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Executive Summary
This report focuses on the fashion company Clarks that has managed to create new and creative marketing strategies to initiate brand awareness globally. The company has managed to make their footprint on the global market. The company has taken different strategies to improve the brand value of the company. The report analyzes the performance of the firm based on various criteria and then elaborates on its marketing strategies used in the market. It explains the different strategies that can be very much useful for the achievement of the goals of the company. The objectives of the company have been designed and based on those objectives, recommendations have been done. The company can use different social media platforms to promote its product and thus can create a path for the improvement in the number of generation of customers. The company is also very serious about improving the quality of the product sold to customers to increase customer satisfaction. The company has faced many challenges regarding profits in the competitive market. Clarks has managed to surpass the problems by their constant innovative marketing strategies. Many recommendations are made to improve the existing business strategy of the company and for the future growth of the company in the International market. The report explains different means that can be optimally used to enhance performance such as content marketing, search engine optimization and others. The report finally concludes with different recommendations based on which the strategies which have been designed and implemented can be monitored to create further room for improvements in the functioning of the firm. Thus the report provides the complete details of all the above factors in order to increase the profit margin of the company and create new customers all around the country and outside it.
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1.0 Introduction
The fashion industry has seen digital globalization recently, which has a strong impact on the whole industry. In this report, a critical analysis will be done on how a fashion company can manage to create new and creative marketing strategies to initiate brand awareness globally (Martínez-López et al. 2020). This report will focus on some innovative strategies for the future market growth of the company Clarks, which specialized in footwear. Further, different recommendations are suggested for the company to survive in this globalization by having effective marketing strategies
[bookmark: _Toc74053923]2.0 Organizational Summary
Clarks is a UK-based footwear company, the company operates in more than 70 countries worldwide. The company provides both online and offline based services to their potential customers. Currently, Clarks is the number one footwear company in everyday footwear. The global net sales of this fashion footwear company are £1.5 billion (Craft, 2021). The company is commonly known for its Desert Boots and manufactures a variety of shoes for children and adults. In the financial year 2019, Clarks has an annual turnover of 1.46 billion pounds. Recently, Clarks has faced some challenges due to globalization in the fashion industry. Also, the competition among fellow companies has put immense pressure on Clarks. Thus, the company is focusing on some innovative marketing strategies to increase brand awareness and brand value in the global market (Shchepakinet al. 2018). Due to the changing business environment, the company is spreading its businesses in various locations in Asia. Clarks is also promoting sustainable fashion by reducing waste materials and by lighting their impact on the environment (Clarks, 2021). 
[bookmark: _Toc74053924]3.0 An environmental marketing audit
[bookmark: _Toc74053925]3.1 Marketing Mix
In this study, Clarks can consider this strategy to target certain parts of the market with different advanced techniques to promote their brand worldwide. This marketing mix strategy will help the company to understand the target market and the different innovative ways in which Clarks can promote their products online and offline (Vassileva, 2017). The analysis of overall marketing strategy can be evaluated using 4p’s of marketing as shown in the figure below. The 4P’s of marketing mix theory are as follows
Product is one of the most important parts and the base of the marketing mix strategy. A product can be either tangible or intangible but it needs to fulfil the customer demand. The particular knowledge and understanding of the product are essential to understand the market. In this study, Clarks can bring new ranges of footwear to attract the target customer (Shahriarpour and Tabriz, 2017). The new ranges of footwear must focus on the target customers. The company has a strong reputation worldwide due to the premium quality of its footwear. The women's footwear segment is most popular in the footwear industry (Falahatet al. 2017). So, the company can try to bring new varieties in this range with innovative designs [refer to figure 1]. 
Price is the amount for which the product is exchanged. It is essentially the amount of money the customers will pay the company to buy the products. Price impacts the supply, profit, and demand of the market. The price should be set based on customer demand and the market.  The company can always increase the price range of a new variety of products as the reputation of the company is very good and customers won't hesitate to buy good quality products within this range. For upgrading the sales of the company, it can use a penetration pricing strategy in which products are sold at a cheaper price in order to occupy the market share as large as possible. Once, the market share of the company has grown and the customers are satisfied with the quality of the product, then the company can increase the value of the products which in turn will generate a higher profit level[refer to figure 1].
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Figure 1: The 4P's of the marketing mix
(Source: Vassileva, 2017)

