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Introduction
This marketing theory and business analysis-based report introduces you to the marketing strategies, communications and customers engagements models for raising awareness of the brand as well as managing and evaluating the customer journey across a variety of communication channels. 
The report will first provide some brief information about Bucherer
 –my chosen company. Also, Bucherer’s already-using marketing strategies and some new promotion marketing strategies will be presented.
Secondly, the report considers lots of definitions discussed in the literature.  In other words, the definition of communication, brand, brand equity etc will be provided. 
Additionally, I will analyse how companies build brands and explain Keller’s Brand Equity model, including the advantages and disadvantages of the brand equity model. 
Finally, designing a customer journey map and forming some new ideas on how Bucherer could create more value for customers, engage them and so succeed in long-term business perspective.  
Simply put, only marketing strategies and some related models linked to brands, products, services, promotions and consumers, as such are not a success. Success is the ability to put theories into practice, adapt their focus to the company’s needs and goals, and see the possible advantages and disadvantages. 

A short story about Bucherer
Carl-Friedrich Bucherer was a Swiss businessman who with his wife Luise 1888 opened the first jewellery and watch store in Lucerne. Many years later Bucherer’s sons joined the family business. In 1924 Ernst Bucherer entered into a partnership with Rolex Hans Wilsdorf, the founder of Rolex which is the most important Bucherer partner until now. 
[image: ]
Source: (Bucherer group, 2021)

Bucherer, the Swiss jewellery and watch seller, operates 6 boutiques in London and has stores in Germany, Copenhagen, Vienna, and Paris. 
The founder of Bucherer created nothing less than 'the theatre of watches retail’ in the European and USA markets.
Additionally, for more than 20 years the Bucherer family have been manufacturing Carl F. Bucherer watches in Lucerne, Switzerland.
Bucherer has a very clear mission “to satisfy customers and employees”. 
To deliver it, the company focuses on five values in everyday life:
Inspiration – to stir emotion, to surprise and delight customers.
Excellence – “the pursuit of excellence lies at the heart of everything we do”. 
Speed – companies are driven by a sense of urgency to increase customer satisfaction and deliver better services and products. 
Accountability – provide feedback at all levels, enabling improved company ways of working. 
Inclusion – open communication is the basis of all of Bucherer’s relationships. (Bucherer group, 2021)

Communication
Definition of communication
According to the Cambridge Academic Content Dictionary, communication is when information or messages were sent from one to another person or place. Also, it could be an exchange of information or feelings. 
For example, Sir Winston Churchill, the Prime minister of Great Britain from 1940 to 1945, was instinctively brilliant in communications. He delivered some of the most inspirational speeches in history, especially in the Second World War. Churchill’s messages were clear, he used simple language, and humour and was sincere. For instance: 'To improve is to change; to be perfect is to change often'. (W. Churchill.) It makes his speeches special, and communication understood well. All of the above-mentioned things are important in marketing communication too. 

[image: ]
Source: (Arthur, 2015)
Claude Shannon’s communication model
To produce successful communication, it is important to understand how communication works. 

Shannon communication model
[image: ]
Source: (Kotler and Armstrong, 2021, p.426)

Claude Shannon’s model of communication was described in ‘The Mathematical Theory of Communication and published in the Bell System Technical Journal. (Genosko, 2013, p 31). Later this mathematical theory of communication became a general theory of communications. 
Shannon’s communication model analyses how messages are sent and received. Effectively communicating takes the nine elements. 
To understand it step by step: 
Communication starts with the sender. It could be a person, company or information source by choosing the message and a channel.
The Encoder. It could be a person, who shapes an idea into words (sounds, illustrations etc) to communicate it to someone. 
The Media (channel) – the communication channel used to send messages or information to the receiver. 
Noise – the unplanned external noise during the communication process.
Decoder – it could be a device that decodes a message into a format that can be understood by the receiver. 
The receiver – the point where the person gets the message, sent by another person or company.
Response – receiver’s reaction to the message. 
Feedback. The receivers respond to the sender to let them know, that messages or information are received. 

