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[bookmark: _Toc122621024]Introduction
Ted Baker is a UK-based clothing retail company known for its best wardrobe outfits. The company was founded in 1988 in Glasgow, Scotland. After the COVID-19 crisis, Ted Baker started furloughing its employees, including the managerial staff. The company has also limited its capital up to the essential; l requirements. However, Ted Baker was taken over by Authentic Brands Group in October 2022. The company was unable to fight many uncertainties and was therefore losing its market hold. Due to extreme loss, especially after COVID-19, there was an immense disruption in its functional operations costs, which led to its weakling situation.
[bookmark: _Toc122621025]Marketing Mix of Ted Baker in the UK
Marketing mix has been considered one of the important sets of tools and strategies which have been used by organisations in order to capture the target market. Marketing has seven aspects which are - product, price, place, promotion, people, process and physical evidence of the company (Fahy and Jobber, 2019). In order to achieve its goals in the UK market, the company Ted Baker has been found to use the seven marketing mix tools in their business model. Ted Baker has provided high-quality products to millions of customers on a daily basis. The high-quality products have added value to their supply chain. Moreover, their products are easy to use for the customers as they have provided a brief manual with all their products for easy access. The product aspect of the company Ted Baker has been found in a good position. Ted Baker has been observed to use the hybrid strategy in order to price its products. They have used the premium pricing strategy to add a high value to their products, and through this, they have sold favourable brands and products to the targeted customers. They also have used the psychology pricing strategy, and this strategy has given them more benefits of earning a good revenue (Grigorescu and Ion, 2021). Moreover, the strategy of geographical pricing, which they have used in the international market and bundle pricing during the sale time in the UK has helped the company Ted Bakers to generate a good profit from the market. 
Ted Baker has been noticed to concentrate on the place aspect as it has a direct connection to the customers. They have maintained many company-operated stores in the UK, licensed stores, supermarkets, hypermarkets and e-commerce sites to give the customers proper access to purchase their products (Sharma, 2019). In order to promote their products and companies, they have used digital marketing platforms, a good reward system for the employees and built a community of influencers who can promote their products in the domestic UK as well as the global market. Ted Baker has produced proper training and counselling for the employees to stabilise employee retention in the company. Their process aspect has been considered unique. They have an operational management team, quality management team, and store management team in order to have smooth access to the business process. In physical evidence, they have a unique packaging strategy in the market, a creative and exciting atmosphere in the stores, and they have their own websites from which a large scale of sales have been generated (Grigorescu and Ion, 2021). 
[bookmark: _Toc122621026]Impact of key external influencing drivers on the marketing strategies of Ted Baker in the UK
Ted Bakers, the famous fashion retailer in the UK market, have been found to expand their business rapidly in the UK market. In the UK, Ted Baker has been found to explore the business by selling traditional products to customers (Peräkylä, 2021). It has brought a trend of traditional marketing strategies in the UK market and grabbed all the customers. They have served their service through supermarkets, hypermarkets, many large licensed stores, and eCommerce sites, and this helps them to bring globalisation to their marketing strategies. The continual rise of digitisation, especially after the post-pandemic environment, has helped them to bring a revolution in the fashion industry. They have a large scale of sales through online websites. They have run many campaigns in order to attract customers' interests, and also they have shifted their HRM department online to recruit employees in an easy and fast way. Digital marketing through social media platforms has helped them to gain 74% profit in their e-commerce sale within thirteen weeks. They have huge placement of stores, supermarkets and hypermarkets, which have helped to generate good revenue. The strategy of digital marketing has helped Ted Baker to bring globalisation to their business. 
With the growing success in the fashion industry, Ted Bakers have been seen to increase the brand awareness of the company. Many companies have achieved success by reaching their targeted goals but forget to maintain brand awareness, and for this reason, they have to face huge criticism from customers. Ted Baker has maintained the brand awareness of the company in the market. At Christmas, they have brought many unique campaigns to grab the customer’s retention toward the company. They have brought a campaign of “meet me under the mistletoe '' on the occasion of Christmas has gained a huge response from the customers. With success, a threat of competition has been considered normal things. Ted Baker has gained a huge market share in the UK, but still, it has many competitors who have proven the same service to the customers at a low price. The competitors of Ted Bakers are Karen Milen, River Island, French Connection, Asos and many companies that have also occupied a good place in the fashion market in the UK (Eisenberg, 2019). In order to compete with the competitors, Ted Baker has improved their service as per the customer's demand, and also they can collaborate with the competitors in order to explore more marketing strategies. 
When a company becomes a brand, many challenges and expectations come in its success path. It has been seen that people's choices and expectations have always changed with the trending market face. People love to go with the trend (Jelonek et al., 2022). In order to maintain customer retention and meet the exception of customers, Ted Baker always tries to do unique campaigns with trending fashion. They have provided high-quality products to the customers, which are easy to use and provide proper comfort to the customers. In order to maintain the reputation of the market, they have to provide proper training to the workers who have worked in the stores and supermarkets. This initiative helps them to maintain their reputation in the market. This initiative has also helped them to gain loyal customers for the brands. Through loyal customers, they have attracted more new customers for their company (Hoe and Mansori, 2018). They have built a good technical team to collect data from the customers and manage the external and internal information of the company like financial condition, sales rate, supply chain management, policy management and many more things. This process has helped them to capture a huge fashion market in the UK. 
