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Marketing management is always a necessary organizational function for business leaders to develop marketing strategies and brand awareness among consumers. It is responsible for a successful business organization to introduce its products and services to a broader customer base so that more customers become attracted by newly launched products and services. Marketing communication enables businesses to make strategic value creations with customers by giving authentic information about their products. Interpersonal communication, web-based communication, and others are also included in the marketing practice of an organization.
This report is going to evaluate the marketing strategies of the UK-based fashion brand Boohoo focusing on its touchpoints with customers, customer journey map, and others. Boohoo has established its presence in the UK and global market with higher market value. It has been observed that Boohoo has incorporated $2.65 B in revenue in 2022 (Boohoo.com, 2022). Additionally, there is also a 14% increase in the entire Boohoo group sold in 2022 (Retail-insight-network.net, 2022).      
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Integrated marketing communication can be defined as the way to integrate elements of marketing communication such as social media, public relations, market analytics, advertising, and other essential factors. As opined by Muhammedrisaevna et al., (2020), IMC allows organizations to deliver a seamless customer experience with the products and services that they offer. On the other hand, IMC also enhances organizations to maintain an effective relationship with their stakeholders through multi-track communication and advertising channels. In Boohoo’s marketing strategy, it has been observed that Boohoo has developed a well-acceptable market in the online business space. Thus, integrated marketing communication of Boohoo through different media such as social media, public relations, enterprise blogging, and different others have paved the way to connect with more consumers.   
In the recent scenario of the Covid-19 pandemic, Boohoo faced business issues as demands from customers decreased. Therefore, in order to connect with more potential customers in business, Boohoo has focused on enhancing its marketing expenditure. In February 2022, Boohoo increased a record high expense in its marketing practice and £22m has been spent for this purpose (Carroll, 2022). Additionally, during that time, the adjusted EBITDA profit amount has been shown as £125m and a drop of 28% from than previous year. It is also observed that Boohoo has identified 500 million valuable customers in its business and to make them connected with the business it is highly required to take different marketing channels to promote and advertise the company’s products.
Promotional strategies
Boohoo has used different media for its advertising and communication strategies with customers. As stated by Laurie and Mortimer (2019), newspapers, magazines, television, radio, outdoors, and others are different channels of communication that are used by business personnel to convey product information to consumers. Boohoo uses a sales promotion strategy through social media, email marketing, online campaigns, and different others to make people aware of its new style and launches. On the other hand, it has been observed that the use of vouchers, coupons, and attractive price offers are more flexible approaches by Boohoo to connect the customer chain through IMC. For example, on new year's eve of 2023, Boohoo has given a promo code offer of a 25% discount on its products (Boohoo.com, 2022). It can be said that ethical business practices related to IMC should convey equal information through all business channels. 
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Figure 1: Push and Pull Strategy in Marketing
(Source: Sandybayev, 2018)
It can be said that IMC is effective for the company to make decisions of Push and Pull strategies of marketing. Whenever there is higher market demand marketers develop a push strategy to connect with potential customers. Higher demand indicates an effective chance to make a business profit through marketing, promotion, and others. Thus, it can be said that in the time of higher demand in the market promoting products through different media channels using the IMC approach is always welcoming for business operations. For example, during Covid-19, Boohoo has identified the demand for online marketing, and Boohoo has accelerated its online shopping more times than it has before. As a result, a push strategy through online business has been implemented and the company has experienced a 14% rise in sales (Bbc.com, 2022). On the other hand, Boohoo takes strategies of direct marketing with consumers without involving wholesalers, retailers, and other mediators if there is lower demand in the market.  
It has been observed that the use of social media is another platform of IMC in recent days. As per an online survey, it has been observed that 90% of marketing personnel use social media to promote their communication with customers. On the other hand, out of this 90% of marketing personnel 79% of marketers prefer Instagram for their marketing and advertising through social media (Statista.com, 2022). It has been also observed that Boohoo has engaged in doubling its profit in the pre-pandemic market scenario after making a business promotion on Instagram. 
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Branding
Branding is a process involved to create a positive and strong perception of a company and its different products of it in customers’ minds. As stated by Iglesias et al., (2020), branding includes the design of logos, mission statements, themes, and others that should be focused on during all stages of product promotion. It has been observed that 74% of consumers prefer to buy products from companies that involve ethical branding strategies from developing products to selling them in the market (Forbes.com, 2022). 
