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INTRODUCTION

All the luxury fashion retailers used to follow a product-centric marketing strategy until the middle of the 21st century. This has changed from the last decade, when most fashion houses started focusing on their customer satisfaction and shopping experience for both online and offline channels. The strategy is to improve the brand loyalty and retention of customers through providing excellence in all customer touchpoints and providing a comprehensive shopping experience.

This report analyses how Crockett & Jones (shoemakers from Northampton) can improve their shopping experience and brand awareness through innovative marketing strategies and integrating different communication channels to fulfil current and future customers' needs.
 

COMPANY PROFILE

Crockett & Jones is a heritage handmade shoemaker from Northampton, England, established in 1879 by Charles Jones and Sir James Crockett. They are one of the three shoe manufacturers from Northampton that still manufacture products under their own label.
Crockett & Jones gained its reputation in the mid-20th century when it started making products for fashion houses like Ralph Lauren, Brooks Brothers, and Hermes. They use Goodyear welted technology in all their shoes, which gives longevity to their shoes and allows their customers to repair and resole them multiple times. High-end materials that are used for manufacturing are sourced from around the world in a sustainable process.
 
Crockett & Jones operates eight direct retail stores in the UK and the flagship is in Jermyn Street, London, and a boutique store located in the historical Burlington Arcade. In 2012, the brand signed a partnership with 007 as James Bond's footwear of choice for the films Skyfall, Spectre and No Time to Die. A few limited-edition shoes were launched in collaboration with the James Bond franchisee.

In 2017 Crockett & Jones was Honored to be Awarded a Royal Warrant by HRH The Prince of Wales as a manufacturer and supplier of footwear.
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DEFFINITION OF COMMUNICATION

Communication is the act of giving, receiving, and sharing information -- in other words, talking or writing, and listening or reading. Good communicators listen carefully, speak or write clearly, and respect different opinions. In simple words it’s an a interactive exchange of information between two people.
Communication is one of the important tool that helped the human society to develop to the modern era.

Shannon and weaver model of communication

Claude Shannon and Warren weaver developed a communication model during the late 1940s which later become the most influential formal model in communication. This still considered as the foundation for the most current communication theory’s and it’s also called as “the mother of all models’(Chandler & Munday, 2011). 
 
The model is primarily based on the thought of "signal transmission" from a records supply (sender) to a receiver through a conversation channel. The output message is changed into a signal, transmitted through a channel, received, and decoded by using a source. Within this process, there are interferences (noise) at a number points, mainly on the channel, distortions and degradation of information, and a comments' mechanism (feedback), in which the receiver returns statistics to the information.
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This model, associated to the advertising process, is to be supposed in this way: the sender is the Company or advertiser, and the receiver is the consumer/ target market. The records supply sends a message via a channel (website, radio, TV, newspaper, billboards, etc), and the receiver receives and decodes the message. Then, the receiver may want to provide remarks to the sender, high quality or negative. But there is every other necessary factor to be considered: the noise, something that disturbs the perception of the message.






INTEGRATED MARKETING COMMUNICATION 

Integrated advertising and marketing is an administration and business enterprise method that consists of all men and women in the analysis, planning, implementation, and manipulate of all marketing and advertising verbal change contacts, media, and dialogue technologies, targeted at a special intention goal target audience to gain most employer value and coherence. (Pickton & Broderick, 2004).

Changes in techniques of marketer and customer communication, and quick traits in communications technology, have had a good sized have an effect on advertising and marketing communications. Advertisers are greater and greater the use of a more than a few differ of increased specialized and fairly centred media and contents, such as web, mobile, and social media, to achieve smaller consumer segments, valued with increased personalized, interactive messaging.

Marketers are taking their non-public risks. Aiming to purpose and lure a massive vary of audience, this large mix of fragmented media and promotional channels give up end result in growing a hotchpotch of verbal alternate channels which provide up in going via purchasers harassed and unable to apprehend advertisements, messages, and ultimately caught in making their non-public preferences (Kotler, et al.,2020).

Companies have used the system of Integrated Marketing Communications (IMC) to preserve away from this issue. The company determines the roles that a range of promotional methods and marketing content material fabric will play, and the diploma to which each will be used, based totally completely on an overarching IMC strategy. This meticulously coordinates promotional operations, as well as the scheduling of key campaigns (Kotler, et al., 2020).




