Integrated Marketing Communications 

[image: ]
Source: (Kotler and Armstrong, 2021, p.424)

To deliver clear, consistent and compelling messages about the organization and its products, the company carefully integrates many communication channels. Different media channels (TV, radio, digital and social media) play different roles in informing, engaging and persuading consumers. Very often companies have a marketing communication director, who is responsible for the company’s communication efforts. For example, Bucherer has the Marketing & Communication department. This department coordinates all forms of communications including the delivery of marketing communications by e-mail or standard mail.
New promotional strategies 
There are lots of marketing strategies (advertising, public relations, social media etc.) for how Bucherer promotes brands and products in the world of luxury watches. After careful consideration, I shortlisted and decided to suggest two strategies - offline and online to include new promotional strategies Bucherer could use to raise awareness of the brand. 
Offline: Luxury will always catch people’s attention. Without a doubt, Bucherer’s salespeople should wear the watches they sell themselves, especially for lesser-known brands, for example, Chopard or Carl F. Bucherer’ that has a unique character. (Merkle, 2019). It helps to connect and engage customers and better present the brand. Likewise, to gain customers’ trust: it’s proof to customers that sales executives themselves, for instance, approach with confidence and belief in the brand. In this case, there is an exchange of watches, where the retailer takes the watch right off the wrist and lets the customer try it on. When the client puts the watch on, there is a sense of ownership, which encourages more purchases.  
[image: ]
Bucherer’s salespeople could wear for example Chopard watch.
Source: Violeta Rachleviciene photo.
Online: Bucherer started trading online a couple of years ago. This trading channel is particularly attractive to buyers who live abroad. The company regularly encounters cases where a foreigner visiting London would like to buy a watch, but most of the watches from prestigious brands have boxes that are too big which causes problems for travellers, especially business travellers. And they want to buy a watch, but they ask the shop to send the watch or just the box. The company does not provide this service - it does not send exclusive designer watches. After considering the inconvenience, the buyers refuse to purchase. Even though the price is better in London compared with that in the US. For example, a US citizen did not buy a “Panerai” because of that reason. This situation suggests that they should improve their e-commerce and launch a service to send watches with a box, or just the box when the buyer requests it.  Especially, after the pandemic years, when online shopping started to play an important role. 
[image: ]
Most of the watches from prestigious brands have boxes that are too big which causes problems for travellers. 
Source: Violeta Rachleviciene photo.
Branding and brand equity 
Branding. As reported by the Cambridge dictionary, a brand is a type of product made by a particular company and sold under a particular name. A company’s most important task is building and managing a brand. “If people care, you’ve got a brand”. (Godin, 2018)
Strong brands shine everywhere -print, video, and audio. Branding can add value to a consumer’s purchase. The value could be emotional and financial. For example, all Rolex models have resale value. It is not a watch, but an investment asset too.  It is generally accepted that extra value will only grow. Rolex’s timeless piece lasts for a decade and goes to the next generation. Emotional value – to buy to celebrate achievement. 
[image: ]

Source: (Thompson, Peckham and British Museum, 2014)

Nowadays branding has become so strong that even fruits are branded. For example, your local farmers sell ‘gala’, granny smith’ etc which are well-known brands of apples.
Branding is important because it helps identify products or services which in turn means quality and benefits.
Brand equity. A strong brand has high Brand equity. The differential effect that knowing the brand name has on a customer’s response to the product or service can be the difference between them making a purchase or not.
Products are created in the factories (Referring to Bucherer’s service delivery), but brands are created more powerfully in the mind. 
Keller’s Brand Equity model or the CBBE model (Customer based brand equity) is based on customers and focuses on a very important goal – to build brand equity for a company by understanding its customers.  E. B. Osborn, Professor of Marketing at the Tuck School of Business at Dartmouth College and Kevin Lane Keller, who created this model, says “when you are able to prove that your brand can provide value, then you’ve built brand equity and the customer’s convictions will spread to others”. (College, 2018)
Keller’s model is shaped like a pyramid and has four stages.
[image: ]
Source: http://www.free-management-ebooks.com/news/kellers-brand-equity-model/
[bookmark: _GoBack]Identity or who you are. This is the company’s logo. It should be recognizable and bring positive emotions to the customer. The father of graphic design Paul Rand once said, “A logo doesn’t sell, it identifies”. (Rand, P.) For example, “Bucherer 1888” is about family, Swiss tradition, heritage and exclusivity, because of "125 Years' Swiss History of Time".
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Source: http://www.free-management-ebooks.com/news/kellers-brand-equity-model/
Meaning or what are you is the second stage after identity. A curious customer always wants to know more about the brand. Moreover, meaning includes two factors - brand performance, important for customer loyalty (it could be Bucherer watches reliability and customer service) and the second– brand image in the eyes of the customer. For instance, Bucherer became synonymous with exclusive and timeless.
[image: ]
Source: http://www.free-management-ebooks.com/news/kellers-brand-equity-model/

