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[bookmark: _Toc134240250]Introduction 
Nowadays with increasing globalisation and rising competition, business entities are emphasising ascertaining positive customer experience in order to stand apart from the rivals. However, for a long time, the chief emphasis of the companies remains on touchpoints in order to provide a super consumer experience (Maechler, Neher and Park, 2016). In this way, they have facilitated the consumers in terms of connecting with products, sales staff, customer service and marketing materials and so on. However, excessive emphasis on customer touchpoints has led the companies to pay less attention to the end-to-end journey of the consumers. End-to-end customer experience relates to all kinds of interactions between the customer and the company all the way through the relationship (Homburg Jozić and Kuehnl, 2017). Some of the salient advantages of creating end-to-end customer experience include the promotion of loyalty, retaining consumers and competitive advantage (Ibid, 2017). Given the rising competition in modern days, customer retention has become a serious challenge for companies. In recent times, a prominent multinational fast fashion retailer Primark has been experiencing serious challenges like competition, issues pertaining to reputation, sustainability issues and altering customer expectations. 
The purpose of designing the report is to devise a critical appraisal of how Primark can develop innovative marketing strategies to increase brand awareness and integrate various communication channels for the fulfilment of the expectation of the stakeholders. The report will cover a brief overview of Primark and the salient challenges encountered by the company, defining communication and application of the communication model, a conceptual overview of integrated marketing communication, new promotional strategies for Primark, a conceptual overview of branding and brand equity, application of brand equity model, dissection of customer journey and touchpoints in the context of Primark and the application of total engagement model and a conclusion. 
[bookmark: _Toc134240251]Overview of Primark 
Established by Arthur Ryan, Primark is a multinational retailer of clothing, footwear and a myriad of accessories. The journey of the company started in Dublin in the year 1969 and it grew rapidly with time and presently operates in more than 14 nations across the world (Primark, 2023). Ever since its establishment, affordability has continued to stay a key mission for the company. The vision of the company emphasises two key pillars, including sustainability and affordability. In the realm of the core market of Primark, competition is mainly emerging from Zara, H&M, Matalan, Burberry, Gucci and Prada and so on. Further, as stated by Rogers (2021), post-pandemic fashion marketing has taken a new turn from offline to online. Affordability, sustainability and quality emerged as salient consumer priorities during and after the pandemic. Therefore, there is a dire need for modification in the subsisting marketing strategy of Primark. It can assist the company not only to enhance customer experience but also to fulfil the evolving and rising expectations of the stakeholders. 
[bookmark: _Toc134240252]Defining communication
Communication is explained as an act of transferring ideas from the origin to more receivers with the intention of altering the conduct (Zerfass et al., 2018). On the other hand, as mentioned by Wang and Li (2017), communication suggests the activity between two sides or people in order to facilitate the exchange of ideas, feelings and information. Therefore, taking inference from the two definitions, it can be averred that communication is the procedure of exchanging ideas, information, and knowledge and to develop mutual comprehension and changing behaviour. Communication is comprised of a number of elements, including sender, channel, message, feedback, receiver and contexts and effects. Marketing communication assists a company to build a viable relationship with consumers. 
[bookmark: _Toc134240253]Explanation of a communication model 
The Shannon-Waver Model is based on a mathematical theory of communication that contends that human communication can be distinguished into six salient concepts. They are mentioned below: 
Sender: 
Based on the Shannon-Waver Model, a sender suggests the person who creates the message, selects the channel and articulates the message (Weaver, 2017).  
Encoder: 
Encoder suggests the sender embraces machines that play a crucial role in the conversion of the message into binary data.  
Channel: 
Based on the Shannon-Waver Model, the channel suggests the medium incorporated to transmit a message. 
Decoder:
Decoder suggests the machine incorporated for the conversion of signals to messages (Weaver, 2017). 
Receiver: 
A receiver suggests the person who receives the message or plays a crucial role in emplacing the message where the message needs to reach. As stated by Weaver (2017), the receiver imparts feedback based on the message. 
Noise: 
Based on the Shannon-Waver Model, noise suggests disturbances coming from physical sources like people and the environment that do not allow the message to be received by the receiver. 
Therefore, the incorporation of the Shannon Waver Model can assist modern-day marketers in terms of perceiving various stumbling blocks and address them accordingly. Some of the stumbling blocks include technical problems, effectiveness problem and semantic problems. While examining the Shannon-Waver Model, as stated by Wang and Li (2017), the notion of 'noise' can go a long way for communicators in terms of eradicating various obstacles. However, as argued by Weaver (2017), the model can be effectively applied in the domain of interpersonal communication rather than mass communication. Despite the criticism, it can be averred that Primark can embrace the model in its effort to embrace innovative marketing strategy to enhance customer experience. It can facilitate the marketing managers of the company to take some fruitful initiatives to eradicate communication barriers. 
