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Executive Summary
Marketing management is highly required in an organization to increase awareness of a brand among consumers. In this relation, the following study has focused on considering Levi's as organisation and its marketing perspective. An introduction to the organisation has been offered referring to the growth of the organisation with milestones and products. Referring to the innovation of marketing strategy for raising awareness of the brand, product quality and distribution, focusing on women wearing jeans along with endorsement, all of the perspectives has been referred to an in-depth understanding of Levi's marketing perspective. Apart from this, a marketing mix has been offered where it has been noted that Levi’s is operating in three main regions offering a standard pricing strategy with a variety of product range and an immense focus on promotion. Additionally, a communication channel of Levi's has been noted where the brand has a very innovative promotional strategy while empowering communication channels and considering digital experience to improve customer communication. From this perspective, Levi's is required to improve their omnichannel approach which might improve its financial performance.
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[bookmark: _Toc123659624]1. Introduction of the Organisation 
Levi’s is one of the largest apparel companies based in the USA and dominates both global and local markets by offering high-quality jeans in approximately 500 stores as well as websites. In 2021 the net revenue income of the reputed apparel company is $5.8 Billion as the company excels in its business in approximately 50, 000 retail locations which reflects the growth and development of the company (Levi.in 2023). The whole operation of the company is well supported by 16,600 employees and through this report, the macro, as well as microenvironment of the business, will be discussed along with recommendations. 
[bookmark: _Toc123659625]2. PESTLE Analysis 
[bookmark: _Toc123659626]2.1 Political 
The USA is a politically stable country which supports the company in expanding the business and attracts the attention of Foreign Direct Investors (FDI). The federal government helps to lead the country and elections as well as voting rights support increasing collaboration among government and people which enhances flexibility within business operations (Whitehouse.gov 2023). The USA maintains a good political relationship with the neighbour countries which also supports Levi’s to expand the business in the global range. 
[bookmark: _Toc123659627]2.2 Economic
The economy is the backbone of the business and the current Gross Domestic Product (GDP) is 23.32 trillion which is comparatively high and it demonstrates the good economic condition of the country (Data.worldbank.org 2023). On the other hand, the inflation rate is 4.7% which is comparatively high and increasing inflation decreases the purchasing power of the consumers (Refer to Appendix 1).
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[bookmark: _Toc123659671]Figure 1: GDP of USA 
(Source: Data.worldbank.org 2023)