NEW PROMOTIONAL STRATEGIES FOR THE Crockett & Jones 



ONLINE PROMOTION

Crockett and Jones being a traditional brand, it follows a very conservative approach towards its digital platforms. There is significant shortage of shopping experience with its online shopping compared to the service and shopping experience in their retail stores. Since the company is not too much focused on acquiring new customers or rather penetrating to millennial population. The brand has not quite succeeded in marketing its heritage and celebrity collaborations to the younger customer market. In the past ten years most of the luxury retail brands started focusing on online channel sales to target the younger customer market succeeded it with a significant revenue contribution coming from omni platforms, but Crockett & Jones failed to do so and struggling to increase their online presence. Below are some proposals for online promotional improvements that C&J can adapt to improve their digital presence.
 
 
• Creating a more engaging and attractive online website for the brand which will showcase the whole catalogue of the brand products.
• An integrated bespoke (Made to measure) and patina lab on the website that allows customers to choose the models and do the customization to their products, which will create a more exclusive shopping experience for the clients. The similar service and experience is available on the Competitor brand John Lobb’s (*another shoe maker from Northampton, owned by Hermes group) Website.
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*Source: john Lobb website


· Crockett and Jones should promote all the celebrity appearances wearing the brand products through the social media and Movie Franchisee collaborations should be highlighted on the website for better brand equity.





OFFLINE PROMOTION


As quickly as clients stroll into a store, high-end manufacturers set off an end-to-end luxurious buying experience, from supplying individualized interest via educated buddies to showcasing the craftsmanship and format of products.  Google and Ipsos discovered that 57% to 69% of luxurious customers prefer to physically see and contact the product before making a purchase. This makes the retail stores an important medium of sales  channel for all the luxury brands. Below are the few suggestions for Crockett and Jones to improve their offline shopping experience.



· To improve the brand imagery and aspiration, they could launch a dedicated collection and display zone for the James Bond Edition shoes ( Shoes worn by Bond in the movie) with in the store and exclusive boxes and bags associated with the 007 collaboration. This will help to excel the brand influence among the movie fanatics and younger generation.

· The brand fails to capture customer data during the offline purchase and this is causing trouble for repeat customers who are not aware about their size and measurements. This could be solved through recording customer data while shopping ( Name and Mail id ) and which will help to keep track of customer shopping history and reach out to them for their needs.

· Turning the retail stores into a more digital integrated format with adding live music and TV screens which play the shoe care and repair videos and manufacturing process along with brand history. This will help the brand to enhance the shopping experience and engage the customer with the brand.

· Have a dedicated patina lab along with the repair service in store and this will help to build an enthusiasm in customers mind to come back with their old pair for repairs and experiment with the patina service by adding different color shades to the old shoe pair. And which will help the customers to desire about the brand products.





BRAND EQUITY 

Brand equity is a marketing term that describes the worth of a brand. Consumer perception and experiences with the brand determine its value. Positive brand equity exists when people think highly of a brand. Negative brand equity occurs when a brand consistently under-delivers and disappoints to the point where people advise others to avoid it.

Positive brand equity has monetary value:

· Companies can charge more for a product that has significant brand equity.
· That equity can be transferred to line extensions, which are products related to the brand that include the brand name, allowing a company to profit more from the brand.
· It can help a company's stock price rise.

How Brand Equity Develops

As a result of a customer's interactions with the brand, brand equity begins to develop and grows. The process usually involves that customer's or consumer's natural relationship to the brand, which unfolds in a predictable pattern:

· Awareness - The brand is introduced to its target audience in a noticeable way, often through advertising.
· Customers become acquainted with the brand and recognise it in a store or elsewhere.
· They try it now that they recognise the brand and recognise what it is or stands for.
· Preference - When a customer has a positive experience with a brand, it emerges as the preferred option.
· Loyalty - After a string of positive brand experiences, customers not only recommend it to others, but it also becomes the only one they will purchase.


Examples of Positive Brand Equity

Apple, which was named "the world's most popular brand" by one organisation in 2015, is a prime example of a company with positive equity. The company established a positive 


reputation with Mac computers before expanding the brand to iPhone models, which deliver on the brand promise that Apple's computer customers expect.


On a smaller level, local supermarket chain Wegmans has so much brand equity that when shops open in new territories, the brand reputation draws such large crowds that police must direct traffic in and out of store parking lots.


