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The coronavirus pandemic affected several industries across the world, including the fashion industry. The main impact of the virus was felt by retailers due to the drop in revenue for three consecutive quarters which affected the profitability of firms. The pandemic induced lockdowns resulted in new consumer trends and buying patterns which has made it essential for organisations to modify their business structure. Supply chain disruptions of several retailers has highlighted the need to adopt sustainable strategies. According to the McKinsey Global Fashion Index report, fashion companies are expected to record a 90 percent decline in profits (Mckinsey, 2021). In addition to the threats posed by the pandemic on the profitability of fashion retailers, new trends in the industry offer several opportunities to retailers. The growth of digital consumption is found to offer several benefits to organisations as well as consumers. It is important for retailers to develop and implement innovative strategies while delivering their products and services. 
The main focus of organisations in the 21st century must be to increase profitability, reduce complexity, increase value and improve consumer engagement. The main aim of this report is to assess the impact of the pandemic on Clarks, a British shoe retailer. The report builds on the findings of the presentation to identify marketing objectives and recommend suitable strategies that could enable the company to recover from the impact of the pandemic and exploit opportunities existing in the business environment. The scope of the paper discusses the marketing environment of the company to identify trends based on which strategies for the company have been discussed. The report concludes by summarizing the findings and providing suitable recommendations.
[bookmark: _Toc72579367]Organisational Summary
C. & J. Clark International Ltd, also branded as Clarks, is a popular British shoe manufacturer and retailer. The company was established in 1825 by Cyrus Clark and is headquartered in Somerset, England. The operations of the company are conducted through 1,400 retail stores of the company located in different parts of the world. The company also operates through franchises and third-party distributions. The company has differentiated themselves from other competitors in the market by offering a range of exclusive products. The company reduces costs by ensuring that its products are stocked up based on sizes. For each product, the company manufacturers one product size per style which allows the company to deliver as per the demand in the market. The company has been facing financial issues over the past few years due to which the company has to shut down several of its stores in the U.K. The company was the market leader till 2016 after which the market share of the company has been dropping due to changing trends in the market (GlobalDataRetail, 2020). thus, considering these factors the marketing activities of the company are required to be modified with an attempt to rebrand the company. 
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Figure 1: Clarks Revenue and Turnover Growth
(Source: Homma, 2020).
[bookmark: _Toc72579368]Environmental Marketing Audit
The expression "business climate" is a marketing term that applies to the conditions and forces that influence a company's ability to develop and sustain profitable partnerships with existing and prospective consumers. Certain aspects of the marketing landscape are controllable, whereas some are uncontrollable and necessitate changes to company processes. Firms must be acutely mindful of the marketing climate in which they operate in order to mitigate the detrimental effect of environmental conditions on their marketing efforts in order to conduct profitable business. The environmental marketing audit of an organisation can be done based on the PESTEL framework which aims to identify the political, economic, social, technological, environmental and legal forces that affect the operations of an organisation. Post-COVID-19 projection baseline indicates that global apparel and footwear volume prices fell by 19 percent at constant exchange rates in 2020 (Homma, 2020). Apparel and footwear have been struck especially hard by the Coronavirus COVID-19 pandemic. Specialist shops and department stores were required to shut down temporarily after the pandemic, as they are not deemed important industries. Also, remote jobs, closed schools and cancelled activities have reduced customer demand for fresh clothes and boots, creating more problems for retailers (Palmer, 2013).