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Figure 1: Shannon and Weaver framework of communication 
(Source: Weaver, 2017)
[bookmark: _Toc134240254]Defining integrated marketing communications 
Integrated marketing communications have now emerged as a crucial model of communication in the realm of marketing. As expounded by Chitty et al. (2017), integrated marketing communications confluence and elucidate the strategic role of various communication disciplines for getting consistency, clarity and implications. Further, integrated marketing communications is also regarded as a strategic business procedure that is utilised for planning, developing and implementing the assessable and combined marketing communication programme pertinent to internal and external audiences in the course of time. As stated by Krizanova et al. (2019), IMC has positive effectuation on the creativity and consistency of a marketing communication strategy. 
[bookmark: _Toc134240255]New promotional strategy for Primark to enhance awareness of the brand 
In modern marketing, the promotion has received a unique place since it assists consumers to accrue information concerning a specific brand and judge it depending on stored knowledge. Therefore, the incorporation of an innovative promotional strategy is of paramount importance for Primark in pursuit of enhancing brand awareness. To increase brand awareness, Primark can incorporate the following strategies: 
Application of integrated marketing communication in the context of Primark
Since the marketing environment has witnessed a lot of changes in the UK, it is essential for Primark to utilise digital marketing strategy at an extensive scale.  Some of the most fruitful innovative IMC approaches have been mentioned below: 
Engaging influencers: 
Influencer marketing is regarded as a pattern of social media marketing that encompasses service/product advertisements and affirmation by individuals, organisations and influencers that possess a perceived extent of social implication of awareness in their domain (Bakker, 2018). As reported by Bakker (2018), for a long time, Primark has successfully incorporated a word-of-mouth strategy. Therefore, it would be easy for the company to opt for influence-led promotion since it has a closer resemblance with world-of-mouth marketing. As a part of influencer marketing, Primark can invite the social media influencer to take part in its niche for enhancing brand awareness and accelerate sales. Further, it would also be a prudent strategy for Primark to sponsor influencers at a specific event and utilise them as spokespersons for their product and brand. Some of the salient benefits of engaging influencer in marketing has been demonstrated in the image mentioned below:
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Figure 2: Advantage of engaging influencers in promotions 
(Source: Bakker, 2018)
Extensive use of content marketing:
Content marketing is regarded as a marketing strategy that is incorporated for attracting, involving and retaining audience by developing and distributing relevant videos, podcasts, images and associated media (Percy, 2023). As stated by Bentley et al. (2021), the role of content marketing is well established in terms of generating brand awareness and imparts a company higher visibility, thereby facilitating exponential brand recall. As reported by Marketingweek (2021), in recent times, Primark has felt the requirement of establishing a digital capability within its business. Therefore, the development of innovative content is compliant with the future strategic aspirations of the company. In order to implement an effective content marketing strategy, it is crucial for Primark to set the target audience first. Thereafter, the company needs to ascertain the proper format of content based on the research insights gained by the marketers. Thereafter, distribution modes need to be selected. Finally, it is essential for Primark to set the schedule and frequency of the message in order to ascertain optimal reach. 

Figure 3: Key steps of developing an effective content marketing strategy
(Source: Self-developed)
Incorporation of location-based marketing:  
Location-based marketing facilitates organisations to target customers at the personal level by airing both offline and online messaging depending on their physical location (Chitty et al., 2017). Effective utilisation of location data can capacitate marketing teams to reach the customers depending on various qualifiers like events taking place in a specific region and store proximity and so on. Location-based marketing is well-tested throughout consumer lifecycles, starting from discovery to customer engagement (Chitty et al., 2017). As a part of a location-based marketing strategy, Primark can utilise geo-targeting, geo-fencing, mobile targeting and beaconing. As a part of the geofencing strategy, Primark can set a specific boundary within a particular region. When the target audience takes entry into that boundary, they can become an inseparable aspect of the company's marketing strategy. As stated by Manser Payne, Peltier and Barger (2017), one of the salient advantages of geofencing is that it can motivate users to engage with various products offered by a company and divert consumers from engaging with rival brands. Further by utilising beaconing, Primark can send personalised push notifications to consumers. However, one of the salient barriers to beaconing is that it cannot work if a consumer keeps his/her Bluetooth in disabled mode (Manser Payne, Peltier and Barger, 2017)). Besides, mobile targeting can facilitate the clothing company to target consumers on their devices for a highly personalised association. 
Social Media marketing: 
As stated by Assimakopoulos et al. (2017), with the rapid shifting of consumers from offline to online follow by the pandemic, social media has emerged as a viable alternative for brands in terms of reaching a large number of consumers. As stated by Assimakopoulos et al. (2017), there are approximately 4 billion social media subscribers across the world. For brands, it can proffer countless opportunities to evolve brand awareness. Apart from using usual social media sites like Facebook, Twitter and YouTube, Primark needs to impart much emphasis on Instagram to feature innovative contents to grab consumer attention. Further, the company can post videos and image assisting consumers to select the best product in accordance with their needs. 