Examples of Negative Brand Equity


Financial brand Goldman Sachs suffered when the consumer discovered of its role in the 2008 financial crisis, car manufacturer Toyota struggled in 2009 when it had to recall well over 8 million vehicles due to malfunction, and oil and gas company BP suffered after the 2010 Gulf of Mexico oil spill.

Creating positive brand equity is only half the battle; sustaining it consistently is the other. As Chipotle's 2015 food poisoning crisis demonstrated, a single negative incident can wipe out years of positive brand equity.




KELLERS BRAND EQUITY MODEL	

Kevin Lane Keller developed Keller's Brand Equity Model (also known as the Customer-Based Brand Equity (CBBE) Model) in his widely used textbook, "Strategic Brand Management."

The Brand Equity Model is based on the simple idea that in order to establish a strong brand, you must frame how customers feel and think about your product. You must create the appropriate experiences around your brand so that consumers have precise, positive thoughts, feelings, beliefs, views, and perceptions about it.

Customers who have strong brand equity will buy more from you, recommend you to others, are more loyal, and you are less likely to lose them to rivals.

Brands can create the WOW factor by using the Brand equity pyramid or the CBBE model to determine which strategies to implement and how to provide the right experiences to their target audience.

For example, we adore sports-oriented brands such as Nike and Adidas. Decades of targeting and then branding in this category have allowed them to establish a strong brand equity. The same can be said for BMW and Audi, two brands that have worked hard to establish themselves as high-end sports car manufacturers.
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The Brand equity triangle is depicted in the image above. The triangle, as we can see, is divided into four parts. Two of these four parts are further subdivided. As a result, Keller's Brand equity model has a total of six building blocks.


KELLERS BRAND EQUITY MODEL APPLIED TO CROCKETT & JONES 


· BRAND SAILENCE : Brand identity refers to how customers perceive a brand and how they distinguish one brand from another. It is how the brand defines itself in the customer's eyes. Crockett & Jones stands as a synonym’s name for English shoemakers specialise in the manufacture of high quality goodyear welted shoes.
C&J’s brand awareness expanded over the past decades with the help of gentleman fashion journals and features got published in GQ UK.

· Performance / Imagery: The performance of your product indicates how well it meets the requirements of your customers. Does the product perform as advertised? Does it live up to the expectations and complete the task?( Keller Artic)
Crockett & Jones shoes are considered as unique design and stands for inventor of classic English shoe designs. All their products are known for its quality, durability and value for money. The brand has always stood for sustainability and environment friendly operations and sourcing. The unique design and process of manufacturing





· Brand Response: When a customer purchases your product, he develops expectations about the brand and the purchase. If the customer's expectations are met, he is very delighted and has positive emotions about the brand. If the product exceeds expectations, it generates a lot of buzz and may turn the customer into a brand advocate. Customers form "Feelings" as a result of such positive experiences. Crockett & jones Always stand for its quality and Comfort of their products and its reputation in the market helped the brand to create a pride in wearing its collections in the fashion industry.

· Brand relationship :  There's a reason resonance is at the top of Keller's pyramid. It is frequently the most difficult level for a brand to achieve.
The way a customer identifies with a brand is through brand resonance. This is the strong, long-term relationship your brand hopes to establish with each and every customer you acquire along the way. The idea is that your brand resonates so strongly with customers that they not only return but also become brand advocates.
Crockett & Jones is a brand that 80% of its business generate from existing customers and even with a conservative marketing strategy and less aggressive approach brand has become the no1 English shoemaker. This has achieved with help of its loyal customer base and word of mouth publicity.






Conclusion

Gaining a reputation it the industry and sustaining for more than century is a great achievement for any brand.  Crockett and Jones Success is great example for building brand equity and carrying it over the generations. From this analysis we can understand the challenges that a brand can face for achieving the same.














ADVANTAGES AND DISADVANTAGES OF KELLER'S BRAND EQUITY MODEL


Conducting regular research into the changing trends and feelings of your audience, as well as distributing feedback surveys, can help you determine whether your brand is leaving a positive impression on your audiences. In addition, when calculating customer brand equity, you should consider your:

Financial indicators
Metrics for brand 'buzz'
Metrics for consumers


These will provide you with a better understanding of how your brand is perceived and the impact this has on your business prospects. By keeping track of these insights and focusing on Keller's four tiers of brand equity, you can significantly increase customer loyalty and thus expand your company's bottom line.


