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Introduction

Ted Baker is a British Brand for stylish clothes and accessories, perfume, shoes, watches. The idea of ​​a global brand with distinctive design and beautiful quality comes during fishing in the distant 1987 (Baker, 2018).The first store opened in 1988 in Glasgow which a short time has grown throughout all England. The brand launched its first collection of Oxford Street shirts in London and two years later in 1993, it becomes a private company (Baker, 2018).
A few years later, new two lines were discovered and also commenced wholesale trade in the USA. After expanding several of its stores, Ted Baker becomes a public association that has been trading like “No Ordinary Designer Label Limited” (Baker, 2018). They are opening their first store in New York, expanding their product range like new women perfume and shoes. So far, the largest store of Ted Baker is located in Birmingham (Baker, 2018).
An interesting fact about the brand is that in 2001 Ted opened his first airport shop in Gatwick South. In November 2002, Ted Baker becomes a sponsor of Team Bath and expanding the business in Paris, Saint Hose and Miami. A few years later, the brand made his first steps in Australia and New Zealand. From 2002 to 2008 are years of success and new theft products, and this is reflected in their acquisition of status that they are one of the biggest brands in UK (Baker, 2018).
One of the important moments of Ted Baker is the rewarding of his closest man Ray Kelvin by Queen Elizabeth. Ray is taking a price for services in the fashion industry. Ted Baker celebrates their 25th anniversary in 2013 and is given to the opening of more stores around the world (Baker, 2018).
 The aim and strategy of Ted Baker are to become the world ‘s leading brand of fashion, following three main elements (T.B PLC, 2018):
· to continuously expand their collections
· traded on the retail, wholesale and licensed market
· effectively managing existing stores and opening new ones
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End-to-end journey of the customer is the sum of three elements, that from the basis of the client and organization connection. These elements are consumer contact with the brand, customer journey and the middle of them. All together create the customer’s end-to-end journey. (Veyrat, 2017)
Customer contact with the brand, or with other words moments of the truth is all critical moments when clients communicate with an organization like brand, products or services, ads, websites, social media, offers (Pennington, 2016). For example, after their new line “Tie the Knot”, Ted Baker wanted to encompass brides and bridesmaids and to become a clutch for bridal wear in UK. To achieve their goal, Ted let the line go on Pinners, for which weddings are one of the most wanted topics (Pinterest, 2018). Customer journey is each time the customer goes to the organization until he decides to buy. This is one of the oldest marketing concepts. And the last element is the customer environment, which wants to limit the client's experience of being just the Internet and the place of sales (Veyrat, 2017).
The customer end-to-end journey usually goes through several phases, also called touch points. These phases are (Watkinson, 2012):
· Awareness-> this is the phase in which the consumer becomes familiar with the brand, most often this is through advertising. Over the years, forms of advertising have transformed drastically from newspapers and billboards to digital and online advertising these days. ‘Paint it Ted’ is the next advertising campaign scheme of the Ted Baker. It is on the occasion of the 30th anniversary of the opening of the first store of the brand in Glasgow (Hughes, 2018). Nevertheless, Ted does not keep as much on advertising as on the creation of quality product, for which people will talk and buy.
· Consideration-> a point in the journey where consumers start thinking about buying the product that matches their needs. Profitable will be the brand that is most discoverable. According to Chief Executive Officer Ray Kelvin of Ted Baker,  the online marketing strategy of the brand is good, because they report growth from the 39.8% of the sales in their e-commerce (Rigby, 2018).
· Purchase-> the phase in which the customer makes the purchase. On this point, Ted Baker has many purchase options to better serve their customers and maximize their need. As an example, the brand offers two payment methods in its stores, cash or card. As well as registering customer emails to be first informed about new brand collections, discounts, etc. 
· Retention-> in this phase after the client is already known, everything is done to achieve and even exceed its expectations (Heppell, 2015). As already mentioned, e-mail is one of the ways, with whom Ted Baker communicates with its clients. Another example is issuing a membership card, when the brand exists customer will buy again, with which the brand shows that it rates not only new customers, but also those already existing. 
· Advocacy-> the phase in which the client shares his experience, which can be positive or negative (Heppell, 2015). For example, through social media, such as Instagram in which Ted Baker puts pictures of their products, customers share their experience by commenting on them. This is just one of the approaches, retailers reach out to their customer experience. 
Customer Journey is particularly important for the marketing strategy of Ted Baker, because his help comes into contact with the client's experience and thus understand what is expected of them to meet their need. 