Implementation of IMC:
In order to implement IMC approaches effectively, Primark needs to utilise cutting-edge automation software that needs to be aligned with the CRM framework (Chitty et al., 2017). It will assist the company to track improvement in the sales procedure. Further, the company can also utilise data analytics to make IMC strategies more result-oriented and comprehensive. The clothing company can accomplish this by tracking engagement campaigns, feedback and social interactions. Further, it is also essential for the company to introduce new tools consistently so that it can fulfil the expectations of the target audience effectively. 
[bookmark: _Toc134240256]Definition of Branding and brand equity 
In the context of marketing, branding relates to the procedure of establishing a distinguished identity for the company in the target customer and audience's mind. On the most basic side, branding is comprised of several elements of a company, including logo, mission, tone, visual design and vice and so on (Jain, 2017). On the other hand, as argued by Parris and Guzman (2023), the brand identity of a company depends heavily on customer service, price and products. Besides, brand equity suggests the extent of influence that a brand name has on consumers' minds and the overall value of possessing a brand that is regarded as identifiable and well-conceived of. 
[bookmark: _Toc134240257]Explaining Aaker’s Brand Equity Model to Primark 
Aaker’s Brand Equity Model is concerned with multiple elements that a company can utilise for setting its brand identity that can later be translated into the brand equity of a company (Tsordia, Papadimitriou and Parganas, 2018). The salient components featured by Aaker's model have been explicated below in the context of Primark in order to enhance the consumer experience. 
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Figure 4: Key elements associated with Aaker’s Model
(Source: Tsordia, Papadimitriou and Parganas, 2018)
Brand loyalty:
In the realm of Aaker's Model, brand loyalty is indicative of the support extended by the customer over a brand (Naidoo and Abratt, 2018). As stated by Su and Chang (2017), in the fast fashion industry, brand loyalty has witnessed a setback since consumers can easily change their preferred clothing brand. To achieve brand awareness, the necessity of Primark is to invest a lion's share to develop an omnichannel marketing tactic, development of an effective sales funnel and a consumer service team. 
Brand awareness: 
In Aaker's Model, 'brand awareness' is indicative of the public acquaintance with a brand. As reported by Statista (2022), as far as the context of fashion store consumers is concerned, Primark's brand awareness score is 94% in the United Kingdom. Thanks to its successful utilisation of word of mouth and low-cost strategy, Primark has now become a well-known brand in every household in the UK. However, as suggested earlier, using various social media channels and running display ads can be effective for the company to increase its brand awareness further. 
Perceived quality: 
Perceived Quality is indicative of the comprehension of the public regarding the quality of a service and/or product offered by a company (Naidoo and Abratt, 2018). Having higher perceived quality can prompt the consumer to view the product of a company as reliable. Facilitating two-way communications on social media and implementing necessary changes to the product as per consumer necessity can assist Primark to make improvements in this quadrant. 
Brand associations: 
In Aaker’s Model, brand associations measure the connections that a customer has with a brand (Naidoo and Abratt, 2018).). In recent times, Primark has made an array of changes, including unisex fitting areas (Expres, 2022). As a result, it has faced severe criticism from the consumer community. In order to improve brand association, it is a dire necessity for Primark to listen to the wants of the consumers. Enhancing in-store visuals can also assist Primark to excel in this regard. 
Proprietary assets:
Propriety assets are regarded as the final element of the brand equity model of Aaker and it is concerned with the intangible assets held by a brand. It usually indicates intellectual property, trademarks and copyrights and so on. Development of propriety assets is crucial for Primark since it can assist the company to stand apart from rivals. 
However, Aaker’s brand equity model has certain limitations since it fails to revolve around the model of brand equity completely (Naidoo and Abratt, 2018).). Further, some of the quadrants utilised in the model are correlated. Therefore, it lacks comprehensiveness. 
[bookmark: _Toc134240258]Customer journey and customer touchpoints of Primark 
The way Primark can improve customer journey: 
The customer journey is explained as the path pursued by the consumer through touchpoints before making any decision pertaining to a purchase (Wilson-Nash, Goode and Currie, 2020). The proposed consumer journey map of Primark has been mentioned below:


Retention
Advocacy
Awareness
Consideration 
Choice
Purchase

· Customer reviews and referrals
· Social media interactions 
· Newsletters  
· Conducting survey 
· Sharing the posts of the customers 
· Inspiring consumers to post their reviews  
· Live in-store interactions
· Sales teams 
· Consumer service team 
· High-street stores 
· Marketing mix 
· Adaptation 
· Social media handles 
· Website of Primark
· Google ads
· Referrals
· Content marketing via social media 








Figure 5: Consumer journey map and touchpoints of Primark
(Source: Self-developed)
Awareness: 
At this stage, the greater emphasis of Primark needs to be on content marketing. The company needs to create images and video content containing attractive visuals of products. The company can also run online advertisements to enhance consumer awareness about new products.  
