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Introduction
The contemporary fashion industry is constantly collapsing and this is due to multiple social and macroeconomic factors, among which are the globalisation, digitalisation, changing consumer values, distorted information and even more actual, the global public health and economic crisis.
In the context of the present written report, were analyzed and evaluated the primordial necessity of the marketing elements and processes, which are highly crucial in the C.&J. Clark International limited, further mentioned as Clarks, brand awareness and customers’ loyalty, that resulted with high profitability during the decades.
In addition, the author investigated what are the possible threats, forces and opportunities that surround the Clarks company and how those forces affect or stimulate the business, in the context of global Covid-19 pandemic.



























1. Processes and stages of marketing mix
According to AMA (American Marketing Association, 2017) marketing represents “the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large”.
Kotler (2013) defined the marketing process as a set of operations “by which companies create value for customers and build strong customer relationships to capture value from customers in return”. 
The basic steps of the marketing process are described in the following diagram:
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Figure 1.1: A five-step model of the marketing process
Source: iedunote.com




2. Marketing Management process in reflection of C.&J. Clarks Ltd
According to Wells (2020), the marketing management process is related to five main stages, that makes possible to set the company’s objectives and achieve them in the context of the real business’s condition. The following diagram underlines the steps of the five main stages of marketing process and concisely described by the author related to Clarks – the British footwear company.
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Figure 1.2: Stages of the strategic marketing process
Source: Weller/ Smartsheet (2017)
Therefore, the marketing process begins with the mission statement of the company, which represents the stage where the company introduces itself and briefly describes what are its main purposes and goals. 
According to Clarks (2019), the origins of the company were traced back in 1825 in Somerset, when its founders, Cyrus and James Clark, created a slipper from sheepskin off-cuts. Their craftsmanship was a clear sign of innovation and visionary thinking, that helped through the decades, the Clarks company to maintain the pioneer position of the footwear market, using various modern technologies, “from innovative underfoot cushioning to rapid prototyping and 3D printing”. 
Their business’s mission is set as follows: “We're the world's number one in everyday footwear - a global company that designs and sells more than 45 million pairs of shoes each year. The principles which helped us become a trusted global brand remain the same though, giving us the opportunity to continually demonstrate our responsibility towards people and planet”.
In the second stage of the marketing process follows the situational analysis, which usually unfolds with one of the known macroeconomic models, such as 5C’s analysis, SWOT, Porter’s five forces or PESTLE investigation. 
Thirdly is carried out the marketing strategy stage: transforming strategies and plans into marketing advertising activities in order to achieve key objectives.
Then follows the marketing mix step, which detailed describes what are are the four main categories that stay at the base of every business (Product, Price, Promotion, Place).
In the final instance, there is the marketing implementation and control, which has the purpose to measure and further evaluate the results of the previous stages, and therefore ensuring that all the necessary adjustments are undertaken to achieve the objectives.







2.1 C.&J. Clarks SWOT analysis
A SWOT analysis is a gross evaluation of the company’s strengths (S), weaknesses (W), opportunities (O) and threats (T), covering both internal and external factors. 
The goal of the Clarks SWOT analysis is to increase the company’s brand awareness on the local and global market, considering that their consumers became more fashion-fastidious and their footwear, beyond the fashion, is quoted as a necessity to maintain the feet healthy.Internal factors
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In summary, the SWOT matrix realised above, highlighted the Clarks four major forces, that are playing a major role into identifying the suitable strategies to implement. Regarding the first category of internal forces, strengths, the company is recommended to use the maintaining-improving strategy, since the company has a well-developed distribution and logistics channel, it is focused on the customer’s satisfaction and offers an exclusively individual approach to each customer apart.
The Clarks’ weaknesses revealed that the company struggles with some internal issues, therefore the company should pay more attention when it comes to new entrants, which cover niche segments of small markets and “steal” the company’s potential customers. Another important Clarks weakness, which is simultaneously an opportunity during the Covid-19 outbreak is the takeover of the entity by LionRock Capital, that offered the company the zero-cost retail rent, in exchange of the £100 million stake majority. In this case it is advisable the eradicating strategy, thus after escalating the economic difficulties, the company should buy back its majore market share capital.
At the same time, the company registers a lot of external opportunities, that allows it to implement the adaptive strategy and invest money and time in all those uncovered yet areas. For example, the company opened in 2008 new horizons for itself when started to be responsible towards the environment and community, collaborating with UNICEF in raising donations and adhering to various sustainable programs, such as Seven (use of seven components instead of sixteen in the production of moccasins), Tri Native (technological innovation in the manufacturing using up to 80% recycled materials) and Water Saving Leather (C.&J. Clark International Ltd, 2019). 
Among the untapped opportunities are as well the company’s digitalisation, following the fashion trends and combining with other manufacturers/retailers in order to become more profitable and cover more segments of customers.
Obviously, there are also threats that obstructs the smooth Clarks’ activity. Starting with the end of 2019, the main threat was and still remains the Covid-19 pandemic, all the unessential stores being forced to close their shops. This plague caused huge income loss and closure of the physical shops, because of the inability to pay rent. In such conjuncture, the company has to focus on the digitalisation strategy of the business, the staff training and optimisation of the existing manufacturing technologies. It is highly advisable that company doesn’t invests in some new projects, until the uncertainty caused by viral outbreak vanishes.