Response or what about you? It is based on people’s experiences – positive or negative experiences. Therefore, every brand seeks to exceed customers’ expectations. With this in mind, Bucherer sells watches in perfect working condition, precision and they are also seen as a good investment. It makes customers feel special and belong to an exclusive club. 
Relationships or between you and me. Finally, we have arrived at the very top of the pyramid. At this level, we will discuss brand and customer connection or how a customer identifies themselves with the brand. For instance, due to existing clients’ recommendations, many of their friends or colleagues are also buying Swiss-made watches in the Bucherer stores.  
[image: ]
Source: http://www.free-management-ebooks.com/news/kellers-brand-equity-model/
Advantages. When it comes to competition in the market, price, place, and negotiation with business partners, a strong brand means power. Without a doubt, Keller’s Brand Equity model helps to build this power through deep brand connections with customers. As mentioned above, the four stages help the business to identify how the clients feel and think about the brand. Having this detailed information marketers are able to manage many things and move forward at the very top of the pyramid. In other words, to the top one hundred valued brands. 
[image: ]
Disadvantages. Keller’s theory is created on an emotional response from the customer. However, customers are not always right, especially considering emotions. “The critic who says that no one else will like your work is wrong. After all, you like your work. Someone else might like it too. “(Godin, 2018, p 97) Keller’s Brand Equity model may sometimes not entirely reflect reality for objective reasons. With regard to this, some marketers have an opinion that this model better serves B2B, where businesses focused on fewer clients. 
The stages in a customer journey
There are a wide variety of customer-buying models which attempt to define the journey. Here we will take a look at the five-step model that helps organisations to understand how customers interact with their brand and what areas can be improved, to increase customer satisfaction. 
The first of the five steps in the customer journey is awareness. It means that a potential client has a need and starts to browse for answers on how to solve it. 
The second – consideration, is to analyse how the customer is comparing one product with another, having some questions and searching for information. 
Next, we move to decision. At this step, the customer could make the best decision and buy the product that he feels suits him best. 
Retention, the fourth step, means that the buyer uses the product or service, sometimes contacting a company or user community for guidance. 
In the fifth and final stage, advocacy, the customer already knows about the product or service from regular use and starts communicating and sharing positive information with other people – becomes a loyal customer and acts as a brand ambassador. 

Customer Touchpoints
A customer Touchpoint is when a potential buyer gets in touch with a brand or service. This takes place before, during, and after the purchase. To avoid failure, a company must be sure to create a process for its customers that is quick and easy while ensuring their satisfaction at every step of the customer journey. 
[image: ]
Source: Author/Copyright holder: Rosenfeld Media. Copyright terms and licence: CC BY 2.0