Consideration:
As stated by Herhause et al. (2019), at this phase consumers remain at the middle point of the sales funnel and tend to elucidate options seriously.  At this stage, Primark can take assistance from social media and websites to demonstrate features and value offered by its products so that consumers never divert to rivals. 
Choice:
At this phase, the company needs to come out with a compelling marketing mix so that consumers make the final purchase (Rosenbaum, Otalora and Ramírez, 2017). For instance, as a part of its vision of affordable pricing, Primark can embrace competitive pricing. Further, product adaptation can also offer an advantage to Primark since it can make consumers feel valued. 
Purchase: 
At this phase, live in-store interaction is crucial since the company is heavily dependent on offline retailing. The company can embrace cutting-edge technology like AR and VR in order to enhance the consumer experience. Offering smart mirrors collect and pay later and discounts can be given to offer a superior purchase experience to the consumers. 
Retention:
To keep an existing customer happy, Primark needs to prepare a detailed retention strategy. Regular follow-ups, offering discounts for repeat purchases and social media interactions can assist the company in retail consumers 
Advocacy: 
When a consumer becomes highly contented with services and products offered by a brand, they become advocators of a brand. Rather than depending solely on touchpoints, Primark can go to a further extent to provide referral codes to brand advocates. The company can also reward them suitably with attractive discounts and early access to exclusive products. 
[bookmark: _Toc134240259]Application of total engagement model to Primark 
Contemporary businesses are exposed to a lot of challenges. As a result, a myriad of challenges are persisting in the realm of customer engagement. The Total Engagement Model conjoins bits and pieces of ideas together for facilitating better customer engagement. The incorporation of total engagement can assist Primark in integrating various disjointed activities into a coherent system (Roberts and Alpert, 2010). Such elements can encompass internal culture, products, advertising and service and so on.
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Figure 6: Total Engagement Model 
(Source: Roberts and Alpert, 2010)
In order to implement a total engagement model, Primark needs to opt for the following steps:
Customer economics 
At this phase it is important for Primark to determine engaged and non-engaged consumers to ascertain lifetime value. 
Governance 
At this phase, the company can establish a customer program committee where various consumer functional areas are featured. 
Design 
This phase is associated with designing multiple strategic components together, including internal culture, customer value proposition and the experience of the consumers. 
Engage: 
Staffs of the company need to be empowered enough to create engaged consumers by making fruitful decisions (Roberts and Alpert, 2010). 
Measurement system:
As stated by Abo ElHamd et al. (2022), this stage is concerned with measuring the engagement level of the consumers in terms of recommendation, loyalty and consideration. 
Embed: 
This phase is concerned with inviting and motivating the employees in terms of developing initiatives to enhance customer experience. 
Performance management: 
This is the final phase associated with the total engagement framework and it is linked with living with organisational values and measuring the level of consumer engagement. s
[bookmark: _Toc134240260]Conclusion and recommendation
In conclusion, it can be averred that the present marketing strategy of Primark is not adequate to retain existing customers and attract new ones since it is dependent on word-of-mouth to a great extent. The findings of the report have also stressed the points that the clothing company is exposed to umpteen numbers of challenges, including changing consumer behaviour, changing consumer priority, changing shopping channels and transformations in the technological landscape. Therefore, it is the need of the hour for the company to embrace an integrated marketing communication model to enhance the consumer experience. Some of the helpful IMC channels for the company will be engaging influencers, utilisation of content marketing, incorporation of location-based marketing and social media marketing. Based on the application of Aaker's Brand Equity Model, it can be averred that Primark needs to invest to evolve omnichannel marketing tactics to improve customer experience. For brand awareness, running display ads and social media marketing can be effective for the company. Based on the customer journey maps, it can be concluded that rather than focusing merely on touchpoints, it is important for the company to opt for a total engagement model so that a comprehensive marketing strategy can be developed by conjoining all ideas together. 
In order to further improve in enhancing the end-to-end journey of the consumers, the recommendations are as follows: 
· It is recommended that Primark should develop an effective data strategy to gain a comprehensive insights about the wants, needs and expectations of the consumers 
· Incorporation of automation in the realm of marketing can also be effective for the company to understand various bottlenecks associated with marketing 
· By emphasising online and e-commerce strategy the company can offer a superior consumer experience since online shopping gets skyrocketed during and after the pandemic 
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