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1. Introduction 
Levi Strauss & Co. was founded in 1853 as a wholesale dry goods company in San Francisco. In 1873, the company developed the first jean, which was designed to meet the demands of labour in harsh conditions. This garment was patented in 1873, with the number "501" assigned to the initial product line.
Nowadays, Levi Strauss could be a global leader in pants and one of the foremost noticeable brand-name attire companies within the world. The company creates and markets pants, casual clothing and related embellishments for both men and ladies, as well as children. 
https://www.levistrauss.com/,
 

[image: Levis Logo]
LEVI’S LOGO
[Source: https://www.levi.com/GB/en_GB]

2. History

· 1853 - Levi Strauss & Co. Is Established in San Francisco, CA
After working with his brother in their dry merchandise discount trade he opens his possess dry merchandise trade to serve all the little nearby stores of the Joined together States.
· 1873 – Blue pants are born
Levi Strauss & Co. and Jacob Davis are allowed a obvious within the Joined together States for an "Enhancement in Affixing Pocket-Openings." They made more grounded work pants for working men by putting metal bolts to work pants, which got to be known as blue pants.
· 1934 – Presenting Woman Levi's
Levi's company started manufacturing women pants within the year 1934.
· 1965 – Worldwide division is shaped
By the 1960s, the notoriety of Levi's® pants, coats, and other things had driven the commerce to open workplaces and manufacturing plants all all through Europe and Asia.
· 2003 – Levi Strauss signature dispatches
Nowadays, the brand is known as Signature by Levi Strauss & Co.TM, and it serves customers through mass-channel retail outlets, giving value-conscious customers access to things from a firm with a history of high-quality Jeanswear.

https://www.levistrauss.com/levis-history/,
 
The mission statement of Levi
Levi's mission explanation is, “To maintain capable commercial victory as a worldwide showcasing company of branded apparel.” 

The vision statement of Levi
Levi's vision articulation is, “We are the exemplification of the vitality and occasions of our times, rousing individuals with a spearheading spirit.” 
 https://visionarybusinessperson.com/levis-mission-statement/?expand_article=1,

3. Communication
3.1 Definition
“The root of the word “communication” in Latin is communicare, which means to share, or to make common (Weekley, 1967). Communication is defined as the process of understanding and sharing meaning (Pearson & Nelson, 2000)”.

Communication is the relationship of interaction between two people. In the market, the buyer and seller communicate with each other for selling and buying purposes. 
https://open.lib.umn.edu,
 
3.2 Shannon- Weaver Communication model
The Shannon –weaver communication is one of the oldest communication model which was established by Claude Shannon in the year 1948. In 1949 Warren Weaver joined Shannon and created mathematical theory of communication. The main aim of this model is to represent basic elements and make communication easy.
[image: https://www.communicationtheory.org/wp-content/uploads/2011/06/shannon_weaver_model.jpg]
[Available at: https://www.communicationtheory.org ›,]

The model explores various types of components. Out of these SENDER and RECEIVER are the first two components and MESSAGE and MEDIA are the other two components. The other components are encoding, decoding, feedback, response as well and noise. Out of these noise is not the main component that does not more interfere in communication.
This model focuses on the major key factors that contribute to effective communication. Before sending any message, it is critical to understand the market response and your target audience.

1. Sender:-
Sender is the first element of the model. The sender is human, company, organization that creates a message and transfer it. This message is pass through letters, Sounds and pictures. Say for example Levi’s is sender who send to message to their potential customer.
2. Encoder:-
This is also known as an encoder. It's the person or device that takes the message and turns it into something that can be sent from the person sending it to the person receiving it. This model was first created to explain how we use radio waves and numbers in computers and phones to talk to each other. A person can be an encoder by turning the idea they want to communicate into something written or spoken. For example, a radio station is a transmitter because it turn people's voices into radio waves and then sends them out over the radio.
3. Channel:-
This elements transmit the details from the source to the receiver. The channel could be physical like wires, pipes or maybe non-physical like internet, digital media. 



