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[bookmark: _Toc112965444]Introduction
The current report is related to the quotation “to maximize customer satisfaction, companies have long emphasized touchpoints. But doing so can divert attention from the more important issue: the customer’s end-to-end journey, (Neher et al, March 2016)”. The statement indicates that for achieving customer satisfaction it is not sufficient to focus on the touchpoints alone but need to emphasise the customer’s end-to-end journey. By keeping this idea, the current report will critically evaluate the innovative marketing strategies of Marks & Spencer for generating brand awareness and analyse their customer’s end-to-end journey through various communication channels that help in attaining the stakeholder’s expectations. The report will be utilising various theories and models for evaluating the marketing strategies and their effectiveness.
[bookmark: _Toc112965445]Company overview
Marks & Spencer (M&S) is a British-rooted multinational retail chain which is headquartered in Paddington, London, England. M&S was founded by Michael Marks and Thomas Spencer in the year 1884 in Leeds, United Kingdom (M&S, 2022b). M&S specialised in clothing, home products, food products and beauty and is listed on the London Stock Exchange. The brand is serving 1463 locations all over the globe and is having 959 stores across the UK of which 615 stores in selling food products alone. Apart from this M&S operates through both online and physical stores. The vision of M&S is to set the standard based on which others will be measured (M&S, 2022a). At the same time mission of M&S is to make everyone access the aspirational quality. Most importantly M&S holds its values of quality, innovation, service and trust. As of the latest figures, M&S is having a total workforce of 78,000. Moreover, the firm was able to achieve revenue of £10.9billion and a net income of £391million during the last financial year (M&S, 2022c). Moreover, the Environmental, Social and Governance (ESG) strategy of M&S is focusing on developing a sustainable future.
[bookmark: _Toc112965446]Main body
[bookmark: _Toc112965447]Definition for communication 
Savolainen (2017) opines that communication is the sharing of information or message by writing or speaking. Quinn and Rowland (2017) explain communication is the process of sharing information between individuals through various systems like verbal, signs, symbols, gestures and behaviour. In addition to this Suzuki and Sui Pheng (2019) states that communication is an inevitable process that is undertaken by sharing information between different individuals which may include thoughts, ideas, emotions and facts etc through various channels which is accessible by both the sender and the receiver. In business, communication is the process of sharing valid information related to their products and services to the customers through various mediums. Social media, websites and other digital media platforms are the current major communication channels that play a vital role in improving the communication between customers and brands (Langaro et al., 2018).
[bookmark: _Toc112965448]Communication model
The Shannon and Weaver Model of Communication is a mathematics-oriented theory in which human communication is having six components (Kubota, 2019). Sender, encoder, channel, noise, decoder, and receiver are the six components of the Shannon and Weaver Model of Communication.
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Figure 1: Shannon and Weaver Model of Communication
Source: Kubota (2019)
Figure 1 represents the Shannon and Weaver Model of Communication in which the process starts from the sender and ends at the receiver. However, a feedback step was added to the model by Norbert Weiner for addressing the criticism of following the linear approach. 
· Sender: The sender is indicating the information source. The person or device that holds the information that is to be shared. Lee and Kim (2018) opine that the sender starts the process by selecting the information to share, the receiver and the channel that can be used. 
· Encoder: The second step of information transmitting is the encoder which is a machine that will convert the message to another format or signal for making the transmission possible. At the same time encoder is also used to mask the message from third parties.
· Channel: Channel is the medium that collects the information from the sender and carries it to the receiver (Al-Fedaghi, 2020). Simply channel is the pathway through which the information travels to its destination. 
· Noise: The element that interrupts the message along its way from the sender to the receiver is termed noise. Noises are of two types; internal and external. 
· Decoder: The decoder performs the opposite process of the encoder. Thus, the decoder will convert the message to its original form which can be understood by the receiver (. Lee and Kim, 2018). 
· Receiver: The receiver is the endpoint of the communication process who is intended to receive the message. 
One of the major criticisms faced by the Shannon and Weaver Model of Communication is its linear approach. Along with this Gillespie and Schiffman (2018) argue that the message transmitted using the Shannon and Weaver Model of Communication is having an increased probability of being misinterpreted by the receiver. This is very important for the brands while marketing to ensure that their messages are reaching the customers correctly and they interpret them correctly.  