Advantages:

· The brand resonance pyramid is examined to determine how marketing communications can foster intense, active loyalty relationships and influence brand equity. Keller (2009)
· With the CBBE model, the strongest brand excels in all six brand building blocks, allowing brands to be successful. Keller (2001)
· Brands that can achieve resonance and affinity with consumers reap a host of valuable benefits, including higher price premiums and more efficient marketing campaigns.

Disadvantages:

· Kuhn et al. (2008) discovered that emotions did not play a part in the industrial context of marketing and suggested that resonance may need to be modified to be more relevant.

· Also mentioned is the role of company representatives in building brand equity, indicating the importance of this human element.








CUSTOMER JOURNEY 

The path of interactions an individual has with your brand, product, and/or services is referred to as the customer journey. It describes both direct interactions, such as contacting a customer service team, and indirect interactions, such as hearing about a brand at an event.

The customer journey can be interpreted as a map of the various interactions that any given customer has with your brand and marketing touchpoints. No two customer journeys are the same, and it is the path each person takes via your website , customer service team, and various other brand channels that allows marketers to tailor their marketing strategy to each customer. As a result, marketers frequently direct customers to take customer journey that they believe will result in the best outcome/service for both the brand and the customer—for example, by providing targeted ads and personalised content to increase brand awareness.




Every step of your customer journey should help a customer to become more acquainted with your brand and leave a lasting impression. This is only possible if you maintain brand consistency at all times. As a result, the language on your website must reflect how your sales representatives speak to customers; the imagery on your promotional materials must be consistent with your website graphics, and so on.
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Step 1 Awareness: The consumer identify that he/she have a need for a product or service and start seeking the availability of the same

Step 2 Consideration : Prospective consumers make their own decisions after conducting preliminary research. They weigh the benefits and drawbacks of a product, as well as the prices set by a brand and those set by competitors. They consider all of the product's features and compare the  product to other options (Kotler, 2009).

Step 3 Purchase/ Decision : At this point, purchasers have all of the information they need to make the best decision. Customers read other customers' reviews on survey responses and make their decision (two - thirds of shoppers are influenced by other customers' reviews)  They are prepared to make a purchase.



Step 4 Retention/loyalty : During the retention phase, businesses can implement a loyalty programme or a knowledge base FAQ, as well as communicate organisation or product advancements to customers on a regular basis. Companies could also hold regular product training sessions or give extra promotions all through the customer lifecycle. Regular communication can result in increased customer engagement, as well as increased education and value for clients.



Step 5 Advocacy : Customers are more likely to advocate for a company if they can recognise their objectives and track their success. Customers who are satisfied spread the word to other prospects, who may consider that organisation for their own requirements.
Customer advocacy can result in word-of-mouth marketing, which can bring in new customers. Many people base their purchasing decisions on studies and success stories from their peers. When one person tells two friends, and so on, organisations can, if properly tracked, trace that effect to sales growth.









CUSTOMER TOUCHPOINT 

Customer touchpoints are interactions between your brand and your customers. A touchpoint occurs whenever a customer interacts with your brand, regardless of the channel. There is a long path filled with touchpoints, from Facebook ad to the cashier.
Each of these touchpoints is extremely important. Customers' purchasing decisions are influenced by their experiences at each touchpoint. However, you cannot improve your customers' experiences unless you know which touchpoints they are using. Let's look at how you can find these touchpoints.

Although the purchase was made in your physical store, the journey began online with an ad and continued through various mediums. This is why all of your customer touchpoints must be important and well-designed. Customer touchpoints are classified into three categories based on where your customers are in the customer journey.

· Before making a purchase.
· During the purchasing process.
· Following the purchase.
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PRE-PURCHASE TOUCHPOINTS
 
A newly graduated employee, Mark, is starting his first corporate job and is looking to upgrade his wardrobe to a corporate profile. He looked to GQ magazine and his tailor for ideas, and he narrowed it down to Crockett and Jones and Ferragamo. From Google reviews and suggestions from his father, he finalised Crockett. Then he logged onto their website and browsed through the collections and located the nearby retail outlet for shopping. ( During these activities, Mark had gone through 4 touch points.)
 