[bookmark: _Toc534375687]GAP analysis of Ted Baker

 Developed by Parasuraman, Zeithaml and Berry in 1985, GAP analysis is a strategic model, which serves to manage the quality of services (Zeithaml, 2009). The provision of quality services not only includes the products that are offered, but also the customer service. There may be deviations, in the provision of services by enterprises, which will reflect the client's expectations. These deviations are due to the difference between customer perceptions and expectations and they are called customer gap (Franklin, 2006):
 
Expected Service  Customer GAP  Perceived Service

This type of discrepancy arises in the absence of studies on consumer expectations, needs and requirements, in the presence of various units between the front office staff and the managers in charge. Accordingly, the company's main task is to reduce this contradiction in order to meet the need of customers and build lasting relationships with them (Zeithaml, 2009). 
After the introductory theory of the model of discrepancies to assess the quality of services, we are going to analyze how Ted Baker meets the needs of its consumers through its products. The most important part of the brand strategy is the attitude to detail when creating their products (T.B PLC, 2018). To deal with customer gap, Ted works over the possible providers of this gap:
· Company perception of customer expectations- Ted aims to innovate in his collections and they are related to fashion trends. Another example is brand communication with the buyer, which is a key factor for them. Proof of good communication between the brand and the customers is the growth in sales that Ted reports. And this in turn leads to the conclusion that products are liked by buyers.
· Actual service standards- The Baker take into account his attitude towards service standards and example for this are the partnership with online platform Segura. Since it has more than 400 stores around the world and shopping habits and cultures of customers are different, Segura offers a tool to Ted, with which the brand has up-to-date information about its suppliers and strengthens its relationship with them (Needle, 2017)
· Management perceptions and employee expectations- This reflect the misconduct of management towards its employees. This can lead to deliberately poor customer service from the servants. An example of such a problem is the petition ‘Forced Hugging’ employees sign for against Ray Kelvin, their director. In it the employees accuse their creator of using the sexual hints on them, and that previous complaints were ignored (Wilson, 2018).
After the analysis we made, we can argue that in terms of products and revenues from sales, as well as justification of customer expectations. The only potential gap which Ted Baker has to correct is the attitude of the Ray Kelvin to the servants. This can be done by building a solid human resources policy. That will provide greater protection and value to company employees or removing R. Kelvin.
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Ted Baker is expanding its business to increase its revenue and market popularity. To answer the question of where it is best to find a new store or what product to invest in, we will present ANSOFF matrix. This is a classic tool presented by Igor Ansoff in 1965, which has demonstrated its usefulness in determining the opportunities for business growth in the process of strategic planning (Fortin, 2017). The matrix has two dimensions, products and markets, from which the four main types of strategies arise. The strategies are focused on whether the products and markets are new or existing (Fortin, 2017):
· market penetration is the first and safest growth strategy. With this strategy company focuses on activating sales in existing markets. Word-of-mouth advertising, not the use of funds, is an example of a successful marketing strategy for TB that results in sales and revenue growth (Baker, 2018)
· market development is a strategy where the company offers existing products in new markets. This strategy is very important for Ted Baker because the brand is seeking leadership in the fashion industry and strengthening brand presence on European markets (T.B PLC, 2018)
· product development is a risky strategy that focuses on sales of new products to regular clients (Scott, 2015). Ted Baker is doing well with its product development, because their products are characterized by their unique quality and design. And their customer base specifically looks for and expects to receive a high level of quality for which it does not mind paying a higher price
· diversification is a strategy where the company is entering new markets with innovative products. This is the most risky strategy, because both company's image and communication are in focus and the use of diversification means creating a different marketing mix (Scott, 2015). Ray Kelvin, founder of Ted Baker states, that the success of the brand is that everything that is named after TB always brings high quality with an emphasis on a “British personality” (Balmford, 2018). 
As a conclusion of Ted Baker ANSOFF matrix, we can say that the uniqueness of the products and the success of the brand come from the fact that the business is a pleasure for them. Each of the shops of Ted reflects both the brand's own style and the details of the city where it is located. With each of the given examples, in addition to the high level of customer service, Ted always strives to exceed the expectations of people who buy the brand. And it looks like that it has been doing well for the brand for 30 years now. 
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It is no wonder to anyone that there is a lot of competition in the fashion industry. Continual changes in fashion trends are the main reason why companies in the industry need to make changes to confirm their name on the market. Ted Baker has direct and indirect competitors. Direct competitors are the ones that offer the same goods and services, while indirect competitors are those who offer similar ones (Nilson, 1998). To the first ones for Ted Baker are Paul Smith ( where each element of products reflects the character of P. Smith), Reiss (brand generates 35% of Ted’s revenue), All Saints (compared to TB, the mark has 1589 fewer employees) and French Connection, which generates 622.9 million less revenue than Ted (Owler, 2018). Indirect competitors for TB are Bonmarche, Dorothy Perkins, Golden Goose Deluxe Brand (Craft, 2018). Interesting for Bonmarche is although it was created earlier than Ted in 1982, and that there are more stores (325) in the UK, TB has three times more revenues from 591.7m than Bonmarche with 186m in 2018 (Craft, 2018). 
Despite the problems with our director and the big competition, we can conclude that Ted Baker is doing well in the fashion market and this is proven by high revenue and numerous customers. 
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Customers show varying degrees of interest in new products and brands. Especially in today's competitive world, they have a wide choice of products and services to buy. The process of how to decide on the acceptance of a new product is actually adoption cycle of consumers (Baker, 2001). 
[bookmark: _GoBack]According to (Baker, 2001), the acceptance process through which the user passes contain 5 stages: information, interest, evaluation, testing, acceptance. Because people differ in their readiness, there are pioneers in consumption and early adoptions. A factor that influences acceptance is the personal influence, the impact that a person has on the relationship of another, and the likelihood that he or she will buy. Although personal influence is greater in some situations and for some people, it is most important at the stage of assessment of the reception process. It usually has a bigger influence on late adopters and is more important in risk situations (Baker, 2001). 
However, these stages require time, whether each user would go through them or directly switch to product perception? To answer this question, we can immediately say that Ted Baker is advertising through the word-of-mouth method. On the one hand, this is great for the brand, because it is entirely directing its efforts towards customer satisfaction. Nevertheless, on the other hand, the popularity of Ted Baker is limited, and the marketing of products is sometimes more important than its creation and acceptance.
The development of new products must be a constant activity for the fashion brand, because it can solve problems like:
· maintaining the organization's prestige as developing and prospering to the demands of time
· gaining a competitive edge
· maintaining and expanding markets and maintaining permanent customers
· responding to changes in fashion trends
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With the continuous expansion of its business around the world, Ted Baker notes 442.5 million British pounds revenues, from its retail operations worldwide in January,2018v (Statista, 2019). Nonetheless, after the scandal with Ray Kelvin, the founder of the brand, shares fell to their three-year low (Hughes, 2018). 
Market segmentation is a method, containing four segmentation approaches and used to determine the most profitable customers for the branded product or service (Mcdonald & Dunbar, 2012). Ted Baker is a British fashion brand, aimed at people belonging to a higher class, occupying management positions. With respect to demographic variables, the target customer of the trademark is aged between 25-45, most of whom have higher education. Potential clients with regard to the psychographic segmentation approach have a certain product requirement, or which they are willing to pay a higher price as long as it is fulfilled. The next one, geographic segmentation, divides customers by territory. Based on the territory in which they are located, customers have different needs. As an example, the unique coats of TB have not particularly high sales in Dubai because of the temperature climate, they do not need winter products. The fourth approach of segmentation is behavioral. This approach is that the product is marketed on the basis of the buyer's behavior. Some of the clients of Ted analyze their purchases, compare them at prices in certain stores. Another part of the buyers remains loyal to the brand. 
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In the fashion industry, the competition is huge. Each of the brands seeks to gain market share among the competitive environment. Nonetheless, the common thing about fashion business is that all prospects are targeted at customers who are actually people. To attract more customers, the fashion industry must inform people of their existence, and this is made possible by building effective marketing strategies. 
As an example for a good step, is the comedy of Ted “Keeping up with the Bakers” in Instagram. Ted Baker creates interest and awareness of the brand in its clients in a wholly original way. The film has a built-in VR element that allows viewers to fully understand the world of the brand. It has been crowned with success in the 1.9th-millionth watch (O'Brien, 2017). 
Another example of a successful marketing strategy TB uses is that besides expanding its collections, the company focusses its distribution through its channels for retail, wholesale and licensing (T.B PLC, 2018). 
Vertical clips to promote their autumn-winter collection in Instagram are another successful brand distribution strategy of Ted. Ad led to a 22% larger implementation of the company, a memorable collection, as well as attracting new clients to Ted's site (Review, 2018).
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Recommendations