[bookmark: _Toc123659628]2.3 Social
Social factors are another important factor and the growing population of a country provides desirable assistance in retaining growth and development of business. The present population of the country is 335,918,785 which demonstrate social support and it reflects the increased profit margin of the company. On the other hand, the growing population of the country supports the apparel company to hire subtle employees as well as find targeted consumers to maintain consistency (Worldometers.info 2023). 
[bookmark: _Toc123659629]2.4 Technological
In recent times, technological advancement supports a country to bring prosperity and provides a positive impact on the business prospect. USA is one of the technologically advanced countries and with the help of Artificial intelligence (AI) the country is trying
 to protect economic security which enhances the scope of improving the business operation of Levi’s (State.gov 2023). From another report, it has been stated that within the world the US has ranked 4th as a technological expert country which demonstrates the scope of expansion of the business (Refer to Appendix 2). 
[bookmark: _Toc123659630]2.5 Legal
Legal factors often create obstacles within business whereas legal flexibility within the USA propels the development of business effectively in both national and international ranges. Free Trade Agreements (FTA) between the USA and other countries support operating trade through duty-free access and provide other conveniences which highlight legal flexibility (Trade.gov 2023). The country has ranked 6 within the ease of doing business list and 2 in resolving insolvency which demonstrates less legal harassment for the companies and fuels the pace of operation of Levi’s (Doingbusiness.org 2023).  
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[bookmark: _Toc123659672]Figure 2: Rank of USA in Ease of doing business
(Source: Doingbusiness.org 2023) 
[bookmark: _Toc123659631]2.6 Environmental 
Climate change is one of the threatening issues and the detrimental effects on the business may enhance the issue and mitigate the challenge Levi’s has adopted ample initiatives. It may be argued that the USA has taken stringent rules and regulations related to the environment and violation of rules may provide a negative impact on business. 
[bookmark: _Toc123659632]3. Porter’s 5 Forces Model 
[bookmark: _Toc123659633]3.1 Threat of new entrants (Low)
The threat of new entrants is comparatively low as the operational cost of the business within the USA is extremely high and it is extremely challenging for new start-ups to get financial support to establish a business. The product diversification of the company covers shirts, jackets, shoes jeans and cutting-edge technologies fuels the pace of the business which reduces the chances of entering a new entrant. 
[bookmark: _Toc123659634]3.2 Threat of substitutes (Low)
The threat of substitutes is low as there is no replacement for clothes which ensures the dominance of the apparel industry or manufacturing industry. Along with that, the price range of the products Levi’s is comparatively high whereas the standard of the quality of the product reduces the threat of substitutes within the industry. 
[bookmark: _Toc123659635]3.3 Bargaining power of consumers (High)
The bargaining power of consumers is high because the switching cost is comparatively low because the industry offers several options to the targeted consumers. Due to the advancement of technology consumers are finding opportunities to reach more fashion brands which enhance the bargaining power of consumers effectively. Bruijl and Gerard, (2018) articulated in the research that technological advancements and different types of strategic thinking support the company to improve the operation by analysing the existing external threats with the help of Porter’s Five forces framework. 
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[bookmark: _Toc123659673]Figure 3: Porter’s Five Forces Model
(Source: Bruijl and Gerard, 2018)
[bookmark: _Toc123659636]3.4 Bargaining power of suppliers (Medium)
In the apparel industry, an extensive range of suppliers are available and the switching cost of the suppliers is comparatively low which decreases the scope of negotiation. It may be argued that the brand reputation of Levi’s attracts the attention of the suppliers and the negotiation technique of the company boosts the relationship with suppliers. Therefore, it may be stated that both the company as well as suppliers depend on each other and the bargaining power of the suppliers is medium. 
[bookmark: _Toc123659637]3.5 Competitive rivalry (High)
Levi's has an extensive range of competitors both nationally as well as internationally range and for this reason, the competitive rivalry of the company is high. The rival companies of Levi’s are Abercrombie, GAP, Wrangler, Nike, Luckybrnad, Lee, Uniqlo, Zara, and Asos along with the e-commerce platforms which acknowledge the existing competitive rivalry for the company (Refer to Appendix 3). 


4. Keller’s brand equity model for Levi's

The CBBE model, which stands for customer-based brand equity, is another name for Keller's brand equity model. The consumer became the company's key emphasis as marketing developed. Companies understood that they would make money if they kept their clients satisfied. But how do these businesses engage with their clients? It involves creating a powerful brand. The CBBE model, also known as the Brand Equity Pyramid, is a pyramid that explains how to increase brand equity by knowing your target market and developing tactics around that knowledge. Strong brand equity and a higher likelihood of gaining and keeping customers emerge from a link between the brand and the consumer. This gives businesses and goods that are referred to as "brands" a significant edge. Brands can use the CBBE model or the Brand equity pyramid to choose which techniques to use and how to provide the ideal experiences to their audience in order to wow them.

As an illustration, we adore sports and fashion-oriented companies like Levi's and Adidas. They have been able to develop a strong brand equity through years of targeting and subsequent branding in this sector. The same is true for BMW and Audi, two companies who have fought hard to establish themselves as producers of luxury sports cars.
1. Salience- Levi's is a well-known company that sells clothing accessories, personal care items, and athletic footwear, illustrating its depth and breadth.
2. Performance: In the footwear sector, Levi's is well known for its high quality (reliability, sustainability, and durability).
3. Imagery: Levi's associates itself with well-known, successful athletes and important sporting occasions like the world cup. Levis are therefore more intimately linked to soccer than any other type of footwear.
4.Judgments:   Consumers give Levi's a high level of trust because of its quality and effectiveness.
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                     Figure 4 Keller’s Brand Equity Model for Levi’s (created by author).