 
PURCHASE TOUCHPOINTS
 
He tried on a few pairs of shoes with the assistance of the sales associate. The employees briefed him about the brand's history, heritage, and product features. Evan, they informed him about the post-purchase service facility the brand offers. He completed the purchase and the associate offered him a welcome letter with a newsletter subscription form(he had gone through another 4 touchpoints of the business).
 
 
POST-PURCHASE TOUCHPOINTS
 
After returning home, Mark logged in to the brand's website and registered for the newsletter using the purchase reference. (9th touchpoint) A few months later, Mark received an email inviting him to an exclusive preview of James Bond edition shoes. (10th touchpoint) He attended the event and told his friends and family about his experience. 

















MAP OF CUSTOMER JOURNEY

The Customer journey map is regarded as an important strategic management tool for understanding a company's customer experience by academics and marketing experts. The customer journey map is a graphical representation of the stages in which a customer interacts with the company during the lengthy buying process (Rosenbaum, 2017). A map of a new customer's end-to-end purchase of an Armani dress is provided below for a better understanding of the Customer Journey map.


	Customer journey MAP
	Awareness
	Discover
	Purchase
	Use
	Bond

	Website
	
	Seeking More info
	
	
	 

	Store
	
	
	Purchase of shoes
	
	 

	Call Centre
	
	
	
	
	 

	Facebook
	
	
	
	
	 

	Web forums
	Customer Reading about the brand
	
	
	
	 

	Mobile
	
	
	
	
	 

	Email
	
	
	
	
	 

	Product
	
	
	 
	Design and quality
	Satisfaction from the quality and comfort, sharing others





The strength that we can identify from the Crockett & Jones customer journey map is that the brand has a very good reputation among the sartorial community and the tailoring world. The brand's history and the quality of its products are helping the company to influence its customers.
 
Collaborations with the cinema franchisees and celebrity appearances wearing the brand are helping the company to acquire new customers and create an aspiration in the fashion community. Product quality and customer service are important factors in brands' high retention and loyalty, but not focusing on CRM programmes and taking a conservative approach to online promotions are two gaps in the Crockett & Jones customer journey. Not having a CRM programme and failing to capture the data base of customers who shopped seems to be a huge opportunity lost since this is restricting the brand from reaching out to its customers.
 
In this world of social media that we live in, not having an active digital marketing strategy will remain a concern for acquiring new customers and connecting with youngsters. It’s one of the big catchment losses for the business.
 
 
The Total Engagement Model
 
Engagement means a brand should establish a deep connection and a strong relationship with the connection, which will be the core influencing factor for the decision to purchase. To establish this engagement with customers, the Total Engagement Model recommends creating a strong bond synergy with major elements in a customer journey such as ads, store service and ambiance, product quality and design, corporate culture, and employee relations. This can be achieved only by focusing on organisational values and ethics, employee satisfaction, and commitment.
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In the case of Crockett and Jones, brands have been able to achieve great brand value and reputation through their design, quality, and heritage. Stores are giving great service and highly experienced staff are able to address the customers' concerns and help them with styling.
But store ambiance, lack of digital presence, and irregular seasonal campaigns remain problems. In addition, unlike Salvatore Ferragamo and Berluti, a lack of online presence is causing problems with  adding millennial customers.
 



CONCLUSION
 
This report examines the significance of various marketing tools and their importance.
and the customer touchpoints that can be driven through the different marketing principles. From this study, we can understand the complex process and various touch points of a product before a customer buys it. To achieve this, you have to use integrated marketing communication on both online and offline channels.
 
Through Keller’s brand equity model, we are able to understand the importance of building brand equity and how to achieve it. Also, the benefits of having a high brand equity and how it influences the company's business.
Crockett & Jones has to continue producing high-quality classic products with modern thoughts on digital marketing, online presence, and strong CRM ideas.
 
 
RECOMMENDATIONS
 
Below are a few recommendations for C&J to improve the brand presence and its revenue.
 
· improved digital media presence with a more interactive online store that helps the customers to Enjoy seamless shopping.
 
· Include the customised service in your online store.
 
· improved store ambiance with digital integration.
 
· Establish a CRM programme for its regular customers that enables a high level of retention (points on shopping that can be redeemed on accessories).
 
· Frequent trunk shows in other cities
 
· Season launch and movie edition collection launch events, such as the BOND collection, 
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