In its branding strategy, Boohoo has developed its vision to become a leader in the eCommerce fashion market in the international marketplace (Boohoo.com, 2022). Additionally, branding also ensures the promotion of a strong relationship between Boohoo with all its people, suppliers, stakeholders, and others. Additionally, Boohoo has also been involved in launching more than hundreds of new products daily to ensure more customer satisfaction in its business. The logo design of Boohoo also represented black and white colors to grab people’s attention. Additionally, making an attractive logo can also ensure more customer engagement with effective value creation. 
Brand Equity
One of the marketing terms brand equities explains the value of the brand among customers. The brand equity of a company denotes the way that the brand has acquired customers' attention, retention, and experience from the purchase. As stated by Ebrahim (2020), brand equity includes four dimensions and those are brand image, brand awareness, and brand quality. Thus, brand equity development is one of the marketing challenges for organizations to make consumers connected with their brands irrespective of competitors’ influence in the market.
It has been observed that most UK consumers prefer Boohoo as their preferred brand for shopping. As per a statistical survey, in the UK, brand awareness of the fashion brand Boohoo is 86%. Additionally, it is also noticed that the brand share of Boohoo in the UK is 23% for online consumers. Statistics also indicate customer retention in Boohoo and their willingness to purchase Boohoo’s products again. It has been observed that 18% of online customers have expressed their view that they are willing to purchase Boohoo’s products again (Statista.com, 2022). Out of the different fashion brands present in the market, the brand position of Boohoo is 11 in the UK's fashion market. Therefore, customer engagement with Boohoo’s products has significant acceptance.     
Keller’s Brand Equity model 
An example of customer-based brand equity is Keller’s brand equity model which involves the creation of the right brand image through valuable brand experience. It is important that experiences that a brand should engage with its consumers must include emotions, convictions, and thoughts. Identity, meaning, response, and relationship are four factors of this model. 
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Figure 2: Keller’s Brand Equity model
(Source: Researchgate.net, 2022)
Identity: Boohoo has developed a well-known brand identity with different types of products such as jeans, T-shirts, tops, and many others for different age groups. On the other hand, the sustainable business approach of the company has also paved the way to make it aware among the broader market of the business process. 
Meaning: Boohoo discloses all product specifications, reliability, quality material, and others in the product tag. Additionally, the company also includes different styles and designs with quality prices for customers to make them aware of the brand.  
Response: Response to consumers’ queries is always essential for brands to sustain their customer base (Purani and Jeesha, 2022). Thus, different channels, online platforms, feedback collection, and others are implemented by Boohoo to make a brand response. 
Relationship: Relationships with consumers are maintained in Boohoo through social media, building an emotional connection, and others.
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Boohoo has included different touchpoints in its business to grow customer engagement. Touchpoints can be referred to as the interaction points that can be engaged between organizations and consumers during the purchase (Koneri et al., 2021). Additionally, customer touchpoints are recorded in the customer journey map to determine different touchpoints that can create value for the customers. In Boohoo’s business, different touchpoints are social media, online advertisements, company events, product catalogs, eCommerce, feedback collection, and different others. 
Boohoo has used Facebook as one of its touch points to make videos of its latest products. It has been observed that there will be 53.46 million Facebook users in the UK in September 2022 (Statista.com, 2022). Thus, it can be said that the use of Facebook can encourage customer journeys in a better way by sharing real-time details with a broader customer base. Additionally, consumers can ask any of their queries related to product details, price, durability, and other information in Facebook comment sections. It is also observed that the use of Facebook can also create more customer engagement as reviews and comments from previous customers are effective to connect with more valuable consumers in the business. 
Another touchpoint in business is email communication with consumers who are engaged in Boohoo previously. Boohoo keeps track of previously engaged customers through their email ids. On the other hand, it has been also observed that whenever there is a new launch Boohoo offers special offers to customers so that they can buy the product at attractive prices (Boohoo.com, 2023). It has been also observed that website marketing and eCommerce are other options for Boohoo in its business. Boohoo has a feedback and rating section in its eCommerce purchase for consumers. Whenever consumers find any issue with the product, they can raise their concern in the customer care center or comment in the review section. Thus, it can make Boohoo more effective to connect with potential consumers at any time of its business. 
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The “customer journey map '' refers to a visual representation of a company, reviewed by the users through different touchpoints of the organization like via social media, live chat, email, and others. Recently, the customers’ rating options are generally available for any online retailing business. Such reviews are expressed through a computational tool, known as “Consumers Journey Map”. The B2B leaders of any business can gain the overview on pain points of consumers through this map analysis, later that can help them for better personalize and optimize users’ experiences. Based on the report, about 80% users are considering their experiences on online purchasing. 69% of consumers are interested to connect with firms in real-time. In the United Kingdom, 60% users expect for consumers experience (CX) for connection (Bailey, 2019). Hence undoubtedly experience and expectations of customers can make major transformation of any business.
	Stage of journey
	Awareness
	Search
	Reputation
	Customer’s experience 
	Conversion