[bookmark: _Toc122621027]Internal Analysis of Ted Baker in the UK
The firm is supposed to be quite competitive so that it can have an advantage over its rivals in the consumer market. Moreover, to achieve this, an efficient strategy must be implemented by the firm. These strategies are nothing but the internal analysis of the firm's resources so that it can use its resources to develop, design, and sustain itself, through its products and services, in the consumer market. The geographical reach of Ted Bakers in the UK market enhances the growth of the company through its accessibility to the targeted customers (Peräkylä, 2021). The wide portfolio can increase the chances of expanding the customer base along with reducing the loss from one product to be cancelled out with the profit on another. In the age of digitalisation, the main focus for Ted Baker may be online social networking through websites and social media platforms. Strong financial position, access to their supplier, the competent and efficient human capital are all the strengths of Ted Baker. However, there are certain weaknesses of Ted Baker's organisation. as well which might reduce the organisation’s speed in the market marathon (Elavarasan et al., 2020). The organisation's poor waste management is going to make it difficult to attain sustainable development in its organisation’s management practices. Poor inventory management can increase the cost of production and make the company less efficient. The liquidity position may become risky if a cash shortage or inefficiency exists. If enough investment is not made in R&D, the company's performance will get weakened. This is going to happen due to the lack of knowledge regarding the consumer market. Apart from these, poor customer service, untimely decisions made, poor project management practices and yet many more are the weaknesses of Ted Baker, which might loosen down its ground in the UK market (Ngoc et al., 2022)
[bookmark: _Toc122621028]The impact of Effective marketing by the company
Strategizing marketing helps in the growth of the business. A well-framed strategy by Ted Baker in the UK market is its effective and well-implemented marketing methods. This helps in the company's brand development and brand positioning. It ensures sustainable development, thereby increasing Ted Baker's position high in the goodwill market. Additionally, a well-defined marketing strategy increases the sales and revenue of Ted Baker. A perfect marketing strategy promotes business popularity and discoverability too. Instead of the long mundane advertisements on TV, newspapers, and others, advertisements on social media platforms also boost business promotion (Nerlinger and Utz, 2022). Projection of the business in an efficient manner enables proper positioning of the company’s products and services. As a better brand image is created, the number of customers will increase, thereby increasing the customer base for the company's profitability. Brand marketing helps in creating opportunities for new entrants in the industry through product and service endorsement. There can be a shift in the buying behaviour of the audience. When the products or the services are made visible, awareness regarding the product increases among them. The marketing strategy must be well thought out and quite efficient so that when it's executed, there is no chance of failure (Nurfadila and Riyanto, 2020. ). Otherwise, the resources allocated, the launch of the product or product development all get mismanaged along with the expansionary plan for their HR. It is also required by the company that it is quite well aware of its competitors and their marketing area. In case the competitor has already captured a particular consumer market, then it's better to explore that market since the image that the brand has made in the minds of its consumers might affect the cost of marketing Ted Baker as there might not be any customer shift. 
[bookmark: _Toc122621029]Recommendations for Ted Baker on the use of better marketing strategies to deal with the external challenges
Ted Baker should try to drive synergies along with the economies of scale so that the good preservation of the company;’s local goals and the specific needs of the customers are well met and synchronised. The best marketing strategy that Ted Baker should have is its local pot, along with the framework of set parameters for international consumer access and competition market-oriented strategies. In order to cater to its international consumer market vTed, Bajkerr should invest in a large scaler marketing campaign, social media strategy and guidelines along with an international PR (Kim and Sullivan, 2019). Order be ready against any unforeseen circumstances, such as the energy crisis due to wars between Russia NSA Ukraine will bring about market loss along with many other market opportunities. However, an international partnership will have a lesser impact than the individual one. Moreover, to keep track of the budget being spent, Ted Baker should fix a deadline to see whether the current market campaign is well-oriented or not. In case it is not, then the other campaign or idea must be thought of as early as possible so that budgetary loss can be maintained (PURWAR et al., 2019). At the end of the campaign, a record must be maintained as to what were the main reasons behind its success or failure so that in future, these points should be well considered while planning out the strategic campaigning.
[bookmark: _Toc122621030]Conclusion
Ted Bakers' existence is under threat due to many internal as well as external factors. It is not able to stand out from its rivals and is also experiencing a shift in its customer base within its domestic market. Furthermore, the COVID -19 crisis, along with the war and environmental imbalances brought about in the whole of Europe, has made it impossible for domestic consumers to make expensive purchases which have affected the marketing management of the company. Moreover, it has been understood that the company has suffered through the change in the needs of customers due to the pandemic. However, the influencer marketing undertaken by the company has been one of the most effective methods of promotion for the company and has been used as one of the critical success factors for the organisation in terms of marketing in the current business environment.
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