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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 their marketing perspective. An introduction to the organisation has been offered referring to the history 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 perspective 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 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 that might improve their financial performance.
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1. Introduction 
Marketing management is a process that helps an organisation to plan and execute the promotion and distribution of the products and services in order to attract and retain consumers. In this connection, the following assessment would focus on considering the marketing management practices of Levi's along with understanding its marketing aspect and possible future expectations that need to be included in their communication channel. Marketing management can significantly facilitate the organisation in order to be creative with the marketing strategy along with reflecting a positive brand image in terms of gaining a competitive edge in the marketplace. Thus, the entire study would focus on understanding the history, milestones and products of Levi's along with having an in-depth understanding of their innovation marketing strategies while reflecting on the marketing mix of the brand. All of this significantly helps in understanding the prospect of Levi's and their marketing management in the current competitive landscape.
[bookmark: _caye853fxk5v][bookmark: _Toc123653034]2. Introduction to the Levi’s 
Levi’s is one of the renowned organisations, which is successfully operating its business in the apparel industry around the world. The organisation is a premium denim wear manufacturer internationally. 
[bookmark: _bhn13g53av2x][bookmark: _Toc123653035]2.1 History of Levi’s
Levi Strauss & Co started its journey in the apparel industry in 1853, in which year it was founded in San Francisco. Blue jeans were born in 1873 and during that period, the organisation received a US patent to improve its fascinating pocket opening by adding specific metal private to work pants, which are known to be blue jeans (Levi Strauss, 2022). The history of the organisation indicates that behind its success its creation of stronger pants for working men contributes greatly. 
[image: ]
Figure 1: Levi's introduced jeans for women in different colours 
(Source: Levi Strauss, 2022)
The organisation introduced the “Two Horse Trademark” in 1886, which symbolised the strength of its products or pants in the face of competition as in the logo of two horses attempting to pull apart a pair of its pants. Throughout the history of Levi's a strong focus on the improvement of products and diversification is noted. For example, after improving the pants for working men by making them stronger, the organisation has been focused on introducing jeans for women as well. As a result of this, in 1934, it introduced the first blue jeans for women (Levi Strauss, 2022). This initiative indicates the focus of the company on graving the market opportunity and working on them to faster growth. 
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Figure 2: Total debt of Levi's reduced in 2007
(Source: Levi Strauss, 2022)
The financial history of Levi's also indicates its growth throughout the years, along with its belief to win with “Product, Product, Product”. For evidence, the net revenue of the company was approximately US$ 4.193 billion in 2006, which became USD 4.361 billion in the next year (Levi Strauss, 2022). On the contrary, the total depth of the organisation during the same period reduced as it was approximately US$ 2.217 billion in 2006, which became approximately US$ 1.960 billion in the next year (Levi Strauss, 2022). 
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Figure 3: Levi Strauss generated robust financial performance in 2021
(Source: Levi Strauss, 2022)
Despite significant growth in the global market, the organisation witnessed a drop in its global revenue in 2020 due to the coronavirus pandemic (Levi Strauss, 2022). This is the reason that after witnessing a continuous growth in its revenue from 2016 to 2019 the organisation witnessed a significant drop in its revenue in 2020. In particular, in 2019 the revenue of Levi's was an estimated US$ 5.8 billion, which reduced and became US$ 4.5 billion (Levi Strauss, 2022). However, in 2021 the organisation generated robust financial performance with revenue of approximately US$ 5.8 billion (Levi Strauss, 2022). 
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Figure 4: Revenue of Levi Strauss from 2010 to 2022
(Source: Macrotrends, 2022)
In 2022, the organisation has been able to enhance its financial stability, as its overall revenue has augmented significantly and became approximately US$ 1.517 billion in August 2022, with an approximately 1.31% increase year-on-year (Macrotrends, 2022). Considering the overall history of the organisation it is observed that throughout the year since its establishment the organisation provided a great focus on the improvement of its products, which resulted in positive financial success. 
[bookmark: _a45p5fxxqhy4][bookmark: _Toc123653036]2.2 Milestone of Levi’s
	Year 
	Milestones

	1853 
	In 1853, Levi Strauss started its journey to become one of the leading apparel brands around the world. 

	1863
	In this year, the company got the name, “Levi Strauss & Co.”

	1872
	Around 1872, Levi received a letter from a customer, namely, Jacob Davis, a Nevada tailor. Levi got to know about pants through the utilisation of rivets at points of strain for making them stronger and last longer. The organisation started working on the new idea with Davis.