The place is another significant part of the marketing mix. Place ensures that the product is distributed properly and the consumers can get the products conveniently at the right time. The products of Clarks are distributed globally, so the company can focus more on the availability of the products online and focus more on the export strategies. The different distribution channels that the company maintains for its sales are e-commerce websites, in-store ordering kiosks and others. The company is also looking for innovative ways to provide its services to the customers such as mobile technology in which the customers can browse about the product from their mobile phones (Clarks. 2020).
Promotion is one of the important parts of the marketing mix (Thabit and Raewf, 2018). The potential customers of the company only get to know about the new variety of products through different advertisements and promotions (Omar, 2017). The online internet market of the UK is growing very fast, but the people of the UK use social media the most (Vieiraet al. 2019). The company has used different channels for promotional purposes such as social media platforms, paper advertisement, press reports and others. Due to this, the company has been able to accommodate a large customer base in the market and therefore is growing at every moment [refer to figure 1].
[bookmark: _Toc74053926]3.2 Market Analysis and customer insight
In market analysis, the market force is an important factor that can affect the change in the market. Market forces mainly determine the price and amount of a product or service in a market. The demand is essential in this factor, as depending on the demand the price of the products rises or falls. Clarks have a wide market in the footwear industry. The demand for the products of Clarks is always good. But, recently the company has seen some dip in their sales. Particularly, in the foreign market, the demand for the products of the company has fallen recently (Galli and Kaviani, 2017). One of the main reasons is that the company has increased some of the production values as the price of the raw materials, leathers have increased. Due to the increased rate, the company has faced many losses recently. 
The government intervention has impacted the sales of Clarks. The government has increased the trade barriers in different countries. Also, the government has imposed an additional tax on the footwear industry. As a result, the company has seen some reduction in sales in the international market. The demand of the customer has shifted recently due to digital globalization (Khachatrian, 2017). Customers are now demanding more variety of shoes in different price ranges. Also, the customers mainly prefer comfortable shoes as the customers are focusing more on attractive footwear. So, the company needs to strategize effectively to meet all the customer demands accordingly. Clarks are bringing new products for men and children too and the company has taken many strategies to bring new products in alternative months.
[bookmark: _Toc74053927]3.3 Market environment
External market environment
PESTLE analysis
The PESTLE analysis consists of 6 major factors that help to develop effective advancement through the overall external factors [refer to figure 3]. 
Political factors 
Clarks is one of the leading shoe manufacturer companies located in the UK and the business practices of the company can be affected by the non-government regulations and trading acts. The civil society community of the country can be influential for the business practices of the country (Freeman, Harrison and Zyglidopoulos, 2018). The patterns of the international trades and the political responsibilities of the governmental agencies can also influence the trading practices of the mentioned company. 
Economic factors 
The foreign exchange rate and the annual revenue of the mentioned company are the major factors that can influence the business practices of the company.  The structure of the financial market can be supportive for the company to enlarge its business in both the local and global markets. As shown in figure 2 below annual revenue of Clarks in the year 2019 has been 1.46 billion British pounds which is an impressive figure for the annual growth of the country (Statista, 2020) [refer to figure 2]. The GDP trend and the economic growth of the UK can also be supportive for the mentioned company to increase their market growth. 
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Figure 2: Annual turnover of Clarks in 2019
(Source: Statista, 2020)  