5. Emotions – Levis are related with sentiments of elation, happiness, and self-respect. Levis also takes a more aggressive stance. They place a high value on dominance, quickness, vigour, passion, power, and command. They make an effort to awaken the warrior.
6. Resonance: Levis gives clients the option to interact with athletes and one another. Participants in its online discussion are customers. It's safe to suppose that levis is still a powerful and prosperous company at the age of 71. The company's creative staff has created some of the most ground-breaking ads, and it continually succeeds in capturing the attention of young people and sports enthusiasts throughout the globe. Levis has achieved success by consistently offering its core clients goods that match or beyond their expectations in terms of both form and function. They have tens of thousands of locations, making their items easily accessible everywhere in the world. Levis has succeeded by developing an instantly recognisable brand.

5. Customer Journey and Customer Touchpoints of Levi’s
Levis takes tremendous pride in their commitment to sports and is adamant that  &quot;sport is   important to every culture and community and to the health and happiness of every person.&quote; The brand is committed to producing goods that provide clients with the finest experiences and service in an environmentally responsible manner (Perez et al., 2019).

                                          Customer Journey Map of Levi’s
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                              Figure 5 Customer Journey of levis (Created by author).


· The customer journey starts with product awareness, thus levis must make it simple for consumers to locate their items. The proliferation of the internet has fundamentally altered the ways in which people learn about, investigate, and ultimately purchase goods. Search engines, social media, and review sites are just a handful of the numerous new options for learning about and exploring potential purchases. More payment options are now available for online shopping (Peterson et al., 2015).
· Consideration (Search, Research)- The majority of customers at this stage of the journey already know they need an levis product and are looking online for further information (Ratner et al., 2017).
· Conversion- When it comes to today&#39;s customer journey, conversion is one of the trickiest parts. To prevent losing clients at this late point, levis has to make the digital route to buy as simple and straightforward as feasible. Think about the variety of payment methods they accept, the clarity of their purchasing instructions, and the overall user experience they provide (Rittenhouse et al., 2017).
· Consumers may advocate for adidas products by contributing their own material online about their experience with the brand. Reviews, ratings, product queries, images, and more fall under this category. If they&#39;ve given their consumers a first-rate experience, it will pay off in the form of increased sales. It has been shown via studies that customers who have already made a purchase are open to marketing for related items (Santora etal.,2018).








6. SWOT Analysis

	Strength 
	1. The operation of Levi’s is supported by the huge number of talented employees which reflects in the productivity of the company 
2. Multiple distribution channels is another strategy of the company as it helps both online and traditional businesses to meet the organisational goal

	Weakness 
	1. Dependency on the contract manufacturers enhances the risk for the company which fuels its weakness 
2. The weakness of the company is over-dependence on a few wholesale consumers which may affect the profit of the company in the future  

	Opportunity 
	1. Levi’s current sustainability goals include the exclusion of hazardous chemical which attracts the attention of consumers (Doyran, 2020)
2. Expanding product portfolio by including shirts, shoes, jackets and so on helps to retain existing consumers along with reaching new or potential consumers at both local as well as global levels (Costello and Reddy, 2020)

	Threat 
	1. Extensive range of rival companies such as Abercrombie, GAP, Wrangler, Nike, Luckybrnad, Lee, Uniqlo, Zara, Asos and many more poses a real threat to the company 
2. The sudden outbreak of the pandemic covid-19 creates a real threat in terms of financial aspects and provides an adverse impact on the supply chain network which reflects on the profit of the company 