[bookmark: _Toc112965449]Integrated Marketing Communications
There are mainly two types of communication approaches in marketing namely traditional and modern. Integrated Marketing Communications (IMC) is an approach that uses both the traditional and modern communication aspects together (Chitty et al., 2017). Similarly, Anabila (2020) elucidates that IMC is an aspect where the brands effectively combine and utilises various communication channels together to deliver clear and consistent messages to their customers. The author also adds that IMC is a combination of various marketing approaches and tools for maximising the impact of messages on the customers and enhancing profitability. There are mainly eight IMC tools Sales promotion, Public Relations, Events and Experiences, Mobile Marketing, Advertising, Personal Selling, Direct Marketing and Social Media Marketing (Chitty et al., 2017). 
Sales promotions are a set of short-term incentives that are offered to customers for encouraging their purchase behaviour. A public relation is a group of programs that are conducted to improve the relationships between the customers and the brand (Yamin, 2018). Events and Experiences are the social and public programs organised by the brand to interact with the public. Mobile Marketing uses mobile devices for interacting with customers. Advertising is a paid form of promotion of products and services through various print, electronic, broadcast, network and displays media. Personal selling is face-to-face interaction with the customers by sharing customised information. Direct marketing involves various platforms like emails, messages and telephone for sharing messages with the customers directly in person. Social Media Marketing is the process of promoting business through social media platforms (Anabila, 2020). However, the major drawback of IMC is the high cost and the struggle in managing content due to information overload.
[bookmark: _Toc112965450]New promotional strategies that M&S can use for raising awareness of the brand
From Marketing Society (2020) it was inferred that M&S after a series of falling sales and a decline in share in the last quarter of 2009 the brand was able to attain its best performance in two years. The author pinpoints that effective marketing communication which includes the impeccable advertising approaches adopted by M&S is the core reason for the success received. However, Ottman (2017) argues that in the current business context the brands need to focus on more innovative and exciting promotional strategies as the technology has passed miles and the public is well updated. Hence for improving brand awareness one of the most important approaches that M&S can adopt is to focus more on social media and digital platforms. From Alalwan et al. (2017) it is inferred that a majority of the population is significantly influenced by social media platforms. Thus, by more on digital channels such as VOD, Google Advertising and Instagram brand awareness can be enhanced. Likewise, it is noticed short videos are making more impact on customer perception. Hence focusing on short videos could help M&S in raising its brand awareness. At the same time, it is also identified that influencers in social media is having a huge support base. Therefore, collaborating which such influencers will help in generating brand awareness among the targeted audience.
[bookmark: _Toc112965451]Branding and brand equity
According to Kim and Chao (2019) branding is the process of creating a positive and strong feeling among the customers regarding a brand. The author also adds that for effective branding of their products and services the company will be utilising various elements such as a mission statement, consistent theme, logo and design throughout all marketing communication channels. Moreover, Wheeler (2017) pinpoints that through branding the company will focus on the entire brand rather than a single product and service and thus will prove that company keeps their promise. Theurer et al. (2018) elucidate that brand equity is a brand’s value that it generates from its products when compared to the competitors. There are four dimensions for brand equity namely brand loyalty, brand awareness, brand associations, and perceived quality.
[bookmark: _Toc112965452]The Aaker’s Brand Equity model related to M&S
As mentioned above brand equity is indicating the value that a company generates among their customers. Ansary and Nik Hashim (2018) opine that by achieving positive brand equity the brand can charge more on their products and services and boost up the market stock. 
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Figure 2: Adapted from Aaker’s Brand Equity model
Source: Ansary and Nik Hashim (2018) 
According to Aaker’s Brand Equity model (Figure 2), there are mainly five dimensions for measuring brand equity. Brand awareness, brand association, perceived quality, loyalty measures and proprietary assets. Brand awareness indicates the popularity of the brand among the customers. Perceived quality is reflecting the reason for customers choosing the brand and the brand association shows the ability of a product or service to be noted in a particular category (Poturak and Softic, 2019). Brand loyalty is the level of loyalty customers hold towards the brand and the proprietary assets are the competitive advantages gained by the brand. 
From analysing the case of M&S it was inferred that the brand is recognised as one of the Quintessentially British brands. M&S has changed their identity and services since they are established by creating varied products and developing sub-brands. M&S has utilised all the opportunities available in social media for developing a deeper relationship with the customers and increasing brand awareness (Fabrik (2017). The report also indicates that M&S has come across various hurdles through their journey but the brand was able to make stronger come back due to its formidable presence among the customers. Likewise, the latest logo of M&S holds all its ideology and its core idea value first which is creating a huge impact on the consumers. 