	1873 
	The company set a milestone by introducing blue denim jeans this year. This is because denim jeans were a revolutionary product as they were stronger than any other pants and made for working men who used to do hard work in their daily lives. 

	1877
	In this year, the factory of Levi's expanded along with notable features of its pants like dark blue denim and guarantee of quality, which fosters standardisation. 

	1907
	During this year of the financial panic, the business of the company slowed down and the organisation started relying more on its own products.

	1929
	Approximately 70% of its overall profit was delivered by the overall cells of its jeans (Zippia, 2022). 

	2015
	The overall operation of Levi’s achieved $300 Million of progress  (Levi Strauss, 2022)

	2017
	The organisation released a smart jacket, which is a product that it developed in a partnership with one of the most renowned companies, Google (Zippia, 2022).

	2021
	In 2021, the organisation announced its acquisition of Beyond Yoga and entered into the activewear market. 


Table 1: Milestone of Levi’s
[bookmark: _cxayyvih3sfd][bookmark: _Toc123653037]2.3 Products of Levi’s
	Products of Levi’s for men

	Clothes and footwear 
	· Shirt 
· T-shirt 
· Jeans  
· Bags
· Jacket
· Accessories like belt
	Apart from jeans, the company also offers different types of clothing options along with bags and accessories to its male consumers.

	Products of Levi’s for women

	
	· Shirt 
· T-shirt 
· Jeans  
· Bags
· Jacket
· Accessories like belt
	For its open consumers also the organisation is continuously improving its products and offering a variety of footwear along with denim jeans and t-shirts.

	Products of Levi’s for kids 

	
	· Shirt 
· T-shirt 
· Jeans  
· Bags

	After having a wide variety of products for men and women, the organisation has enhanced its product range by including products for kids as well. The kids' range of the organisation includes different clothing options that are specially made for kids by emphasizing the comfort of users and looks as well. 