The key trends identified during the marketing audit include changing consumption patterns of the consumers due to lifestyle changes. The fashion industry is found to highly dynamic and is found to respond differently to the changes in fashion trend which increases the competition in this industry (Chavan, 2018). The main trends in footwear have shifted from fashion to athleisure as people have been spending less on formal shoe patters and more on sports and casual wear. The pandemic has boosted the e-commerce retailing channel to a significant extent as most sales are being done online. Some of the newer channels of distribution include pick-up shopping, home delivery and virtual shopping. The emergence of the internet and the newer communication technologies have increased the rate at which information is exchanged between consumers, retailers, suppliers and distributors (Zakerian et. al., 2017). This has helped organisations to respond quickly to the market changes. Additionally, such technologies have also increased the demand for a diverse range of products that are customized as per the needs of individual consumers. Certain environmental factors have also made it important for fashion brands to operate more ethically due to increased ecological awareness and concern triggered due to climate change issues. Stakeholders and other regulatory entities have been increasing the pressure on fashion brands to reduce their carbon footprints and incorporate practices that are sustainable. 
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The main marketing objectives of the company that would enable the company to overcome the impact of the pandemic include the following:
1. Brand differentiation to improve competitive edge.
2. Improvement of online brand visibility.
3. Increasing consumer engagement on digital platforms.
The key tactics that would be adopted by the company to achieve these objectives would be by adopting an innovative and consumer journey mapping technique. These strategies have been discussed in detail below. 
Figure 1: Key Tactics used to achieve Marketing Objectives

(Source: created by the author)
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In the current competitive fashion industry, the success of Clarks in the future would be highly dependent on the ability of the company to increase their market share and increase their competitive position. The first step for the company would be to identify the core factors that contribute towards the competitive advantage of the firm. The development of a strong competitive advantage is considered to be a major challenge for most firms as they have to re-think their business model. Clarks would be required to remodel their business structure based on the social, environmental and technological environment that exists due to the pandemic. According to Sattari and Mehrabi (2016), a company is able to succeed and improve its performance by developing a core competitive advantage that its competitors do not possess. The development of a competitive advantage would require the company to innovate its internal processes to a certain extent. Some of the internal functions that Clarks would be able to innovate includes marketing, sales and manufacturing. This innovation process may have to go through several disagreements and conflicts which the company to would have to balance. These contradicting priorities require the development of a balanced mechanism in order to realise the needs by innovation management. The main aim of the innovative strategy for Clarks must be to leverage their internal strengths to meet the needs of its different stakeholders. 
Innovation results in a change in the processes of the organisation that can be used a mechanism to develop marketing strategies as per the needs of the market to develop a sustainable competitive advantage in the industry (Huang and Rust, 2021). Innovative processes can be used by the company to present and create new products that can be used to increase the value of the company. The process of developing a competitive advantage in the market is considered to linked to high levels of creativity that result in differentiation (Payne, Peltier and Barger, 2017). By obtaining a competitive advantage Clarks would be able to gain access to new markets and target new consumer segments. Industry trend following businesses may face several issues as higher profitability is closely integrated to innovation. Thus, it can be stated that by adopting an innovative strategy, Clarks would be able to improve their performance in the long run. 
According to Keller (2016), success in the international markets is closely linked to the efficient development of a marketing mix strategy that is targeted at a particular audience. Thus, it would be important for Clarks to reassess their marketing strategy in all their stores.

Figure 2 Elements of Marketing Mix
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The marketing mix of the company would have to be focussed on improving the above elements. The company would have to measure the cost and complexity of their strategy in terms of cost savings and integrate it with their marketing objective (Cardoso Filho et al., 2019). Marketing is a function that would be used by the company to create and convey the value of their brand to their consumers and shareholders. Thus, it can be stated that it would be stated that understanding the needs of their consumers to build trust and loyalty would be an important objective for the company. 
However, according to Krizanova et. al. (2019), marketing like other business trades must be adapted to latest technologies to maximise efficiency. Considering this statement, it is important for the company to use marketing technologies to keep up with the changing organisational needs and to the suggestions of the new markets. This would ensure that the company is able to take a consumer centric approach while devising their innovative strategy. The potential of information and communication technologies is found to offer several benefits to an organisation in terms of productivity (Karjaluoto, Mustonen and Ulkuniemi, 2015). 