4. Noise: - 
Noise is included in the interruptions while message is transfer from sender to receiver. For example, during shopping on Levis website so many advertisements coming at that time advertisements become interruption.
5. Decoder:-
A decoder is a device that receives a signal and converts it into a message that can be understood. Decoders include equipment, software, computers, and people. It’s the reverse of encoding.
6. Receiver:-
The receiver is also known as the “placeholder.” This is the last stage of communication. After thinking about the noise, someone receives the message. For example, you might get a text on your phone.
7. Feedback:-
Feedback is the response of a receiver to a sender. For example, reply to Email or text.
https://study.com/learn/lesson/shannon-weaver-model-communication-theory-parts-transmission-model.html,

4. Integrated marketing communication (IMC)
Definition:-
Coordinates promoting communication is the method of synchronizing all these exercises over different communication channels. A key component of this definition is influence: influencing individuals to accept something, need something, or do something. Successful showcasing communication is goal-driven and tied to an organization's showcasing methodology. It points to communicating a specific message to a specific group of onlookers with the expectation to alter states of mind and/or practices. Since it depends on different communication channels and customer touchpoints to provide a steady message over numerous channels and in more locks in groups, coordinates showcasing communication make promoting action more viable and fruitful. 
https://courses.lumenlearning.com/wm-introductiontobusiness/chapter/integrated-marketing-communication-imc-definition/,


[image: What are Integrated Marketing Communications (IMC) Strategies?]

Definition by north-western University:-
'In the 1980s/1990s, when IMC to begin with started advancing at North-western College, the two most radical conceptual highlights of the approach, when compared to other existing shapes of commercial promoting communication at that time were: 
(a) IMC was around beginning with the wants and interface of the clients or gatherings of people for communication, not with the goals/objectives of the vendor for his or her product/service, and,
(b) The communication center was to be on sharing making esteem and building connections. It was to be all approximately creating correspondence between those two communication parties. Inalienable in and fundamental these concepts was the preface that IMC was approximately interfacing individuals at all levels and in all areas.'' https://www.cambridgescholars.com/resources/pdfs/978-1-5275-4104-7-sample.pdf/,
 
5. New promotional strategy for LEVI’S
Levi’s success with its outstanding marketing strategy, multi-media approach, various promotional strategy, and focus on innovation. However, at the same time Levi’s brand adopt some new promotional strategies which will help grow their business.
5.1 Online promotion:-

1. Video content:- When Levi’s tries to launch new product in the market they should make a short effective video of new product and upload it on various social media sites and the official website so that loyal and new Levi’s customers are aware of this new product. 

2. Search Engine Optimisation: - Using SEO Levi’s brand improves the quality of its websites on various search engines like Google, Safari, and many more. SEO focuses on unpaid traffic (often known as "natural" or "organic" results) rather than sponsored or direct traffic.

3. E-mail or message marketing: - Levi’s can use email or messages to update their customers with new products, services market trends, and fashion. They also encourage their customer.


4. History and data: - By using data of your customer related to previous product Levi’s brand recommend new products related to a previous purchase for their loyal customers.

5. Free delivery: - If any Levi’s brand customer order online for any product they can give free and fast delivery to the customer. This tool becomes very useful for raising the brand awareness of Levi’s company.


5.2 Offline Promotion:-

1. Events: - Using events Levi’s can create awareness in the customers' minds. They can show their all products in the event so that if any customers like any products they going for the purchase.

2. Partnership: - If Levi’s brand partners with other clothing companies, they can easily sell their product and create a good image in the market. 

3. Brand ambassador: - In the current era, Levi’s brand can use the latest celebrity, sports person, or any other famous person for promotion of their products because it creates a huge impact on customers' minds.