2.2 C.&J. Clarks Porter’s five forces analysis
The Porter’s five forces model was first time published in 1979 by its author, Michael E. Porter, in the Harvard Business Review journal (Institute for Strategy and Competitiveness, 2021). This model is in present a widely used strategic management instrument that helps understand the competitive framework of an industry or a business. The key organizers comprehend the benefit potential inside an industry by investigating the five forces mentioned above as well as their strategic strengths. 
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Figure 2.1 The Porter’s five forces model
Source: B2U, 2016
The Porter’s model was applied in the process of analysing the industry where Clarks operates, regarding attractiveness through intrinsic benefit potential and the obtained results are essential for management strategies:

Threat of New Entrants

· Product diversification is solid inside the business, selling quality, classical and unique items. Clients additionally have the opportunity to create their own, personalised products. There is a solid accentuation on customer’s satisfaction too. These variables convey the intimidation of new contestants a powerless power inside this industry.
· The distribution networks within the footwear industry are accessible for the new entrants. Clarks has a strong distribution system, offering various logistic services, such as Collect from the selected shop, free returns, next day delivery, but with a low number of outlet shops. Due to all these factors, the distribution network is a strong force for the new entrants within the footwear industry.
· Capital requirements inside the industry are risen, accordingly because of the high expenses, it is hard for new entrants to set up new businesses. It also incurs high costs for Research and Development areas. Therefore, the threat of new entrants is considered a weak force in this industry.
· The government policies enforce severe authorizing and legitimate requirements that has to be accomplished before an organization can enter into the market. This makes it hard for new contestants to join the business, thus the new entrants threat is a weak force.
The Clarks company has the opportunity to benefit of the economies of scale it has within the industry, leaving behind the new entrants through the cost advantage. The business can also take advantage of innovation into its products differentiation. Compared to its new entrants, Clarks can invest in marketing for a powerful brand identification among the existing customers.
Bargaining Power of Buyers
· The Clarks’ volume of buyers is considerable higher than the number of footwear manufacturers. Paraphrasing, the buying force has a limited range of business to choose from and therefore, they are sensitised through the price. Obviously, bargaining power of buyers is considered a weak force inside the industry.
· The buyer’s concentration within the footwear industry, during the Covid-19 outbreak was forced to step into the online shopping, because of the closure of physical shops in conditions of stringent necessity to buy new products. In this conjuncture, the buyers concentration is a strong force.
· The buyer’s ability to substitute within the industry is high as there can be identified a wide variety of substitutes, starting with leather, textile, rubber and continuing with recycled and second hand footwear. In this case the buyer’s ability to substitute constitutes a strong force.
· The threat to the buyers to integrate backwards is very insignificant, so in this case the bargaining power of buyers is a weakened force.
Clarks should pay more attention to performing and diversification of the assortment in order to attract more buying power, offering at the same time quality and iconic items. The company needs to aim a larger customer base, as the bargaining power of buyers is relatively weak. This would be achievable through increased marketing actions with the purpose to build the recognition and loyalty of the entity’s brand. 
Bargaining Power of Suppliers
· In the footwear industry, there is a lower number of suppliers compared to buyers. This means that the suppliers have less control over prices and this makes the bargaining power of suppliers a weak force.
· The uniqueness of products or services offered by the suppliers inside the footwear industry is quite standardised. The raw materials are fairly homogeneous and maintain the stable costs. At the same time, Clarks implements modern technologies into the recycling of the resources, obtaining this way own new raw materials. In normal conditions of market, this manufacturer has the freedom to switch providers whenever it wants and due that, this force is a more fragile one. 
· The availability of substitutes for the supplier’s products. The major leather and synthetic leather suppliers are mostly located in Asia (China, India, Turkey, Vietnam, Cambodia) and South America (Brazil). This means that there every footwear industrial manufacturer buys materials from the same suppliers and there are few substitutes for the raw materials. 
· Concentration of the suppliers. Besides the Asian and Brazilian suppliers, Clarks collaborates with Heinen - a German based tannery. The geographical diversification of the suppliers ensures the low costs and efficiency in the logistics chain. These aspect makes the supplier’s bargaining power a mighty force.
Considering all the perspectives of the bargaining power of suppliers mentioned above, the author concluded that a durable relationship of the Clarks organization with its suppliers, can be only beneficial for both parts. The company’s partnership with stable suppliers, that provide materials at affordable prices, can assure the continuous production and in consequence high income. A harmonious collaboration also will not interfere with the switching costs, at least the supplier isn’t forced to rise up the prices.
Threat of Substitute Products or Services
· Number of substitute products available. In the footwear industry, there is an enormous threat of substitutes and the main competitors produce in big amounts. This means that there is no ceiling on the maximum profit and the threat of substitutive items represents a crucial force within the industry. 
· Buyer’s propensity to substitute. The variety of substitutes available are of a lower quality and provide lower price. Considering the Clarks loyalty programs and customer services, this means that buyers are less likely to move to other providers and the threat of substitutive products is weak in the footwear industry.
The Clarks company is advised to focus on providing greater quality in its products. As a result, loyal buyers will choose the amazing quality of their products and the quality of their services, instead of substituting. Simultaneously, in order to maintain their existing clientele and attract the new segments, the business should differentiate its products.
Rivalry Among Existing Firms
· The number of competitors in the footwear field is enormous. Most of these are also large retailers and provide the same quality, at the same price rate, or poorer quality for lower prices. This makes the rivalry among existing firms a strong force.
· Diversity of competitors. In this industry, the company has a broad number of close competitors that offer similar products, or substitutes at affordable prices. The competitors like, JD Sports, Ted Baker, Cole Haan, Ecco, Skechers, are in the similar economic situation, readapting their businesses to the new conjuncture. This remains a strong force, even in times of a global time-out.
· Industry growth. The footwear industry Clark was growing every year until the Covid-19 pandemic changed all the plans. The existing competitors are focusing on digitalisation of their businesses and try to readapt to the new conditions. This maintains the rivalry at a the same or even higher level and makes it a strong force.
As the rivalry is very powerful and challenging, the company has now to think about the adequate way of providing their products to the customers. The company has to focus on technologies and social media.