Previously it is found that due to low profitability, the company has not leveraged communication technology in the optimum manner as a part of their marketing campaign to reach out to their consumers, in this context it is considered to be essential for the company to consider the usage of such tools to reach out to its consumer. Successful companies are found to invest in advanced information technologies to ensure long term survival and higher profitability. The use of such technologies would enable Clarks to improve their brand visibility in the market. Additionally, the use of information and communication technologies would be beneficial to the company as it would facilitate innovative marketing that would help the company to attract new consumers. Information technology would enable the company to reduce costs, improve internal processes, communicate with consumers in a timely manner and at the same time increase sales through a better online presence.
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Clarks is one of the well-established brands in the U. K that has a strong network in the market. Considering this strength of the firm, it is imperative to build the brand value of the firm by improving its consumer journey. This strategy would enable the company to keep their existing consumers engaged with the brand as well as attract new consumers. Brand marketing helps develop a strong consumer brand relationship that could be used by the company to extend positive consumer to consumer responses (Hariharan, Bezawada and Talukdar, 2015). Brand evangelists are consumers having a strong connection with the brand and can market the brand name to their peers. Some of the factors that affect consumer behaviour have been shown below. 
Figure 3: Factors influencing consumer behaviour
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 Consumer journey in the current business environment is found to be more interactive and less process based. The four steps in this process are consider, evaluate, buy and advocate. Clarks can improve their brand value by maximising consumer satisfaction during all these steps. 
Figure 4 Steps in the consumer journey

(Source: created by the author)
The first step in the consumer journey begins with the consumer’s considering to purchase the product (Scott et. al., 2016). This could be triggered through brand advertisements, promotions and displays. In today’s world due to the increasing number of brands, several options may be considered by a consumer giving them a wide option of choices. Clarks must ensure that its marketing strategies are able to capture the attention of its consumers during the first attempt to eliminate competition. During the second stage of the consumer journey, the consumer evaluates options based on several parameters that may shift due to availability of information on choices and market push factors. These push factors include promotions, discounts, brand image and convenience (Kodzoman, 2019). Thus, Clarks would have to build on these elements to build a positive picture in the minds of consumers across all its delivery channels. 
Thirdly, consumer purchase the product through online of offline channels. This stage is considered to be the most crucial stage in the consumer journey as there are several touchpoints involved in this stage in which the brand may directly interact with consumers. Thus, maximising satisfaction at the point of sales in terms of placement, convenience, packaging, pricing and availability of products is considered to be important for a firm. Clarks can ensure this by maximising consumer satisfaction at its offline stores by providing high quality services. Additionally, improving its user interface on its website would enable the company to improve the process of online sales which is considered to be a powerful touchpoint in the current business scenario. Once the purchase is completed, consumers enjoy the product and interact with other touchpoints of the consumer. Clarks can maximise consumer satisfaction during this stage by ensuring that its post sales activities remain strong to ensure consumer engagement and loyalty. 
The paradigm of experience design and experience marketing should not be restricted to one channel and must have a clear experiential component (Kavoura, Sakas and Tomaras, 2017). As more touchpoints in the consumer journey have become digital, this provides Clarks with an opportunity to collect consumer information to improve and influence their decision-making process. Consumer experience is considered to be an important component of the decision-making process. Investments in data collection, management and analytic tools would enable the company to improve its operational efficiency and strategically improve its value proposition (Gunnell, 2015). Thus, it can be stated that consumer journey is an important component of the marketing proposition of Clarks and must be improved to increase the brand visibility of the company in the industry. 
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The marketing tactics would be implemented and evaluated using the marketing planning cycle. The four steps in this cycle include Audit and analysis, planning, implementation and control and evaluation. This model would be used by the company to continuously monitor the performance of the plan. 