Table 2: Products of Levi’s
[bookmark: _ipql6wqzp7c1][bookmark: _Toc123653038]
3. Innovation marketing strategies for raising awareness of the brand
[bookmark: _k4epkjds7p8m][bookmark: _Toc123653039]3.1 Marketing strategy behind Levi’s
Product quality and patent
Levi's has created a “Restricted Substance List” (RSL) in 2012, chemical compounds that are prohibited from being used in the manufacture of the product lines due to the potential impacts on consumer environment and labourers (Levi's, 2022). Moreover, the company has also merged with the “Joint Roadmap Towards Zero Discharge of Hazardous Chemical” in 2012, which they have met specifically in 2020 (Levi's, 2022). The ground-breaking “Screened Chemistry Approach” has been introduced in 2014, which is intended to recognise the potential ecological and human hazards that need to be assisted in the distribution network in order to assist better environment friendly and safer options (Levi's, 2022). All of this has been influencing the product quality of Levi's in order to increase durability and efficiency. 
Moreover, one of the most important marketing strategies of Levi's was their patent. From 1873 to 1890, the company had exclusive privileges to manufacture the pair of pantaloons, which had pocket holes that were called “waste overalls” (Regaudie, 2022). In addition, in the year 1928, Levi's eventually copyrighted its name while marketed under two horse brands. Levi's has anticipated that its pattern would become public domain in 1890 that could significantly create issues for the brand, as rivals would be able to flood the market with their own version of jeans (Regaudie, 2022). In the precaution, the brand has created its own signature two hours brand leather patch in order to demonstrate their jeans durability and inform the customers about their original maker's quality of waistband.
Distribution
Levi's has begun construction on a 70,000 square metre environmentally conscious distribution hub in Germany, which is expected to open around 2024 April (Cristina Pavarini, 2022). It has a supply of 55 million manufacturing prospects with a diverse range of offerings to the European market while supporting the organisation with omnichannel strategy (Cristina Pavarini, 2022). The new distribution centre is focused on having a creation of up to 650 new jobs while making it a highly desirable working destination in the surrounding area (Cristina Pavarini, 2022). Moreover, they are specifically focused on construction including cooling systems and geo-thermal heating. This refers to the entire distribution procedure of Levi’s is specifically focused on sustainable perspective along with maintaining a socially responsible image. This is significantly important for the brand to attract customers along with maintaining and better marketing strategy and management.
Focusing on women about wearing jeans
Levi's introduced their Lady Levi's jeans in 1934, when dude ranch was one of the extremely popular spots for tourist destinations. Dude ranch were the places where women were treated fairly and the brand has taken this as an opportunity to capitalise the trend and did something unusual to design a line of women jeans that can significantly target female audience (Cristina Pavarini, 2022).
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Figure 5: Levi's getting love from American consumers
(Source: Piacenza, 2018)
Through this perspective, the brand has obtained a favourable image for the other denim brand, as from the above mentioned figure it can be understood that from the other brands, Levi's is significantly having lots of love from the American consumers (Piacenza, 2018).
Endorsement
In terms of endorsement, James Dean wore jeans in the film “Rebel Without a Cause”, which has directly linked with the context of jeans as well as being rebellion. Moreover, Marlon Brando has also endorsed Levi's classic 501 designs in a movie, where he has played the leader of a motorcycle gang and has been loved by many due to his character (Cristina Pavarini, 2022). Marilyn Munroe, was the first woman to wear Levi’s 501 jeans in a film. Additionally, “route 66” ad was directed by Adrian Lyne, which is one of the examples that a brand can significantly improve their marketing aspects with the source of advertisement and endorsement with popular celebrities such as Brad Pitt (Cristina Pavarini, 2022). From this context, it can be stated that Levi's extensively focus on strategising their product and marketing as per the trend changes along with understanding the popular celebrities who can possibly attract consumers.
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Figure 6: Net sales of Levi’s
(Source: Sabanoglu, 2022)
The above figure reflects that the net sales of Levi's significantly increased with $5.76 billion in the year 2021 (Sabanoglu, 2022). This reflects that the organisation’s focus on marketing perspective is significantly improving their brand status and financial stability. From the above perspective, it can be stated that Levi’s is significantly influencing their product quality, patent, distribution along with targeting specific people with efficient endorsement in order to manage their marketing strategy in the existing business marketplace. This is significantly influencing their business profitability, as it has been noted from the growing net sales of Levi’s. Hence, it can be asserted that Nike's marketing strategy is significantly raising awareness about the brand and its products.
[bookmark: _u27b531l5d2e][bookmark: _Toc123653040]3.2 Marketing mix of Levi’s
In order to focus on the marketing mix of Levi's, the 4P’s of marketing mix would be justified efficiently referring to place, price, product and promotion.
Place
Levi’s is divided into three regions such as Levi’s Asia specific, Levi’s America and Levi’s Europe. Asia's specific division is operating overseas from the Middle Eastern Asian countries such as Oman, Kuwait, Qatar and United Arab Emirates (Levi's, 2022). The company's main headquarters are specifically located in San Francisco. Through its well-qualified and trained employees, the distribution channels and unique franchise model are being managed effectively. 
Price
Referring to the pricing strategy, Levi’s is currently using a standard pricing strategy, as it has been noted that the jeans are around $40 and are a good product overall (Light, 2020). There are other products that range between $60 to $80, which means that the stuff is highly efficient and it is offered to a direct-to-customer that needs better quality management (Light, 2020). Through the standard pricing Levi's has been able to accurate their budgeting while simplifying the inventory cost. The standard costing also makes it easy to position their products accurately with facilitating production benchmarks. In addition, they are also able to have efficient financial record management with a rate and volume variance (Yang and Zhang, 2022).
Product
Levi's brand is extremely popular due to the customer loyalty in the brand is getting due to wearing Levi's jeans, as it is accustomed with the brand's elegant design and exceptional comfort. The brand has very innovative design elements with five pockets for convenience and double seams for durability (Levi's, 2022). The classic blue jeans is the most comfortable product in their marketing mix with a variance of colors such as green, khaki, black, grey and others. The company has several diversified portfolio products ranging from shorts, trousers, jeans, jacket, socks, jumpsuits and others (Levi's, 2022)..
Promotion 
In terms of promotion, Levi’s has attempted to market to the youths while emphasising individuality and uniqueness to the young generation. The company has a campaign of “be yourself” that has been a youth success; the company has heavily promoted its public exhibition organised in Europe (Levi's, 2022). Levi’s has created a special line of jeans for the customers who are purchasing from Walmart with an exclusive signature collection. They have also introduced smart jackets a few years ago along with a brand promotional effort that has a new waterless technology (Levi's, 2022). This refers to the fact that the organisation is significantly improving their perspective not only in social media but also through actions in order to improve the marketing strategy.