3. The Clarks marketing mix elements
The marketing mix is an internal analyse of the four major elements, that are also called the 4 Ps, which analysed separately allows the experts to undertake the suitable strategies for company to succeed on the market and gain high profits.
3.1 Product element
Product is one of the key element of the Clarks company, offering a high quality product is maintained by improving it during different stages of the product cycle within the footwear industry, achieving raw materials only from trusted and sustainable suppliers and delivering an exceptional customer service.  
The brand Clarks belongs to the family branding, being parent or corporate umbrella brand to its sub brand Clarks Originals, that is manufactured in a different location than Clarks is and namely Burma, UK (Shepherd, 2016).
The company offers a broad range of products and accessories, categorised by age, gender, size and technology applied. It also includes a separate collection for school footwear and a sub brand, named Clarks Originals. As follows is described the Clarks portfolio:
· Women: shoes, boots, sandals, accessories, collections;
· Men: shoes, boots, collections;
· Kids: girls, boys, by age&width;
· Babies: by stage, by width, collections;
· School: girls, boys, by width;
· Originals: Mens Originals, Womens Originals, Kids Originals, Originals Icons.
During Covid-19 outbreak, the company aims for the line stretching strategy, in order to improve the existing products and maintain the existing customers.
3.2 Price element
The Price is the second primordial marketing mix element, that allows the company to decide whether to continue its activity in the same rhythm, in case of high profits, or change the pricing strategy when the profits are lower than expenses.
 Clarks focuses on Non-price competition and applies a combination of pricing strategies in order to achieve the highest value in exchange for its products. The pricing strategies that were identified in the Clarks marketing mix, are described below (Swaim, 2010):
· Premium pricing has the purpose to underline the customer’s exclusivity when buying the company’s items, therefore Clarks increases the brand and quality positive perception in target customer segments. Through the premium prices, combined with restricted sale and production, Clarks managed to settle its products in the privileged and slightly luxurious niche, which resulted with high income and considerable business growth.
· Value-based pricing has brought huge advantages to the company, since it offers a wide range of products, thus by using this type of strategy, it added more psychological importance to brand from clientele’s point of view. Once the customer feels special and comfortable with the achieved goods, the Clarks profits and the amount of footwear increases. It also allows the company to extend its purchasing groups.
· Cost-oriented pricing for some product categories, also known as bundle pricing strategy, supposes controlling the costs and prices by lowering distribution and marketing expences, by offering loyalty discounts and promotions and which returns with gaining new segments of cusomers.
3.3 Placement element 
Clarks pays a big attention to placement of its items factor, as it equals to direct accessibility for customers. Before the global pandemic, the company had around 1400 stores in 75 countries all over the world (Clarks, 2019). The Clarks footwear placement was more focused on Exclusive distribution and it was realised through company-operated stores, franchises, super- and hyper- markets and online shopping.
Unfortunately, in 2019 the situation dramatically changed and the main reason was the global pandemic and in addition, because of the Brexit. According to Fish (2020), this resulted in November 2020, with the conversion on 70 of 320 UK shops to zero-rent and 10 shops across Ireland to permanent closure. This means the company strives with the upcoming economic crisis and zero-rent placement strategy would help it to overcome the bankruptcy.
