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1.0 Executive summary
Dr. Martens is a British footwear brand with a unique style and brand heritage that appeals 
to a wide range of consumers. The company is at a mature stage in its business lifecycle but 
still needs to make ongoing decisions to ensure steady to positive growth. A combination of 
internal and external analysis shows that the brand still faces a number of potential issues 
and risks in terms of retail, marketing, product and sustainability. The internal analysis 
identifies areas where the company has become outdated in terms of marketing and product 
range, and where the brand faces disruption in sustainability and retail channels. From the 
external analysis it can be seen that the macro environment and market pressures are potential 
risks that the brand faces such as counterfeit goods. In implementing its strategic direction, 
Dr. Martens needs to refocus and concentrate on the issues it faces. This required the 
development of a number of measures, including improving the sustainability of the brand, 
strengthening the marketing strategy, improving the quality of the products and taking stricter 
action against counterfeit goods. By doing so, Dr. Martens will be able to reorient itself and 
optimise the brand's weaknesses in time to further improve its competitiveness and capture a 
larger share of the market.

mission statemenT:

"Our responsibility is to act as brand custodians always 
focusing on long-term value" 



"Our responsibility is to act as brand custodians always 
focusing on long-term value" 

Identified Brand Issues：
- Retail Issue: Messy omnichannel retail atmosphere- Retail Issue: Messy omnichannel retail atmosphere
  
- Product Issue: Stagnant product development - Product Issue: Stagnant product development 

- Sustainability Issue: Indistinct sustainability development - Sustainability Issue: Indistinct sustainability development 

- Marketing Issue: Lack of effective marketing strategy - Marketing Issue: Lack of effective marketing strategy 

- Values Issue: Conflicting values- Values Issue: Conflicting values
  
- Counterfeiting emerges in endlessly - Counterfeiting emerges in endlessly 

- Phygital and DTC (Direct to Community)- Phygital and DTC (Direct to Community)

- Sustainability and Product Innovation- Sustainability and Product Innovation

- Digital Marketing and Brand Campaign Marketing- Digital Marketing and Brand Campaign Marketing

Strategic Objective Directions：

Strategic direction:

Interaction

INNOVATION

Resonance
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Developing a strategy
Creating a digital collection
Creating a virtual space
Marketing and promotion
Monitoring and improvement

To support the development of the
project it is proposed that Dr.
Martens could start by releasing a
digital collection as a first step into
this market and subsequently
create its own immersive space.
The strategy has been
conceptualised and is planned in
detail as follows:

In an environment of accelerating digital and emerging technologies,
consumers are turning to digital channels at an unprecedented rate. To
support Dr. Martens' digital development, it was proposed that Dr. Martens
use the metaverse to market the brand and enhance the consumer
experience and interaction. The project aims to help Dr. Martens tap into a
new market of virtual worlds and how to operate in that market, attracting
new young consumers and increasing the immersive experience and
loyalty of the brand's consumers, while helping to increase the value and
awareness of the brand. 

Brand Concept Context 

Outdated traditional marketing
strategies
Confusing target market

Brand Key issues: 
1.

2.



Increase awareness and
brand marketing buzz
among Gen Z and Gen Y
Increase brand stickiness,
interaction, and online
traffic to this target group
Drive sales of the brand's
products

Strategic Objectives:
1.

2.

3.

The metaverse is driven by technology and the needs of digital natives, and
brands need to create diverse marketing channels to adapt to the ever-
changing market landscape. For digital natives, digital technology is fast
becoming second nature and they are also the most dominant players in
the metaverse. For Dr. martens, having a unique heritage and a wide range
of consumers, who often share the same preferences, can be used in
building common communities, which will increase the brand's stickiness
to the consumer base. In addition to this, the brand's content can be
carried and expressed through new technological content, providing
consumers with immersive interactive experiences and consumption
opportunities. Metaverse marketing is more creative and flexible, and is
the best way for brands to grow and engage with younger consumers.

Justification:



In response to the growing consumer interest in interactive value co-creation 
and the functionality of smart clothing, Dr. Martens is recommended to 
optimise its existing product strategy with fashion technology. Innovative 
technologies are used to revolutionise out-of-date product development and 
the issues of counterfeit products.

To support this idea, experimental designs for new product development 
utilising fashion technology have been conceptualised. The concept explores 
the possibility of using fashion technology to upgrade the functionality of 
footwear products, anti-counterfeiting and online customisation of bespoke 
garments, aiming to meet the diverse product needs of consumers across all 
generations through innovation.

 

Integrating Fashion Technology 
                                                              In 
   Fashion Product Development

Brand
Concept

Output
Visualisation
Anti-Counterfeiting 
with RFID Technology
In the App developed by 
Dr. Martens, consumers 
will be able to conduct 
RFID Scanning to verify the 
authenticity of the product 
by scanning the brand's 
iconic heel loop with their 
mobile phone camera.