[bookmark: _wjl3iqq5z4lz][bookmark: _Toc123653041]4. Communication channel of Levi’s 
Operating as a renowned brand, Levi's as effectively looked forward to utilise a range of communication channels as an integral part of reaching their target audiences. Distinctive focus has been maintained by the brand with the consideration of an omnichannel communication approach where Levi's has been operating with both traditional and digital medium of communication.
An innovative promotional strategy has also been undertaken by the brand. Due to this reason, extended investments are also ensured by them, which have been playing a significant role behind the empowerment of communication channels on behalf of the business. For example, around $100 million are spent by the organisation in terms of advertising across print and national television in the last year along with digital mediums (Media radar, 2022). Subsequent investment is also conceptualised by the organisation in premium advertisement units over 250 different media properties (Media radar, 2022). Apart from that, the in-store communication approach is also considered by the brand. This evidence reflects the consideration of traditional communication medium from the company perspective in terms of promoting and communicating with their target audiences in different markets and regions. 
Apart from that, the company is eventually observed to put an extended focus on the prospects of digital communicational approach. In this regard, effective brand website has been established by Levi's in the form of levi.com or dockers.com across different markets like Europe, Canada and the US. Levi's has been attentive to launch next-level websites as an integral part of empowering their communication with target customers (Carlson, 2020). The direct-to-consumer (D2C) team of Levi's has been working hard in terms of empowering the features of a next-level lightning fast website from the company perspective. With the help of NextGen features, Levi's has also been looking forward to empower the prospects of digital experience through both desktop and mobile versions of levi.com (Carlson, 2020). The attributes of consumer communication has been highly focused by Levi's due to which headless architecture technology has been deployed by the company within their omnichannel experience (Carlson, 2020). This aspect has been improving their consumer experience with a seamless and frictionless integration. Simplified search functionality has also been playing a significant role behind extending the attributes of consumer engagement with the brand based on subsequent and flexible communication.
[bookmark: _5mh0j6w6cz02][bookmark: _Toc123653042]4.1 Current and future expectations
In terms of highlighting current expectations with the maintenance of a flexible communication approach with different channels, Levi's has been able to improve their digital presence that has also contributed to their performance. The mentioned omnichannel communication approaches of Levi's have been extremely supportive to ensure distinctive consumer engagement with their brand that has also been beneficial for their sales growth. As an example, it is noted that the direct-to-consumer sales contributed around 40% of their entire sales during 2020; however, the brand had looked forward to make that 60% by the end of 2021 (Anderson, 2021). Moreover, with the help of maintaining both traditional and digital methods of communication, Levi's has been able to ensure 4th place for net promoting score (Comparably, 2022). This evidence reflects the effectiveness of their communication channels and approaches. Apart from that, the net sales of Levi's has also experienced distinctive growth in the recent past as their net sales reached up to around USD 5.76 billion by the end of 2021 (Sabanoglu, 2022). 
In terms of clarifying future expectations, Levi's might be able to improve their financial performance with extended sales growth through the maintenance of different communication mediums and channels as mentioned. Moreover, extended consumer engagement could also be achieved by the company depending on this feature that may also improve their future performance with subsequent competitive growth. 
[bookmark: _m48h81yiz6k6][bookmark: _Toc123653043]5. Conclusion 
The overall assessment has highlighted the aspects of marketing and communication strategies of Levi's where the brand is identified to put a profound focus on their product quality. The distribution network of Levi's is also empowered with an omnichannel approach where a greater focus is kept upon sustainability and social responsibilities. Distinctive endorsement strategies are eventually preferred by the brand along with both traditional and digital media promotion. Subsequent partnerships have also been supportive for Levi's to extend their reach across extended consumer markets with adequate growth opportunities. The consideration of digital communication approaches has also been supportive for Levi's to ensure lucrative customer engagement as well as sales growth. The achievement of 4th place in net promoting score is also indicating the effectiveness of the brand to maintain flexible communication with their target audiences that may also ensure extended competitive growth for the company in future. 
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