Figure 5: The APIC model of a Marketing Plan 

(Source: created by the author)
Consumer data can be analysed for several purposes such as feedback analysis, social media analysis, risk assessment, consumer retention and brand management. There is a need for a massive infrastructure capable of managing heterogeneous large data from several systems. The rise of "big data" has altered how people live and operate (Kietzmann, Paschen and Treen, 2018). Each piece of data is segmented and analysed to determine how customers think and make purchases. To seize this potential, companies must abandon recent, outmoded, and non-innovative strategies. Emerging technology can be used by organisations to quickly predict potential market preferences and conduct in-depth analyses of how customers make purchases. It is recommended that Clarks harnesses the power of consumer information to launch smarter advertisement campaigns. Marketers are still attempting to target audiences with intelligent advertisements, but they will do so more quickly and effectively by using artificial intelligence. Online advertisements are getting more intelligent and effective as a result of big data. For human solutions, artificial intelligence may delve deeper into social networks, accounts, and other online material. The use of artificial intelligence would enable the company to improve its internal marketing process and improve consumer interactions at various touchpoints. The key resources required by the company in this context have been described in the figure below;
Figure 6: Resources Required to achieve Marketing Objectives

(Source: created by the author)
The deployment of AI based advertising can be used by the company to gain insights on user behaviour. This would enable the company to identify key issues faced by their consumers and resolve them. According to Dimitrieska, Stankovska and Efremova (2018), advertisers must segment their business based on the differing psychographic characteristics of their consumer base, presumably in order to ascertain who their "best" clients are and why they will want their products over competitors'. It is found that previously, Clarks has used market research, online analytics and data collection techniques to identify their consumer segments and needs. The use of artificial intelligence would enable the company to understand their wants in real time as they would be expressed by consumer through online platforms. This would enable the company to reach out to consumers in a more time effective manner and build updated consumer profiles. Advertisers may use image recognition to decipher images and videos shared on social media that "show" real customer behaviour. Consumers deduce information about the products depicted in the picture, whereas marketers’ profit from qualitative usage data. Such tactics adopted by Clarks can be used to devise more customised and personalised marketing strategies. In the post-purchase stage, AI enabled chatbots can be used by companies to communicate with consumers after the purchase is completed. This would ensure that Clarks is able to retain its consumers and develop a base of loyal consumers in the long run. 
Thus, it can be concluded that investments in technologies made by Clarks would be an important step towards implementing an innovative strategy for the company. The use of Artificial intelligence is recommended as it would improve the ability of the company to track consumer behaviour and adopt a more customised approach towards its consumers across all its platforms. 
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The following report aimed to understand the impact of the pandemic on the fashion industry by focusing on the performance of Clarks, one of the popular British shoe retailers. It is found that the pandemic has resulted in a transformation of the fashion retail industry. This transformation has been fuelled by changing consumer behaviours and buying patterns that are supported by the advancement of technology. It is found that a decrease in economic activity has had a major impact on the British retailer due to which it has been suffering major losses due to a reduction in market share. The report has discussed an innovative strategy for the company which aims at enabling the company to differentiate themselves from other competitors in the market by improving their value proposition. 
The main purpose of adopting an innovative strategy is to enable the company to redesign their business model by adopting new technologies. The importance of the consumer journey process has also been explained in the report. Improving consumer interactions and experience at various stages of the consumer journey and touchpoints is considered important for the company. Consumer journey mapping would enable the company to improve the buying process as well as engage the consumer after the purchasing process is completed. To implement the above strategies, it is recommended that the company invests in artificial intelligence technologies to automate and improve the generation of consumer data. The main advantage of artificial intelligence technologies includes allowing the company to track the activities of consumer on a real time basis. This would enable the company to cater to the needs of the consumer is a timely manner in comparison to its competitors. Thus, it can be concluded that by remodelling their business model, the company would be able to increase consumer loyalty, develop a strong online presence and increase sales. This would ensure that the company is able to recover from the losses caused due to the pandemic and operate in a sustainable manner in the long run. 
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