Social factors 
The immigration policies of the country can influence the business practices of the company. As per the observation of Liu and Zhang (2019), the demographic trends of the customers are the key factors for driving the business in the direction of success. The attitude of the mentioned company towards the authority and the savings also determine the success of the business for the mentioned company. 
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Figure 3: Annual turnover of Clarks in 2019
(Source: Statista, 2020)
Technological factors
The emerging technology can be the most advantageous option of improving the productivity as well as the profitability of the mentioned company. The technology can help the company to come up with new and innovative designs of the shoes and this can increase the market demands and the brand value of the company as well. The integration of the technology and the empowerment in the supply chain partners can be beneficial for the company to stand out in the market competition (Jobber, and Ellis-Chadwick, 2016).
Legal factors 
The business regulations and the trading regulations may have a major impact on the business practices of the company. The trading restrictions may disrupt the outsourcing of the company and can interrupt the trading process. Tax regulations can also be effective for the company. According to the perspective of Romo, Medina and Romero (2017), the employment laws can be helpful for the employees to retain in the company. 
Environmental factors
Several environmental factors can be responsible for the business practices of the mentioned company. For instance, the focus on the utilization of renewable energy resources can be beneficial for the company to achieve sustainability. The per capita carbon emissions of the country are also responsible for the achievement of the sustainable goals of the company. The influence of climate change and the recycling policies of the country can make a major impact on the business practices of the company. [Refer to Appendix 2]
Internal market environment 
SWOT analysis 
The SWOT Analysis considers the strength, weaknesses, opportunities and threats of an organization as shown in the figure below [refer to figure 4]. All four factors have been discussed one by one below.
Strengths
The major strength of the mentioned company is the availability of footwear at lower prices. Qualified leather technologies also have a major impact on the emerging business practices of the company. As per the observation of Muniesa and Giménez (2020), the comfortable availability of the footwear is another major strength of the company. 
[image: ]
Figure 4: SWOT analysis
(Source: Muniesa and Giménez, 2020)  
Weaknesses 
 The labour productivity of the company is the main weakness of the mentioned company. Lack of modern finishing touch with the labour technologies is another weakness of the company that needs to be considered.  The company is not aware of the international standards and this is another weakness which the company needs to eliminate.
Opportunities
The growing consciousness about fashion is making the footwear industries grow in the market. Growing the international as well as the domestic markets is another major opportunity that the mentioned company needs to seize.
Threats 
There are market competitors who may disrupt the business practices and market growth of the mentioned company such as Crown Northampton, Billy Tannery. Entry into the multinational domestic market is another threat that the company is currently under. [Refer To Appendix 3]
[bookmark: _Toc74053928]4.0 Marketing objectives
[bookmark: _Toc74053929]The marketing concept
Digital marketing is the process of advertising products and services to customers through different types of social platforms. The practices of digital marketing comprise email marketing, social media marketing, search engine optimization, content marketing and market analysis. With the increment in the digital economy, digital marketing is also capturing the market. The key objectives of the company are to use different social media platforms for the promotion of its product to enlarge its customer base. Therefore, the company is very keen to promote its products on different social media platforms. One of the other objectives of the company is to improve the quality of the product in order to increase the level of satisfaction of the customers [refer to table 1].
SMART Objectives of Clark
	Objectives
	S - Specific
	M - Measurable
	A - Achievable
	R - Realistic
	T – Timeline