The App also displays 
manufacturing information 
about the product.

Fig1. Dr. Martens App Fig2. RFID Scanning Fig3. Verification of Authenticity
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Integrating Fashion Technology 
                                                              In 
   Fashion Product Development Functional Upgrade of Footwear with Sensor Technologies

A pressure sensor and an acceleration sensor are incorporated into the footwear, allowing the 
airbag to shrink by monitoring the pressure changes during human movement, thus achieving 
adaptive adaptation of the insole.
A temperature sensor is added to the footwear, which transmits the data to the cloud for 
calculation, and controls the temperature of the internal climate of the footwear by controlling the 
changes in the phase change material.

Fig4. Pressure Sensor and Acceleration Sensor Fig5. Temperature Sensor

The experimental design of new product 
development with fashion technology 
includes several key themes of 
intelligence, functionality, interactivity 
and personalisation that create an 
emotional connection with the consumer, 
and by doing so, brands can achieve the 
following product strategic objectives:

- To meet consumers' expectations of value in 
terms of fashion and functionality
- Reduce the negative impact of counterfeit 
products on brand value
- Focus on sustainable growth and long-term 
brand value

Justification

The product innovation strategy is in line with 
the Dr. Martens overall direction of Interaction, 
Resonance and Innovation, together with 
the demand-driven development of tactics to 
ensure the overall effectiveness, coherence and 
profitability of the product strategy.

Fig6. 3D Body Scanning Fig7. Virtual Try-on

Online Customised 
Bespoke Clothing 
Development
Inside the Dr. Martens App, 
users can take online body 
data measurements and 
visualise body data with 3d 
software to help with the 
production of customised 
clothing.

Also, users can try on and 
test the fit of customised 
garments online based on 
visual data.

Jianyang Zhong 10737716
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STRATEGIC 
OBJECTIVES：

Revitalise stagnant product development
Improve transparency and sustainability of the production process
Create a more sustainable and innovative brand image

Lack of dynamic
marketing strategy

Conflict of values



Indistinct
sustainability

Stagnant product
development

Counterfeiting emerges
in endlessly




Messy omnichannel
retail atmosphere

(Issues to be solved in this project)

IDENTIFIED BRAND ISSUES：

ACADEMIC UNDERPINNING:

TARGET CONSUMERS:

INDIVIDUALISTIC & REBELLIOUS
ENVIRONMENTALLY & SOCIALLY CONSCIOUS
DIGITAL NATIVES

90% of Gen z and millennials
are dedicated to reducing their
impact on the environment
(Deloitte, 2022)

58 % of Gen Z say they are
willing to pay more for
individualistic  offerings. 



JUSTIFICATION

Product issue: Stagnant product development
Sustainability issue: Indistinct sustainability

Need for innovative and individualistic product
Corporates’ sustainable and socially conscious practice

The concept of upcycling strategy aided by blockchain technology, by reusing deadstock and inalterable
blockchain can effectively solve two main issues for Dr. Martens:

and hence better respond to market trend and consumer needs:

and thus thrive in the competitive fashion industry.

Although costs may rise, consumers may be hesitant to buy due to the higher price of the product. In general,
however, Dr. Martens will profit in the long term, as it aligns with the key market trend. Sustainable, innovative,
individualistic and high-quality products, along with traceable and transparent product information, will
effectively win the hearts of young consumers and lead to success. 

BRAND CONCEPT CONTEXT:
UPCYCLING STRATEGY




AIDED TECHNOLOGY:
BLOCKCHAIN TECHNOLOGY 

Following the CE principle, upcycling strategy will be adopted,
which use the deadstock and leftovers to re-design and re-make
products that gives each wearer a unique pair. The upcycling
process turns waste into value to get maximum use and
minimal waste, and hence achieve sustainability.

Blockchain technology (BCT)
implemented by QR code is proposed to
aid the upcycling strategy, aiming to
improve transparency and traceability of
the supply chain and product lifecycle.

To know the story of the product, along with material
and product data with just a scanning. 



To assist Dr. Martens in improving its omnichannel development, we propose to To assist Dr. Martens in improving its omnichannel development, we propose to 

personalise the omnichannel for Dr. Martens by improving online marketing through the personalise the omnichannel for Dr. Martens by improving online marketing through the 

PHYGITAL strategy. In particular, the integration of the PHYGITAL concept changes PHYGITAL strategy. In particular, the integration of the PHYGITAL concept changes 

the entire process. The concept explores a new and viable omnichannel personalisation the entire process. The concept explores a new and viable omnichannel personalisation 

strategy based on PHYGITAL and online marketing, which includes a complete process strategy based on PHYGITAL and online marketing, which includes a complete process 

such as live streaming, blockchain, etc. It is specifically designed to improve the such as live streaming, blockchain, etc. It is specifically designed to improve the 

omnichannel development of Dr. Martens, increase its competitiveness in the current omnichannel development of Dr. Martens, increase its competitiveness in the current 

market and meet the needs of its target consumers.market and meet the needs of its target consumers.