6. Definition of Branding & brand Equity
6.1 Definition of branding:-
Branding is the method of situating a brand, its reasoning, and its values for a showcase target group of onlookers. This prepare moreover includes the upkeep and observing of the brand's notoriety and picture, which is tied to a symbol, corporate colors, and indeed the claim or core message it wishes to precise. 
 https://www.arimetrics.com/en/digital-glossary/branding,

“(Kotler & Keller, 2015) Branding is the process of giving a meaning to specific organization, company, product, or service by creating and shaping a brand in consumers' minds.’’
6.2 Definition of brand equity:-
"A collection of assets and liabilities in the form of brand visibility, brand associations, and customer loyalty that add to or subtract from the value of a current or potential product or service driven by the brand." Aacker (1991)

‘’Simply said, brand equity is the worth of a brand. It is just the difference in value between a branded product and a product without the brand name connected to it (Rosenbaum-Elliott, 2015).’’

[image: ]                         [image: ]
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Levi’s UK brand Ambassador                                            Levi’s Europe campaign (2022)
[Source:-https://www.levistrauss.com/2022/02/22/levis-europe-campaign-seeks-to-win-with-her/
https://www.levi.com/GB/en_GB/features/amelia_dimoldenberg last accessed on 5th August 2023]

7.  Keller’s Brand Equity Model:-

Keller’s brand equity model is a pyramid model and is also known as The brand equity model. Kelvin Way Keller established this model for creating brand equity for any company or organization. 
The main reason behind creating this model is to create a good image in customers' minds so that they become loyal customers for the company. When you prove that the company provides the best value and gives a fantastic experience at the time company you can create brand equity and spread to other customers.
https://medium.com/@keatonhawker/kellers-brand-equity-model-what-it-is-how-to-use-it,

[image: https://b3072226.smushcdn.com/3072226/wp-content/uploads/2022/07/Customer-brand-equity-and-understanding-Kellers-brand-equity-model-03-1024x719.png?lossy=1&strip=1&webp=1]
https://www.papirfly.com/blog/retail-marketing/customer-brand-equity-and-understanding-kellers-brand-equity-model/,

There are 6 main components included in Keller's brand equity model.
· Salience
· Performance
· Imagery
· Judgments
· Feelings
· Resonance

I. Salience:-
[image: https://miro.medium.com/v2/resize:fit:1050/1*xo5-Rn_N3fz835hQM4iNUw.jpeg]
This is how customers judge your brand and distinguish it from competitors. Because it supports the rest of the pyramid above, it’s the most important step and must be strong. When clients are new to your products and values, you may lure them in with advertising and targeted marketing that increases awareness, which helps brand identification. For instance, in the premium jeans market, the brand Levi’s creates its own identity. The company’s tagline is ‘Quality Never Goes Out of Style’.

II. Performance & Imagery:-
[image: https://miro.medium.com/v2/resize:fit:1050/1*KTX6Jl-utP1sG80Kb0ID9Q.jpeg]

The way people perceive the brand's functional qualities and how effectively it satisfies their demands is known as "brand performance." Primary qualities and features, product dependability, durability, serviceability, efficacy, efficiency, and empathy of the provided services, as well as style, design, and cost, are frequently examples of this. Companies may improve brand performance, gain the confidence and credibility of customers, and boost brand performance by continuously living up to their brand promise. The brand's intangible connotations, such as its personality, values, and symbols, are covered by the other element, known as "brand imagery." Brand storytelling, visual identity, and brand experiences that support the intended brand connections are the building blocks of brand imagery. Companies may develop memorable brand narratives and use appropriate symbols and images. For example, Levi’s was given a ‘Good” rating for their environmental impact for many reasons. One of them is that in 2020, 80% of their products were made using the Water<Less technique, which is Levi’s initiative to use less water to make their popular denim that includes 20 different techniques. 