Clarks in present has to adapt to the Hybrid system of distribution, providing accessible and smooth online shopping and simultaneously to maintain the actual collections in the physical stores for the loyal existing customers.
3.4 Promotion element
Clarks limited places a high importance on the promotional approaches and strategies used within the company. The promotional element allows to make the business attractive to the customers and to influence them straightforwardly. The company applies widely all the major advertising tools of the direct and digital marketing, which are described below:
· Publicity. Clarks puts in application the traditional advertising methods. The most frequently used sources of direct marketing are: fashion and consumer related magazines (Marie Claire, Port magazine, Will Design), hoardings next to physical shops (in the crowded locations, with the purpose to increase the brand’s visibility and recall), TV advertising (plays an emotional impact on the customers, highlighting their products’ benefits)
· Digital marketing. Alongside the publicity, Clarks practises the digital marketing, which became highly important due to Covid and Brexit and it refers to all the online advertising platforms. Clarks has quite recently realised the necessity of digital marketing, therefore it disposes corporate profiles on all known social media platforms, such as Instagram, Facebook, Twitter, Pinterest. These tools are used to engage with their customers, keep them updated on the new collections, upcoming sales and promotions and to attract new segments of buyers. Simultaneously, Clarks uses these instruments to understand the trend and the customer needs.
Since 2019, the company partnerships with Freida Pinto and Alexander Skarsgård, which are play the role of the Clarks ambassadors and their duty is to use the pre-established online platforms and relationships to promote the business’s brand by referring friends, posting about the brand online and representing the company at thematically events (Schneider-Levy, 2019).
· Reward programs are practised within the company only in USA and Puerto Rico, under the label “My Clark’s Rewards member”. Each purchase is entered into the loyalty card by Clarks and is valued for points against the products’ monetary value (Clarks USA, 2020). Other reward programs, offered by Clarks to their customers are: percentage promotions on several collections or items, “Health Service Discounts”, “Twin Trust”, “Baby&Toddler Bounceback” etc (Clarks, 2021).
· Sponsorship in the name of the company is drawn through the collaboration with the UNICEF and since 2008 they managed to raise over £1.6 milion, money spent on quality education for children around the world (Clarks, 2021).




Recommendations
In the context of this research topic, were highlighted the basic stages and elements of the marketing process that take place within the Clark company, the major elements of the marketing mix, that affect directly its activity and were applied two models of situational analysis. 
Evaluating the results revealed by the SWOT and Porter’s five forces analyse, the author outlined the company’s strengths, which are mostly based on the quality products, sustainability and high customer service. 
[bookmark: _GoBack]In the case of the company’s opportunities and threats, it is recommended to pay big attention to the present market conjuncture, namely the company has to invest in digitalisation strategy of the business, the staff training and optimisation of the existing manufacturing technologies. At the same time, the company should avoid investments in new projects, until the turbulence caused by Brexit and Covid-19 calms down.
Conclusion
To conclude, the company is quite good at providing quality, classical products and approaches the clients in a pre-settled manner. This aspect can be dangerous for Clarks further activity, as the global market is in a vulnerable condition. The company has to readapt itself to the new economic global state and refocus on the new digital era, adapt the online promotions and follow the modern societal tendencies.
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