[bookmark: _Toc123659707]Table 1: SWOT Analysis of Levi’s
 (Source: Self-created)
Considering research it may be depicted that SWOT analysis helps to understand the internal strength, and weaknesses as well as external opportunities, and threats for the company and formulate strategies to take competitive advantages in the highly competitive market (JATMIKO et al., 2021).  
[bookmark: _Toc123659639]7. Marketing Mix Strategies 
A marketing mix strategy allows any organisation to design marketing strategies to reflect on the sales of the company by utilising the resources of the company. According to research, marketing mix includes different strategies related to product, price, place and promotion which help to take competitive advantages (Thabit and Raewf, 2018).
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[bookmark: _Toc123659674]Figure 6: Marketing mix strategy 
(Source: Thabit and Raewf, 2018)
[bookmark: _Toc123659640]7.1 Product 
Levi’s is one of the reputed companies which offers high-quality denim jeans all over the world and attracts the attention of consumers. Additionally, product diversification is one of the features of the company and includes different products such as skirts, shirts, jackets, shoes and so on to grab the attention of the consumers. Product diversification of the company increased international sales of the company from 49% to 55% between 2016 and 2021 along with digital transformation which reflects on the revenue collection (Levi.in 2023). 
[bookmark: _Toc123659641]7.2 Price
Pricing strategy is part of the marketing strategy of the company and pricing strategy supports a company to take competitive advantages. Levi’s is a reputed apparel company and the company has taken the policy of standardisation in case of pricing and affordable price range attracts the attention of consumers from the middle-class and upper-middle-class section (Refer to Appendix 4). In addition to that, the pricing strategy of the company supports Levi’s in maintaining consistency regarding growth as well as the development of the company beating the challenge of rival companies. 
[bookmark: _Toc123659642]7.3 Promotion 
Promotion helps to reach a great number of consumers which is highly required to retain the position of the company within a highly competitive market. Levi's utilises digital marketing targets for product promotion along with publishing advertisements on television, print media and so on which helps to increase the sales of the company. Santos et al., (2023) mentioned in the research that maintaining sustainability and publishing reports on websites supports Levi’s to grab the attention of the millennial generation which reflects on the purchasing intention. 
[bookmark: _Toc123659643]7.4 Place
Apart from that, Levi's has its shops which are approximately 500 and it deals in approximately 110 countries which depicts a strong distribution network for the company. The company has a unique negotiation policy with the suppliers which support the company to maintain the supply chain of the company and enhance the satisfaction of the consumers by delivering products on time. 
[bookmark: _Toc123659644]8. Recommendations 
The recommendations are as follows:
1. Levi’s should adopt green supply chain management as well as packaging process to enhance the sustainability within the business operation
2. The company needs to adopt technologies such as Big Data Analytics which supports the company to assess the existing financial risks for the company 
3. The company has to improve customer service through the company through the inclusion of real-time applications as it helps to boost the satisfaction of the consumers
4. Levi's needs to hire more experts to provide a desirable solution to reach consumers in an international range by improving the international possesses
5. The company should adopt eco-friendly materials to decrease the impact of perilous chemicals or fabrics on the environment 
There are some recommendations which may help the company in the future to improve its operations which help in getting more consumers, escalating profit, taking competitive advantages in the highly competitive market and so on. 
[bookmark: _Toc123659645]9. Conclusion 
From the above discussion, it may be stated that Levi’s is one of the reputed apparel companies based in the USA and the company dominates both national and international markets. The detailed analysis of the macro and micro business environment helps the readers to understand the way it supports the company in formulating the strategies. The PESTLE as well as Porter’s Five Forces support in addressing the external situation and SWOT supports in analysing the internal capabilities of the company. In addition to that, the marketing mix with the reference to product, promotion, price, and place supports understanding the existing operation of the company and recommendations may support improving the operation in the future.
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The company believes in product innovation and differentiation to tackle the
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About Levi's

Marketing Mix of Levi's

1. Product Strategy. 2. Price Strategy of Levi's
of Levi's
The company has a policy of maintaining standard pricing all over the world.
2.Price Strategy of Their pricing is mid-ranged which can be afforded by middle-class and upper-
Ledts ‘middle-class sections.
3. Placement
Strategy of Levs Owning to a brand being an established player, price segmentation s a risky
strategy. Levi's jeans price is influenced by numerous factors like affordabilty for
EHRTER target customers, cost & demand of the product, and its famous features &
Strategy of Levi's
uniqueness.
Conclusion

Inindia, Levi's jeans price ranges from INR 1299 to 7000, covering both the
price-sensitive and luxurious style customers.

The company also follows price discrimination policy in various countries which
means they sell the same product for different prices in different countries.
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