III. Judgements & Feelings:-
[image: https://miro.medium.com/v2/resize:fit:944/1*9Vof1sTvDVj96WV_cN--dw.jpeg]

This layer focuses on the "judgments/feelings" of the customer, which represent their overall assessments and emotional ties to the business.
Four categories of customer judgment are frequently distinguished: supremacy, quality, credibility, and consideration. Positive customer experiences, outstanding customer service, and emotional branding methods all help to create brand judgments and sentiments. Companies may build brand loyalty and advocacy by eliciting favourable emotions and creating meaningful connections with customers. For example, Levi’s brand takes customer reviews from social media, and own official website and stores.
[image: ]                [image: ]

[image: ]
[Source: - Levi’s Instagram, Facebook and Twitter Account]


IV. Resonance:-
[image: https://miro.medium.com/v2/resize:fit:782/1*jkTTlXwSecKvZzB8mEiSbQ.jpeg]

At the top of Keller's pyramid, resonance is one of the most difficult levels for a brand to reach. The degree of emotional connection a client may have with a brand is referred to as brand resonance. As a brand expands its client base, it strives to create a strong, lasting connection with each client it acquires. The goal is for consumers to have such strong emotional connections with the brand that they will continue to purchase from the brand and promote the brand to others.
https://medium.com/@keatonhawker/kellers-brand-equity-model-what-it-is-how-to-use-it-84e42d562299/,



7.1 Keller’s brand equity model Advantages and disadvantages:-
Advantages:-
· This study examines the brand resonance pyramid to evaluate the potential for marketing communications to create strong, engaging relationships with customers and influence brand equity. (Keller, 2009)

· The CBBE model's strongest brands outperform all six brand building blocks, so companies may exploit this to their advantage. (2002) Keller

· Brands that get the most out of resonating with and connecting with customers have a lot of advantages, like higher prices and better marketing strategies.
Disadvantages:-
· Resonance, according to Kuhn et al. (2008), may require revisions to be more applicable in the context of industrial marketing as sentiments were shown to be irrelevant.

· Additionally, it is indicated that corporate representatives contribute to brand equity development, highlighting the necessity of including this human aspect in a B2B brand equity model.
https://avaremy.wordpress.com/2013/11/09/brand-equity/,

8. Customer Journey
8.1 Definition:-
The term “customer journey” is used in marketing to describe the journey a consumer takes when deciding whether or not to purchase a product. Generally speaking, a buyer doesn’t decide to purchase a product the first time they learn about it. Customers often have multiple touch points, or opinions, about a product or brand before making a purchase decision. After going through these touch points, the consumer journey





There are main 5 components in the customer journey.
1) Awareness
2) Consideration
3) Conversion
4) Retention
5) Advocacy

1. Awareness:-
This is the first step of the customer journey. In this stage customers see photos and videos on various social media platforms and are aware of what the product is. Some people are aware of through newspapers, Google searches, company website, etc.
2. Consideration:-
In this stage customer deeply thought that is this Brand or company satisfied my needs or not. They make a decision should they go with the company or see other options?
3. Conversion:-
In the third stage, the customer makes the final decision-related purchase of this brand’s product, turning them from potential to actual customers.
4. Retention:-
Once a customer makes a purchase, the customer journey is not done. Loyal customers must connect with your brand, get help, and keep informed to develop a long-lasting relationship.
5. Advocacy:-
The final objective with every consumer is for them to end up supporting your brand. Once you've established your worth, devoted clients may promote you to new audiences and express their views on your behalf.
https://www.wix.com/encyclopedia/definition/customerjourney?utm_source=google&utm_medium=cpc&utm_campaign,

9. Customer Touchpoints

[image: ]
[Available at: https://www.yieldify.com/ebooks/customer-touchpoints-ecommerce-marketing-guide/,]
 
9.1 Pre-purchase:-
There are various pre-purchase touch points that Levi's brand offers its consumers.
· Social media: Levi’s has to cover a strong social media market. They upload their various product's photos, videos, and content. Such as Instagram, Facebook, YouTube, and many more.
· Advertising: For advertising Levi’s uses different mediums. Such as posters, newspapers, radios, TV, holdings, and so on.
· Levi’s website: Levi’s always updates its website time by time. For the website, it is a crucial pre-purchase touch point for the brand.
· Word of mouth: Word of mouth is also an important touch point for Levi’s brand because Levi’s has so many loyal customers with strong emotional attachments with its brand, products, and service.

