emergence of the pandemic has created this shift in preference among the core consumers. 
The scenario has adversely affected the potential investment that could have been channelised toward marketing infrastructure in the long run. 
[bookmark: _Toc109868421]Opportunity
The organisation has ensured proactive consumer involvement as part of its marketing strategy. Currently, Boohoo has more than 200 brand ambassadors across 186 universities in the U.K. (Boohoo 2022). The strategy has ensured further penetration into the target consumer segment and scope of involvement. This approach can complement the Below-the-line marketing strategy of the organisation and enhance positive referrals. 
The organisation has developed the 'For the Future' collection to cater to the rising demand for sustainable fashion (Boohoo 2022). Moreover, the product lines are aligned with the fundamental philosophy of leveraging reused fashion. The product design strategy has been complemented by effective social media strategies such as #doyourthing. The overall approach has provided the brand with a robust platform for further strengthening the promotion of sustainable fashion as an alternate choice of aesthetics. 
[bookmark: _Toc109868422]Threat
The supply chain of Boohoo is distributed across some prominent global hubs. The highest concentration of suppliers is in China, followed by India (Bourke 2022). This strategy can be considered one of the potential threats to the firm. The emergence of the pandemic has resulted in disruptions across supply chain hubs in Asia. The government-imposed restrictions have also impacted the overall import and export infrastructure of these regions. Boohoo can face further barriers due to its reliance on overseas supply chains. 
Boohoo has traditionally focused on women's niche consumer demographic. The brand has been identified and promoted to create an identity that primarily attracts fashionable young women. This brand image, in the long run, can restrict the scope of market development for the brand. 
[bookmark: _Toc109868423]Marketing Strategy
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Demographic segmentation can be considered one of the primary strategic tools for identifying consumers based on age, sex, gender, income, and ethnicity, among other basic dimensions (Gajanova L, Nadanyiova M, Moravcikova 2019, p.68). The U.K. fashion industry can be broadly segregated into Gen Z and millennials based on their age groups (Kale 2022). Established and emerging fashion retailers have primarily targeted these two dominant age groups to strengthen their consumer base. The behavioural aspects of the consumers often determine their purchase patterns and behaviour. In this context, some of the defining characteristics of the consumer groups can be referred to. A relevant report by Mintel has reflected that approximately 64% of Gen Z consumers are more inclined toward availing of brand new products (Kale 2022). On the other hand, only 44% of the age group comprising Millennials and beyond prefer brand new clothes. However, the inclination to avail of sustainable products is also the most significant among Gen Z consumers.
The emergence of the Covid-19 pandemic has resulted in evident shifts in the socio-economic segmentation of consumers. The global crisis has resulted in a general trend of financial constraints among retail consumers. Consequently, a significant percentage of the premium consumers have shifted toward a more affordable fashion that offers higher value for money. Moreover, the overall consumer segment has shifted toward a more utility-oriented approach. The pandemic has restricted the scope of socialisation. Therefore, the occasions for using luxury products have also become restricted.     
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[bookmark: _Toc109868426]Demographic segmentation
Boohoos has primarily focused on the Gen Z and the millennial consumer segments. The target age group of the brand ranges between 16 and 30 (Johnson 2022). Boohoo targets young consumer demographics that are fashion conscious and are aware of global trends. Moreover, the brand primarily caters to women as the target demographic group. In terms of income groups, Boohoo appeals to consumer groups who prioritise high value-for-money. Accordingly, the brand relies on competitive pricing and convenience as the core value propositions offered to the customers. The reliance on affordability as one of the value propositions aligns with the overall shift among consumers in the external business environment.  
[bookmark: _Toc109868427]Behavioural segmentation
Boohoo caters to consumer segments primarily motivated to avail latest global fashion trends at affordable prices. However, external research has suggested that the organisation has also relied on a niche marketing strategy to appeal to consumers who prioritise sustainable or reusable fashion (Johnson 2022). The niche segmentation, in this context, is directed to strengthen a foothold within a concentrated yet growing consumer segment that similar shares values and preferences. Moreover, one of the behavioural aspects of the target consumer groups is that they are technologically well-equipped and prefer the convenience of the digital platform over the traditional brick-and-mortar physical stores. Also, the consumer groups prefer the marketing strategies and brand image perceived through social media as the primary source of information. 
[bookmark: _Toc109868428]Geographic segmentation 
The range of sub-brands offered by Boohoo caters primarily to urban consumer groups. The product portfolio is aligned with the sensibilities and fashion sense of consumers who are city dwellers and lead independent lifestyles. 
The overall segmentation and targeting of Boohoo indicate that the organisation has relied on a range of value propositions to identify its consumer portfolio. The value propositions, in this context, include high value-for-money, alignment with global fashion, the convenience offered by the digital platform, and urban sensibilities. The strategies can be leveraged to focus on the positioning of the brand among existing and potential consumer segments. 
[bookmark: _Toc109868429]Positioning 
Aaker's Brand Personality Model can be referred to assess the core essence of Boohoo among the target consumers. The theoretical framework focuses on sophistication as one of the dimensions that define brand personality. Sophistication is aligned with specific brand attributes such as upper-class and femininity. The core product offerings of Boohoo are aligned with these attributes. The core offerings have been promoted as masstige products. Masstige products can be defined as offerings perceived as affordable luxuries by the target consumers. 
Besides the core product offerings, Boohoo has also focused on niche segments such as sustainable fashion. In this context, the organisation has relied on sincerity as the core brand element. Sincerity aligns with brand personality elements such as honesty, transparency, and being down-to-earth. Boohoo has positioned its range of reusable fashion as an offering that assures responsible procurement and environmental obligation. 