In order to keep its place in this industry, Ted Baker must maintain its competitive advantage in the market like:
· creates new products and services because they bring new customers
· innovation and investment in their e-commerce, because it will make it easier for customers to access the brand and reduce advertising costs 
· to expand its global presence by opening stores in new countries
· build effective links with its suppliers
· use different materials in designing their products, because if their prices rise, they can replace them
· optimizing their work processes, which will also lead to an increase in the company's profitability
· constantly tracking customer’s journey, to fully understand their needs
· build sustainable differentiation to deal with existing competitors, or even build co-operation with them
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In conclusion, we can say that Ted Baker is an established brand on the fashion market. The uniqueness of ted's products comes from the emphasis on designing and high quality. The competitiveness that Ted owns is due to the special attitude and cares for their client’s needs. 
Since its inception, Ted Baker has not changed its approach to marketing. The word-of-mouth promotion strategy makes the brand one of the few companies, which gain international status only through their designer products instead of advertising engagement. 
With tracking of customer’s journey in the beginning of that report, we conclude that TB has a good relationship with their customers. Also by gap analysis it was revealed that it did not exist a potential customer gap, but a gap, connected with the relationship between management and employees. If not overcome in time, can be a cause of future problems in the company.
The leadership of the fashion company is delighted that work is made in a pleasant environment and a great pleasure. And the extraordinary revenue from sales, the numerous customers, and the attraction of new ones, is the evaluation Ted Baker receives for his work.
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