9.2 Purchase:
There are various purchase touch points that Levi's brand offers its consumers.
· Physical stores: Levi’s brand has lots of physical stores for its customers around the world. Most of the customers go to stores and physically purchase Levi’s products so physical stores are the strongest purchase points for the brand.
· Levi’s website: In the 21st century most customers prefer websites for purchase. Levi’s website creates lots of customers for its brand.
· Promotions: For promotion, Levi’s brand uses various celebrities' endorsements, campaigns, sponsorship, and organizing different events.


9.3 Post-purchase:

· Thank you emails: After purchasing the products Levi’s sends thank you emails for purchasing products to every customer. It is very useful for creating loyal customers for the Levi’s brand.
· Follow-ups: After purchasing the products Levi’s brand employees physically ask questions related to their experience with purchasing its products.
· Marketing emails/messages: In this touch point Levi’s brand sends an update of its new customers through emails and messages so that customers are aware of new products of the brand.
· Customer service: After sales Levi’s brand provides the best service for its consumers. In this touch points consumers can physically visit the stores and give solutions about their products. 



10. Customer journey map

Definition:
A customer journey map, which depicts the customer journey holistically from beginning to end, may serve as the focal point for customer experience insights. This article teaches you how to find out what your clients encounter when they use (or don't utilize) your service. Find out how you can make your service easier for people to use and enjoy.
 https://www.smaply.com/blog/customer-journey-mapping,










10.1 The persona of Levi’s customer
Customer persona
Olivia
[image: 76,000+ Business Girl Pictures]
Background
Profession: It Business
Life stage: Well-established (Financially and socially)
Work experience: Worked as an IT manager for 5 years before starting her own business
Demographic
Age: 34 years
Annual income: £ 150-180K
Gender: Female
Religion: Christian
Education: University of Oxford  
Higher Education: MCA (Master of Computer Application)
Lifestyle and Interests
Animal Lover
Read new business books
Active in social media
Partying 
Volleyball
Luxury item collecting
Interesting new fashion trends
Traveling








 10.2 LEVI’S Customer Journey Map

[image: 501® Original Fit Women's Jeans - Light Wash | Levi's® CA]
LEVI’S LADIES JEANS 
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Levi’s customer journey map aims to provide the best product and after-sales service to its customers. By giving the best service and product to its customers it’s become different from its competitors.  
In the first stage of awareness, the customer named Olivia watch an ad on TV about Levi’s jeans. 
After the discover stage, she watching an ad on TV She takes reviews about Levi’s jeans from her friends and relatives. Then taking a review she goes to Levi’s social media page and checks products and reviews from other Levi’s customers. Then she wanted to purchase Levi’s jeans so she went to Levi’s official website and booked an appointment. Then on appointment day she goes to Levi’s retail store and checks the jean's quality, size, price, and comfort. 
In the Purchase stage, finally, she purchase jeans.
In the last stage of loyalty, she wears jeans at her friend's birthday party, then she feels comfortable and good so she goes to Levi’s website and gives good ratings and reviews. After, she viraled post of jeans on various social media platforms and also expressed her reviews to her friends and family. She also participated in Levi’s email for the survey and at the end, she also got an updated catalog of Levi’s products through post and letters

· Critical Analysis of LEVI’S Customer Journey Map
10.3 Strengths and weaknesses of Levi’s customer journey map:
Strengths:
1. TV ad: 
The TV ad is one of the biggest strengths of Levi’s customer journey map because, in this technological era, Levi’s creates solid video content for its customers to attract to its products.
2. Website :
Levi’s official website is also crucial for Levi’s. Levi’s updates its websites for its loyal customer and gives some benefits for purchasing through the website.
3. Retail stores :
Levi’s retail stores are one of the biggest strengths of Levi's customer journey map because it creates so many numbers of stores around the world so that if any customer feels any problems Levi’s store members instantly solve their problems.  
4. Word of mouth :
It is also beneficial for Levi’s because Levi’s premium and loyal customers encourage other people to purchase Levi’s products and it also works at a high level. 