Further Marketing Society (2020) pinpoints that quality is the magic essence that is held by M&S for being successful in the market. The mission of M&S is to make everyone access aspirational quality. Likewise, Machin (2022) explains that the brand also introduces an activity Plan A which was helpful for the brand in showing their consumers how committed they are to becoming sustainable and this was also useful in reinforcing the quality credentials of M&S. Thus, the main reason for M&S to sustain in the market and the customers repeatedly choosing the brand is their quality and values. Machin (2022) indicates that by the end of 2019 M&S put forward the new strategy Remarksable Value through which the brand was aiming at smashing its pricing myth. Remarksable range products included the ones that are frequently purchased by the consumers and were set with reduced pricing. Even though the company was focusing on reducing the price for the Remarksable range products they were specific in maintaining the M&S quality which makes the company different from their competitors.
Quality itself is the major element that makes each product of M&S to become prominent in that category. In addition to this Marketing Society (2020) reveals that M&S holds a consistent advertising strategy which is the strongest influencing factor of the brand. This advertising keeps the customer engaged and makes their product familiar in the category to which it belongs. The report also indicates that even during the recession period also the brand was specific in continuing its advertising which was focused on developing the quality perception of the brand. M&S was having a strong overarching communications strategy which focused on conveying the message “quality worth paying more for: you pay a bit more but get a lot more back” (Marketing Society, 2020). These campaigns and communication strategy was helpful for the brand in gaining a competitive advantage in the market.
Aaker’s brand equity model helps the brands in developing brand strategy combining various components and separate from the existing competition. Poturak and Softic (2019) opine that Aaker’s brand equity model is a customer-based model that focuses on customer satisfaction and loyalty. The models also help in identifying the degree to which the brand policies are generating value for their customers and the company itself. However, Christodoulides et al. (2015) argue that the dimensions in Aaker’s brand equity model cannot be separated in all national contexts. Similarly, the cultural differences in countries limit the effectiveness of the model.
[bookmark: _Toc112965453]Customer journey and customer touchpoints for M&S 
Before buying a product or accessing services there are several steps that the customers travel through. The process of customers identifying their requirements, choosing the product or service and buying that respective product or service together is called the customer journey. Similarly, Lemon and Verhoef (2016) opine that the customer journey involves all stages a customer goes through while acquiring a product including the identification of the product to the transaction and purchase. The author also adds that the customer journey varies according to the impulsiveness of the purchase. Further from the notion of Maechler et al. (2016) customer touch points are any king of direct or indirect links and contact the customer build with the brand. The customer touchpoints can be outside or inside the control of the brand and they may occur after, before or during the purchase process. In the current business environment, multiple channels and touchpoints connect the customers with their brands. Similarly, Kranzbühler et al. (2019) opine that the touchpoints and the customer journey are directly associated as the number of touchpoints increases the length of the customer journey also increases. Google search ads, TV ads, and social media posts are the most common touchpoints.
The customer journey of M&S customers starts from when they will find a need for some product or service. Further, the customers of the brand will research the product and services and compare them with other brands (Scott et al., 2016). Later will visit the store or go through the mobile application and read reviews of other customers for decision making and place the order. In the fourth stage, the customer will pick up their order from any local store of M&S and finally will contact customer care for any damage to the product and proceed with return procedures. Web, contact centre, In-store, catalogue, mobile device, E-mail and social media are the major customer touch points of M&S. Langford (2021) indicates that for improving the customer journey M&S has introduced certain changes in the strategy such as improving their mobile application, interactive and helpful website, more payment gateways, contactless click and collect, upping availability, compelling content.
[bookmark: _Toc112965454]Customer journey map for M&S
Rosenbaum et al. (2017) opine that the customer journey map is indicating the activities customers perform at each touchpoint during the customer journey.
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Figure 3: Customer journey map of M&S
From customer journey map (Figure 3), it is important to identify the requirement and identify the product. After understanding the product, the customer will research the product by comparing the product of the brand and its alternatives through various web portals, then will browse the catalogue, the M&S mobile application and the Facebook page. After research will visit the shop or online store for purchasing the products. In this stage, the customer will read reviews of other customers for decision-making. Further will place the order from a physical store or through a mobile application, e-mail or social media platform. In the fourth stage the customer will pick up their order from any local store of M&S. Finally, the customers can contact customer care for any damage to the product and the return process will take place.