	To promote the product of the company on different social media platforms.
	The company is looking to increase its customer base and increase its profit margin. 
	The current sales of the company are £1.5 billion which is required to be increased.
	The company will be using different social media platforms to promote its product.
	The objective is quite realistic as the company has a good brand reputation in the market.
	The timeline for the achievement of the goal is set to 2 to 3 years.

	To use search engine optimization for increment in sales of the product.
	The company is keen to use different search engines to provide details about the product and attract customers.
	The company can use to platform to improve or enhance its sales.
	The objective set is very much achievable as the number of internet users is increasing day by day which presents the opportunity to use this path for advertisement. 
	The objective is very much achievable and realistic in nature.
	The company is striving hard to achieve this target in the next 1 year. 

	To use content marketing for the promotion of its products 
	With the help of content marketing, the company has the vision of targeting new customers for its products.
	The company is increasingly using different content marketing strategies to achieve this goal.
	The goal set up by the company is very much achievable. 
	The vision of the company is very much realistic in nature.
	The company has set the time limit to 2 to 3 years for achieving this goal and growing its business in the market UK.


Table 1: SMART Objectives of the Clark
(Source: Created by Learner)
[bookmark: _Toc74053930]4.1Strategic implications of the digital marketing environment
As per the statement of Polanco-Diges and Debasa (2020), the analysis of the online marketplace is the first and foremost step to achieve the digital marketing environment. The firms also need to analyze the demand in the market and respond according to them. The levels of demands determine the probable output and hence the demands need to be evaluated. The use of the internet in recent times has increased to a very high level and therefore, different means can be used to gather more customers (Liu and Zhang, 2019). Along with social media platforms, optimization of different search engines can be done, content marketing can be well used to do advertise the product and others ways. Therefore, with the help of some of these ways, the company can generate new sales and thus increase its customer's base. 
[bookmark: _Toc74053931]4.2Market Segmentation
Market segmentation is an important part of marketing strategy and by applying it the company can make a huge difference in the competitive market. There are 4 types of market segmentations present for Clarks. [Refer To Appendix 1]
In demographic segmentation mainly consists of the age, gender, income, occupation of the target customers. In Clarks, the products are available for an age group of people. Clarks can present a new section of offers on their official website to attract the low-income group of people, where the company can provide multiple deals to attract these target customers. In this way, the company can maintain a loyal customer base. 
Behavioural segmentation depends on the use of the products, the status of the newcomer buyers or old buyers (Varadarajan, 2018). It also depends on the spending habits of the customers. This segmentation is mainly useful in the e-commerce website of Clarks. The company can segregate between first-time visitors or old customers based on their behavioural data and accordingly the company can maintain the website to react accordingly. 
Geographic segmentation is the most useful one to identify potential customers. Clarks can group several customers based on their geographical location and region (Terho and Jalkala, 2017). Clarks modifies the website, which could show multiple products depending on the location of the visiting customer. In a countryside location in the UK, the boots are quite popular, so the Clarks can promote their products based on this information. Psychographic segmentation depends on the hobbies and lifestyles of the potential customers.
[bookmark: _Toc74053932]5.0 Details of how the organization will implement the chosen strategy
The overview of the digital marketing strategies and the overview of the Clarks, mentioned company imply that the company needs to go through certain steps for implementing the digital marketing strategy. Among the several types of digital marketing strategies, social media marketing can be the best and most effective way to turn the business of the company into success. As per the observation of Zhu and Gao (2019), the company needs to align its goals and objectives with social media marketing strategies. The goals need to be specific and relevant in order to fulfil the demands. The organisation needs to gather every possible information about the customers. Knowing the competition in the market can be helpful for marketers to improve digital marketing practices. Social media listening and improving the profile of the organisations are other potential ways for implementing the strategies of digital marketing. As per the observation of Vieira et al. (2019), social media audit is another strategy for creating social media marketing and implementing it into organisations. The company's core idea is to use modern technology to improve its sales and occupy a greater marketplace in the country. As mentioned earlier, the company is very keen to use different social media platforms for advertising its product and bring more attention to the customers towards its product. The company will also be using search engines optimally in order to spread the details of the product and advertise it. Content marketing is another strategy which the company will be using to promote its product and increase its customer base. With the help of these strategies, the company will be enhancing its sales in the market and therefore will be earning more profit. 
[bookmark: _Toc74053933]6.0 Conclusion
From the above study, it can be concluded that the company is facing challenges regarding profits and the brand image. Adopting the right digital marketing strategy can be helpful for the company to increase the quality of the products and the brand image as well (Thabit and Raewf, 2018). The company needs to further focus on developing the digital marketing strategy and gather customer insights as well. Optimizing the Search Engine Optimization SEO can be another useful option that can be adopted by the company to optimize the search engine and gather more insights about the demands of the customers. Clarks is currently facing quality issues and problems regarding the digital marketing strategy. Moreover, a detailed analysis is done here to focus on the different challenges a company faces due to the changing business environment and excessive competitiveness (Vieiraet al. 2019). It can be seen that the company is lacking behind to use different modern tools for achieving its goals. Hence, the company needs to look upon its current procedure of performing the activities make improvements accordingly. 
[bookmark: _Toc74053934]