Weaknesses:
1. Social media :
If shows the social media accounts of Levi’s website customers do not feel its a social media platform and also give bad ratings and reviews on various platforms.  
2. Public relations :
Levi’s brand public relations are not as good as other brands in the market due to the bad impact of negative reviews on social media platforms.
3. Sales service :
After sales, the brand does not provide the quality service to its customers that they want and it also affects the relationship between the brand and its customers.

11. Total engagement model 
[image: https://engagedmark.wpenginepowered.com/wp-content/uploads/2017/06/Total-Engagement-Model.jpg]

[Source: https://www.engagedstrategy.com.au/engaged-marketings-proprietary-business-model-becomes-part-of-an-academic-book/total-engagement-model/#iLightbox[postimages]/0]





 1. Brand recognition
There is a possibility that your client hasn't heard of your brand if you work for a young firm or your business hasn't done much marketing in the past. If yes, you may concentrate your efforts at this point on marketing tactics like social media advertisements. Create continuous content to establish and develop your brand before concentrating on different marketing strategies, including social media advertising to reach potential clients. Through these activities, you may also be able to employ customer research to improve the effectiveness of your message. For Example, One of the customer knows about Levi’s brand on social media platforms like Instagram.

2. Brand discovery
At this stage, new customers are hearing about brand names through various mediums. Customers easily solve problems and issues at this stage. They use various social media platforms, physical stores, email, and many more. For example, in this stage, Levi’s customer can solve their problem by using social media and physical stores. 

3.  Brand consideration
By this time, a client is frequently really considering purchasing a product to suit their needs, therefore it's critical to position your business as the best option. You may take advantage of this as an opportunity to set yourself apart by posting case studies, data, and client testimonials in locations where potential buyers can quickly discover them. It's crucial to make every contact with consumers positive to establish rapport and leave them with a favorable impression of you. For example, in this stage customer find best Levi’s product which they really needs and going for good Levi’s product.

4. Client conversion
There are still areas where you can improve, even if you have persuaded a customer that you can best satisfy their demands. To assist the connection development at this stage, you may send them correspondence that provides value to their life or use other means of outreach, like a welcome basket. You might also use lead-nurturing strategies like making follow-up calls. For example, in this stage Levi’s employee conversation with their customers and asking follow up questions.

5. Value creation
[bookmark: _GoBack]If you want to keep your leads engaged after you've turned them into paying clients, think of fresh methods to add value. You may achieve this by enhancing the value even further with special offers, related items, and shared marketing initiatives. You may also think about using this location as a springboard for any further pertinent goods or solutions you provide that might benefit your clients. To continue refining your product and giving customers additional value, it's critical to pay attention to client feedback. For example, in this stage customer gives feedback about their experience. 

https://www.indeed.com/career-advice/career-development/what-is-customer-engagement-model,

12. Recommendations
Levi’s is a very successful brand in the market for its premium products. Like jeans, T-shirts and so on. But in this technological and competitive era, Levi’s must adopt some new touch points to stabilize the clothing industry.
1. Focus on the younger generation:-
Levi’s brand should focus on the younger generation in this era because younger people are more likely to wear premium brand clothes. For example, Levi’s launched new Patten jeans, shirts, and t-shirts for their customers.
2. Adopt a new promotion strategy:-
By adopting a new promotion strategy Levi’s defiantly increased its sales and profit as well as created a new brand in the customer's mind. For example, Levi’s adopts some current well-known celebrities for advertising, giving sponsorship in the big events.
3. Referral program:-
Levi’s should give discounts to a customer who refers Levi’s products to their relatives, friends, and family.


13. Conclusion
This Levi’s brand marketing report explores various aspects of marketing such as marketing communication, communication model, integrated marketing management, new promotional strategy for Levi’s, branding and brand equity, Keller’s brand equity model and its advantages and disadvantages, customer journey touchpoints and map and lastly total engagement model for Levi’s brand. 
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