	Activity
	Wants to buy fashion cloths
	Searching all about product
	Checking ongoing business deals and brand condition 
	Post purchase experience collecting 
	Digitalization process use

	Feelings
	Happy
	 
	Happy
	 
	 

	
	
	Satisfied
	 
	 
	Satisfied

	
	
	 
	 
	Unhappy
	 

	Experience
	Better quality 
	Medium developed
	Quality reputed
	Not received better service
	Unhappy with lower change


Table 1: Customer Journey Map of Boohoo Group of company
(Source: Created by the Author)
The Boohoo Group Plc. is a UK based online fashion store, hence there are several key touchpoints through which the company connects with its users and is aware of the consumer's demand for this store. To reflect on all purchasing behavior of customers, a CJM is created. There are five key aspects of a user journey map that may include Reputation, Awareness, Search, Experience and Conversion.
Awareness:  This is the major aspect of CJM, which designates the recognition of customer’s needs, based on which the users make assure about the brand’s loyalty. In that case, an organization must execute its brand’s visibility to maximum consumers and thus demonstrate organizational value based on the client’s needs. To awarding about Boohoo’s customers' needs and implement the loyalty of this company, the company has conducted about 13 apps to connect with its clients. Based on the report, the maximum number of buyers is from Instagram. According to their client's perception, casually most browse on Instagram and get this brand. 
Reputation:  The branding reputation is essentially searched by the customers before go for purchasing the products. In 2022, this has seen that about 25% of online fashion store consumers in the UK know about Boohoo through social media and via different advertisements (Anang, and Wang, 2022). A significant portion of Boohoo’s customers has shown their interest in this brand through advertisements. Some customers are disappointed with the free size of costumes. From the customer satisfaction report, this has been seen that most of the consumers demand a match with its offered products style or color. Some clients are blamed for the unmatched size and product description mentioned on the website. Sometimes the color and cloth materials are not similar, and many consumers are frustrated from this perspective. 
Search: The product search policy of Boohoo by using specific dress codes makes it easier for searching the products. Effective numbers of customers search for this brand influenced by some social media influencers as well as some celebrities. In Google, Boohoo is a commonly recommended brand, which is an effective way of searching and entering its brand’s visit. 
Experience: The company mainly targeted 16 to 30 years people for the manufacturing of their products. As recently the fashion style is continuously changed, it faces several challenging situations based on trending designs and the demand of consumers. This company has provided a refund and return policy on its products. Up to 28 days return policy is available for its products, which is quite attractive for the positive experience of its customers. It announced media collaboration strategies with its customers. Based on their needs it implements the creative business model to meet the highest demand point for beneficial experiences. 
Conversion:  Under “Communication and Marketing Authority” this meets the sustainable demand of consumers. Conversion refers to the ready of prospects that can solve the customer's demand. The digitalized business policy has highly influenced the growth of the company. Though there have some technological and strategic issues, which have to improve based on customers’ reviews. 
Customers’ Touchpoints of Boohoo: The boohoo.com is its official marketing website through which the company completely operated via online marketing mode. Different social media platforms are the key contacting media for their interaction and collaboration with consumers. Advertisements or ambassador posts are mentioned in such contacting media (von Berlepsch et al., 2022). This has been seen that different offers or discount information or launching of different new products are provided on these platforms by post continuously. That is how the company continued for connecting with its users. Instagram and Boohoo Man are the majorly used platforms.   
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The marketing strategy of a company is important to enhancing its brand reputation and increasing the engagement of customers. In customers, engagement TEM is an effective tool that helps to enhance its quality of it. The “total engagement model” (TEM) refers to a business model tool for aligning all the tasks or activities of a company for further growth. Such an efficient and effective system focused on the internal culture, products, services, and advertisement policies, which significantly influence the engagement of customers for the brand. 