7.0 Recommendations
[bookmark: _Toc74053935]7.1 Recommendations of resources required
For improving the brand value and brand recognition, the company needs to improve the quality of the products and digital marketing skills. Getting proper resources is the most efficient way to improve the quality of the products. The main resources that are required for conducting the footwear business are leather, textiles, synthetics, rubbers and foams. As per the instruction of Saura, Palos-Sanchez and Correia (2019), the company needs to ensure that all the resources are available easily. Sourcing from the right suppliers is also important to ensure the quality of the chosen resources. The company needs to know the budget it has allocated for digital marketing. As per the opinion of Fokina and Barinov (2019), the organisation's needs to determine the types of voicing that are preferred by the personas. In addition to that, the digital marketing goals need to be properly aligned with the targets of the mentioned company. 
[bookmark: _Toc74053936]7.2Recommendations of how the performance will be monitored
The performance of the organisations can be increased by developing a digital marketing strategy. The digital marketing strategy can be developed in the following process:
· Core platforms such as market automation technologies, CRM and CMS are required for the development of digital marketing strategies. 
· The company also has to measure the quality of the website content and its reach to potential customers. As per the illustration of Hanlon (2018), the content of the website is the most important thing to attract customers at the maximum level. The quality of the website can be measured by analyzing the response of the customers or the people visiting the website. Therefore, feedback will be taken from different people in order to evaluate the impact of content p[resent in the website on the people.
· Tracking the performance of the company at the social channels is another fruitful way to keep track of the performance of the website (Fahy, and Jobber, 2015).  The performance of the company can be tracked by analyzing the response of the market. By taking regular reviews from the customers, the company's performance can be examined and then improvements can be made accordingly. 
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[bookmark: _Toc74053939]9.1. Appendix 1: Market segmentation
	By Demographic 
	By Behaviour
	By Geography
	By Psychographics

	· Age
· Gender
· Income
· Occupation
· Education
· Family size
	· The usage rate of the product
· Usage situation
· Status of the buyers
· Benefits from the product

	· Region
· Population density
· Climate
· Size of the city
	· Activities
· Interests
· Values
· Attitude
· Lifestyle





[bookmark: _Toc74053940]9. 2. Appendix 2: PESTLE Factors
	Factors
	Aspects

	Political
	· Government
· Policy
· Stability
· Corruption

	Economic
	· Economic growth
· Exchange rates
· Annual revenue
· Unemployment rates

	Social
	· Population growth rate
· Career attitudes
· Lifestyle attitudes

	Technological
	· Technology incentives
· Automation
· R&D activities

	Legal
	· Employment law
· Consumer protection law

	Environmental 
	· Climate change
· Weather
· Environmental policies
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	Strengths
· Easy availability of the products 
·  Lower prices
· A great relationship with the suppliers 
·  Exposure to the new markets 	
	Weaknesses
·  The lower level of labour productivity
·  Lack of modern facilities
·  Environmental problems 
· Delayed delivery of the products

	Opportunities
· The emerging market of the fashion industry
· Emerging technology 
	Threats 
· Threats of new market entrants
· Non-tariff barriers 


Table 3: SWOT analysis of Clarks
(Source: Created by learner)
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