[bookmark: _Toc112965455]Total Engagement Model related to M&S
For being successful in the industry every business needs to engage the people associated with the operations. Hence it is necessary to monitor and enhance the engagement of customers and employees for improving organisational performance. Ahmed et al. (2020) opine that an engaged customer is the one that is loyal to the brand, makes frequent purchases and recommends to others. The total engagement models explain how the organisation connects with the employee and customer engagement which is essential for better organisational performance. Roberts and Alpert (2010) explain that the total engagement model details the association of four elements; customer value proposition, brand advertising, customer experience and culture in meeting engagement.  
· Customer value proposition: The value offered by the brand to its customers.
· Brand advertising: The advertisement strategies and approaches adopted by the brand.
· Culture: The way the brand operates, its goal, vision and internal aspects.
· Customer experience: The emotional and physical experience customers obtain while interacting with the brand
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Figure 4: The total engagement model
Source: Adapted from Roberts and Alpert (2010)
From figure 4, the organisation is the core element of the model that is commonly connected with customer engagement and employee engagement. The organisation will constantly provide brand advertisements through which they make promises to their customers (Portal et al., 2019). The author also explains that the effectiveness of the brand advertisement is capable of improving customer engagement. Further, The culture existing in the organisation is directly proportional to the engagement of the employees. Finally, employee engagement and their behaviour are vital in providing the customers with a better experience with the brand. The customer experience before, during and after purchase is a vital element in determining customer engagement (Ahmed et al., 2020).
From analysing the case of M&S, it was inferred that the company is having a significant focus on the people for which the company is working on various programmes for improving the working environment (M&S, 2020). The HR department of the firm continuously track the performance and offers review which is helpful in netter worker representation and progression. Equiniti (2021) indicates that even during Covid-19 M&S Supported their employees by adopting digital equivalents for printed communications.
Further from Marketing Society (2020), it was inferred that M&S is having a consistent advertising strategy which is the strongest influencing factor of the brand. Likewise, M&S is having a strong overarching communications strategy which focused on conveying the message “quality worth paying more for: you pay a bit more but get a lot more back”. The impeccable communication and advertising strategies of the brand play a vital role in customer engagement. Further from Mortimer (2020), it is inferred that M&S has been utilising TV ads, print media, mobile ads and social media platforms for advertising their products and services. Similarly, M&S is offering seasonal discounts to their loyal customers. M&S is delivering a special loyalty program called Sparks which adds points to the customers based on their purchase which can be redeemed in future purchases.
Moreover, by using Facebook Ads M&S and custom conversations the brand was able to 11% increase in the purchase of new customers. Rigby (2022) reveals that in January 2022 M&S launched live shopping on their website where live shoppers participated and were explained and interacted about the products. Thus, by stepping into digital platforms M&S was able to keep its customers engaged and by maintaining the quality standards was able to keep its promise and retain customers. Likewise, personalisation is identified as an incredible tool that helps in improving the customers and engaging them with the brand.  Samuels (2022) indicates that in 2020 M&S started personalised programs for offering a more relevant experience to their customers. The report also indicates that in the first two years of initiating the program about 500 million personalised interactions were indicating customer engagement.  
[bookmark: _Toc112965456]Conclusion 
The report initially discussed the theoretical aspects of communication, communication model, integrated marketing communications, branding and brand equity. Further analysed the new promotional strategies that M&S can adopt use for raise brand awareness. Hence it was found that digital channels such as VOD, Google Advertising and Instagram help in improving brand awareness. Likewise using more short videos and collaborating with social media influencers will help in improving brand awareness. The brand equity of M&S was analysed using Aaker’s Brand Equity model. The analysis found that quality, sustainability, strategies like Remarksable Value, consistent advertising strategy, overarching communications strategy and loyalty programs determine the brand equity of M&S. Further Web, contact centre, In-store, catalogue, mobile device, E-mail and social media are the major customer touch points of M&S and the customer journey includes research, shop, buy, pickup and service. From analysing the engagement at M&S it was inferred that the company is having a significant focus on the people and thus offer various programmes for improving the working environment and enhancing employee engagement. Further impeccable communication and advertising strategies of the brand play a vital role in customer engagement. In addition to these seasonal discounts to their loyal customers, special loyalty programs called Sparks, Facebook Ads, live shopping on their website and other personalised programs were helpful for improving customer engagement. Hence from the report, it was evident that for achieving customer satisfaction it is not sufficient to focus on the touchpoints alone but need to emphasise the customer’s end-to-end journey.
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