Overall, Boohoo has positioned itself as a sophisticated and honest brand that caters to the sensibilities and fashion sense of urban consumers. The brand caters to consumer bases who are independent and prepared to make their own fashion choices. 
[bookmark: _Toc109868430]Marketing Mix

The overall segmentation, targeting, and positioning are the initial stages of a holistic marketing process. The identification of the target consumer group is leveraged to develop the marketing mix that comprises product, price, promotion, and place dimensions. The marketing mix dimensions of Boohoo can be referred to in this context. 
[bookmark: _Toc109868431]Product 
Boohoo has primarily aimed to implement a market penetration strategy by catering to the core consumers through the primary product segments (Boohoo 2022). The core product category of the brand includes clothes across a range of niche categories based on occasion and frequency of usage. Moreover, the organisation has adopted a product development strategy by diversifying into shoes, accessories, homeware, and cosmetics. Boohoo has strengthened its product development strategy by collaborating with global cosmetic and beauty brands such as L'Oreal, Garnier, and Rimmel, among others. The strategy, in this context, has been to associate with the various dimensions of lifestyles of a typical consumer and ensure long-term retention. The product portfolio aims to expand the scope of interaction with the consumers and provide a one-stop solution for lifestyle needs. 
[bookmark: _Toc109868432]Price
Boohoo has traditionally relied on a competitive pricing strategy to strengthen its market share. This strategy has been perceived as one of the organisation's values propositions. However, in the recent past, the organisation has announced an increase in its average pricing strategies (Butler 2022). The modification has been announced to combat the declining demand and scopes of revenue in the backdrop of the pandemic. Moreover, the pandemic has increased the average operational cost of the organisation due to disruptions in the supply chain. The forecasted decline in the annual profit has also been among the primary rationale for adjusting the pricing strategy. However, the strategy might dilute the core value proposition of the brand in the long run.  
[bookmark: _Toc109868433]Promotion 
Boohoo has successfully leveraged social media influence as one of the strategic tools to motivate consumers. Social media influencers are generally leveraged as endorsers who can shape the preferences and purchase intentions of the target consumer segments. Boohoo has leveraged social media platforms such as Instagram by effectively leveraging the popularity of the influencers. 
The organisation has ensured significant success through hashtag marketing strategies such as #Boohoointhehouse (Sentence 2020). The viral marketing strategy has been relevant in the backdrop of the pandemic. The brand has leveraged social media to suggest creative casual wear ideas that can be adopted while staying indoors. 
Boohoo has curated a focused strategy for TikTok, one of the most prominent social media platforms. The audio-visual contents have been designed primarily for the Gen Z consumer base. Moreover, the social media platform has been utilised to design interactive contests that would potentially enhance consumer engagement.  
[bookmark: _Toc109868434]Place
Boohoo has promoted its range of focused expertise in the virtual platform as one of the augmented value propositions for the customers. The integrated digital ecosystem of the organisation comprises social media, the official website, and the mobile app. The organisation has adopted a strategy to continually improve the digital platform through user-friendly features, efficient performance, and added range of convenience. 
[bookmark: _Toc109868435]Recommendations
The overall external, internal and marketing mix analysis has provided the platform for feasible strategic recommendations for the firm. 
The research has revealed that the organisation has collaborated with some global brands as part of its product development strategies by including brands such as L'Oreal and Garnier. The collaborative approach should be extended to the core product development as well. The brand should ideally collaborate with global apparel brands that could potentially strengthen the overall product portfolio. Currently, Boohoo is reliant on its range of popular sub-brands only. The inclusion of global brands would expand the marketing mix and provide consumers with an enhanced incentive. However, one of the primary criteria, in this case, would be to include an optimum number of global brands only to prevent against dilution of the flagship brands of Boohoo. 
Fashion co-creation is fast emerging as a strategic tool to ensure enduring customer engagement by established brands. Boohoo should leverage its range of digital platforms to enhance the scope of personalisation and co-creation. For instance, the customers can select their choices of fabrics and colours through the digital platform and design a personalised product. The strategy would add a competitive advantage to the overall product dimension of the marketing mix. Moreover, the co-creation strategy can be integrated with the promotion dimension. The social media platforms can be leveraged to develop competition through which consumers can share their innovative co-creation ideas. The most innovative ideas would be rewarded through giveaway awards. The overall strategy would ideally enhance consumer loyalty and retention in the long run. 
The organisation can create product differentiation based on the overall pricing strategies. Currently, the organisation has strategy to revise the average prices of its products to compensate for low profitability. However, differentiation into a distinct premium label would help the organisation to distribute its pricing strategy. The core products can be offered at competitive prices, based on the masstige marketing theory. The luxury product range can be offered at premium prices. The strategy would enhance the consumer portfolio and create scopes of revenue. 
[bookmark: _Toc109868436]Conclusion
Overall, it can be concluded that the external environment of Boohoo offers a significant scope of demand in terms of digital purchases. Moreover, the overall preference of consumer segments has shifted toward sustainable fashion. The internal analysis of the organisation has revealed significant aspects such as product portfolio, digital platform and promotional strategies by involving core consumer representatives. However, one of the weaknesses is that the organisation has suffered low profitability. The analysis of the marketing mix has revealed that the product portfolio comprises core and differentiated offerings. The promotional strategies have been limited to social media platforms and ensured effective consumer engagement. 
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