Communication strategy of Boohoo: The communication strategy of any company is essential for boosting the positive experience of customers along with enhancing the branding image. The Boohoo Group has also implemented such a communication strategy (Wood, 2022). They use different social media platforms to continuously connected with their users, and by conducting different offers regarding posts, effectively draw customer-centric attention to their products. 
To stay in front of its customers’ minds, they update constantly. “Influencing Marketing” is a key tactic Boohoo employs to promote itself. Depending on how many followers they possess, several influencers are utilized to increase sales while others are concerned about branding awareness. 
Customer-feedback strategy: The consumer's demands are the key requirements for the manufacturing of products of a company. Sometimes less product availability or lower material products can affect the growth of any business. In this perspective, Boohoo Group is essential for delivering clothes, especially for young age groups, and conducting business through online mode. The rating option is usually available for any online purchasing store. Boohoo has the facility to collect the consumer's perspective on their provided goods through commenting or product feedback. 
In some cases, consumers of Boohoo are suffered from issues regarding the size of the dresses, and some of them are argued as the color of the dress is not match the given catalogue. However, based on these reviews, the company has implemented the “Customer Centric Business Strategy”. From its goods in a multi-brand marketplace to its branding, Boohoo is motivated by the needs of the customers. Consumers strategy for this company follows its “Test and Repeats” marketing approaches which involve testing goods on its website and ordering more of them if sales show they are successful (Reid et al., 2021). The business has created a devoted consumer following that seeks to make a repeat purchase by utilizing customer information. When it incorporates the new additions as Coast into its network, it reproduces its stunning success. 
Brand awareness strategy: Brand awareness means how familiar customers are with a specific service or brand. The main aim is to distinguish between an updated and a new product based on customer reviews on it. Social media is recently an effective strategy for branding awareness. 
Boohoo’s awareness marketing planning heavily relies on an “Influencer Marketing Strategy” Through Snapchat and Instagram it collaborated with influencers and bloggers globally. Boohoo has fully made the most social media platforms possible (Ozuem, and Willis 2022). All of these business strategies are implemented by the company just for enhancing the customer number and increase the gross revenue. To mitigate the strategic issues, it has conducted consumer-centric approaches and increased the globalization of the business.
[bookmark: _Toc124183298][bookmark: _Toc124187914][bookmark: _Toc124189728]Recommendation 
Boohoo needs to connect with all its customers whenever they required it and need to solve their queries at any time. Thus, it is recommended that Boohoo can implement a new touch point of virtual assistant in its eCommerce business so that any type of assistant can be given virtually to customers. On the other hand, if there are not enough time for consumers to talk with representatives then virtual assistants can guide consumers in a better way (Rawassizadeh et al., 2019). It is also required to connect with consumers to make their journey more suitable through aftersale touchpoints. For this, it is recommended that Boohoo can create an effective channel of consumer satisfaction by giving them thank-you letters after their purchase. This will increase emotional engagement with the consumers and make them engaged with the business. This way Boohoo can grow its customer journey experience through the introduction of new touchpoints in business.  
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In conclusion, it can be said that Boohoo has engaged huge market acceptance from consumers in the UK and developed a well-known brand strategy for business expansion. Brand awareness, customer engagement, and other factors are highly important for Boohoo to uplift its brand equity. It can be concluded that different touchpoints in business are effective for Boohoo to conduct its business operations and connect with potential consumers. Additionally, it has been noticed that Boohoo has also engaged happy and satisfied consumers in its business. A consumer journey map is another necessary factor to grow brand awareness and more the number of consumers in the business. Different recommendations showcased in this paper are important for Boohoo to conduct further consumer engagement through branding. 
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Customer journey map
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(Source: Created by the Author)
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