omnichannel personalisationomnichannel personalisation

Concept

NAME：YUXIAO LIUNAME：YUXIAO LIU

ID：10713642ID：10713642



Starting from Promotion, live sales, blockchain and big data technologies are integrated into Starting from Promotion, live sales, blockchain and big data technologies are integrated into 

online marketing and eventually fed back to Promotion to optimise it based on blockchain and online marketing and eventually fed back to Promotion to optimise it based on blockchain and 

big data results, forming a closed loop. The process exemplifies how various technologies and big data results, forming a closed loop. The process exemplifies how various technologies and 

methods can be integrated through the PHYGITAL strategy to improve online marketing and methods can be integrated through the PHYGITAL strategy to improve online marketing and 

personalise omnichannel development. This new ecological process will help Dr Martens solve personalise omnichannel development. This new ecological process will help Dr Martens solve 

the confusing omnichannel story it is now facing.the confusing omnichannel story it is now facing.

Output VisualisationOutput Visualisation

M e s s y  o m n i c h a n n e l 
retail atmosphere

brand issues
Strategics Objectives Focused On:

Ecological flowchart

Solving the Dr. Martens Omnichannel Confusion

A new marketing strategy to attract more consumers

Live sales and promotions by joining PHYGITAL's strategy can Live sales and promotions by joining PHYGITAL's strategy can 

help Dr. Martens engage directly with consumers and obtain help Dr. Martens engage directly with consumers and obtain 

feedback to meet the needs of community members better. Big feedback to meet the needs of community members better. Big 

data and blockchain technology also help analyse consumer data and blockchain technology also help analyse consumer 

behaviour to provide personalised recommendations and services, behaviour to provide personalised recommendations and services, 

further enabling community-oriented sales strategies.further enabling community-oriented sales strategies.

How to improve online marketing through channels such as live streamingHow to improve online marketing through channels such as live streaming

JUSTIFICATION



The lack of a dynamic and aesthetic marketing strategy for Dr. Martens at
this stage and the failure to keep up with the latest digital media marketing
techniques can lead to outdated or confusing perceptions of the brand
(Irene, 2017), slowing down the brand's development (Erskine, 2022).

Key brand issue:

In order to help Dr. Martens re-engage with consumers on social media, we
recommended that the brand adapt its strategy to address the brand's outdated
and uninspiring marketing techniques and create a new marketing style. This
strategy is dominated by digital marketing, with a virtual influencer as the face of
Dr. Martens, called personality marketing, to increase the brand's social media
appeal and fan interaction rate. In terms of digital marketing, user profiling
through the use of big data, together with the use of SEO to increase brand
exposure, combined with feedback from both approaches to optimise the strategy,
thus continuously optimising the marketing strategy for the virtual image.








Strategic concept:

Target consumer:
14-26: generation z
-They are energetic, rebellious and free spirits.
-They want to be fresh from the brand.
-They are active in social media and like to try
new things. The use of digital and technology
appeals to them to a large extent.




Digital 

Marketing

Anti Xu

10710764

Academic Grounding:

（Image 1）





PERSONALISED MARKETING
VI ：

1. Personalised marketing: AI technology is used to generate Virtual
Influencers (VI) who become the face of the Dr. Martens brand.

Social media accounts are set up for this avatar and content is posted
to engage consumers and enhance brand image and awareness.

DIGITAL MARKETING
Big Data ：

2.Collecting the big data from these personalised marketing
campaigns gives brand detailed information about brand's target

audience and allows them to analyse the data to help optimise VI and
social media marketing strategies. Accurate marketing with Big

Data.
SEO ：

3.Based on the information obtained from the Big Data analysis, SEO
is applied to optimise social media content to increase exposure, for

example by optimising to improve the ranking of social media
platforms in search engines.








Strategic objectives focus on:



1. Virtual influencers re-engage consumers' attention
2. Data-driven optimisation of marketing strategies
3. SEO (engine optimization) optimization to increase brand exposure

A strategic adaptation to the outdated and lacklustre marketing
techniques of brands in today's highly competitive fashion market.
Through research and planning, the theme of digital marketing on
social media is used for personalised marketing and digital
marketing to appeal to the digital natives led by the Generation Z
consumers.
1. Social media appeal
2. Data-driven brings optimisation
By implementing this comprehensive digital marketing strategy,
Dr. Martens will stand out on social media, emphasising a more up-
to-date digital identity to attract more target customers.

Recommendation:

Justification:

（Image 2&3:Diagram of Dr. Martens' virtual spokesperson
 instagram account）
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