Creating a customer journey map
Ron is about 45 years old, he works in the financial sector in asset management, he is very interested in watchmaking and is a big watch enthusiast. He spends a lot of time browsing the internet and has a great deal of knowledge about watches. After his career had taken off, he decided to buy himself his first prestigious watch. 
Before purchase: He spends a lot of time on the internet comparing models, contemplating his wants and needs and his financial possibilities.
During a purchase. He comes into the Bucherer shop knowing very clearly what kind of watch he is going to buy. He talks to the sales executive about the model he has chosen, the ‘Rolex Explorer II’. During the visit, the sales executive offers him a seat and a drink to get to know him better. In the beginning, he listens to the customer’s uncertainties, wishes and options, discusses his lifestyle and agrees with his choice. But also shows the buyer some alternatives. However, after a thorough consultation, he decides to continue with his original choice. The problem was that this model was not available in the store at the time, the customer will have to be added to the waiting list and shall have to return to the store a second time.
After a Purchase. During the purchase procedure, the customer fills in a questionnaire in the CRM system and is added to the company's customer database. Where both private details and purchasing history are available. 
After some time, he receives a call or an email to ask how he likes the ‘Rolex Explorer II’, and to check that everything is in order, as the company also offers free adjustments to the bracelet. They ask politely what his future plans are, and invite him to come and see the new watches. Most of the time, customers who have bought the first one are already wondering what the next one will be like, so they are invited back for another conversation. 
[image: ]
Source: https://mdevelopers.com/blog/what-is-a-user-journey-map
A better understanding of customers and buyers provides the company with a clear customer journey map. It demonstrates customers’ experiences and how the product or services incorporates into their lives. The benefits of the customer journey map are that a visual picture helps the company identify areas of improvement in order to achieve better client satisfaction and to be more competitive in the future. The marketers suggest starting with customer feedback. However, not all customers follow the map. When it comes to disadvantages, following only the map, to understand customers could be quite challenging. A company or brand might need more information before they are able to make the right changes for customers and so create success for client service also. 
Below I have mapped out Bucherer customers’ experience with the ‘Rolex Explorer II’. 
[image: ]
Source: https://www.bucherer.com/uk/en/rolex/watches/explorer/
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The Total engagement model
For business, is very important to sell a service or product. But there is a greater importance to achieve engaged customers and thus secure long-term sales and business growth. An engaged customer is loyal to a company brand and always recommends these products or services to other people. The Total Engagement Model clearly explains the way in which to do it. A company needs to make all - product, service and advertising work together. It increases customer engagement. (Roberts, & Alpert, F. (2010).
Besides a business’s focus on social media and online to engage customers. Some marketing experts say that the total engagement model is the new marketing. 

The Total Engagement Model
[image: ]
Source: https://www.researchgate.net/figure/The-total-engagement-model
The total Engagement Model key elements are as follows:
-Customer value proposition (or what they think). What the organization can offer its customers.
Bucherer delivers a unique customer experience and has high standards for quality and precision in watches that the company curate and creates. According to the retailer, timepieces that are the achievement of advanced skills and a long-standing tradition have an inestimable value – unique and lasting. 
Branding (or what they say). What the company is and what it stands for.
Bucherer is speaking of traditions that are based on over 125 years of experience in outstanding watchmaking and technological leadership.
Internal culture elements (could be the vision and mission statements).
This reflects what goals, values and behaviours should be in place to ensure that employees can consistently provide a quality service to the customer.
Bucherer seeks customers’ trust through five values: inspiration, excellence, speed, accountability and inclusion. The greatest Bucherer success is the trust of our customers, which admire, that company is dedicated to tradition, innovation and uncompromising quality standards.
The customer experience (or what they do). 
Reflects the physical and emotional customer experience of what occurs during interactions with the company or brand.
When it comes to Bucherer’s clients’ experience, the Trustpilot rating shows 87% of customers gave 5 star reviews. For instance:
“Fantastic service and one happy lady! Thank you” (Date of experience: 23 December 2022)
“@Bucherer was nothing short of superb, in fact, I actually used the word exemplary. I would not hesitate to recommend them and I'll be using them again for sure.” (Date of experience: 17 November 2022)
“Alice was just a pleasure from start to finish. She was able to get me a watch in under two months. What a star. Also, all the staff are friendly and lovely to talk to! (Date of experience: 08 July 2022). (Trustpilot)
Overall, to achieve total customer engagement consistently, all departments must work together in a company, having the same goals, agendas and motivations.
“And then we do the best version of our best work to bring it to the person we seek to serve”. (Godin, 2018).
Conclusion (recommendations)
Time with marketing (essay) created a clear understanding of how important it is for companies to create strong brand value, increase customer engagement and build long-lasting relationships. Simply put, to achieve a greater difference by understanding perfectly customers’ needs and values. 
There is no doubt that companies trying to benefit from traditional marketing in the digital age are making brave steps to be seen in a very fast-changing business environment. For doing this, businesses trying marketing theories to create the best tactics to serve customers they care about. To create powerful marketing: “Marketing can cause people to buy something that they would not have bought without marketing”. (Godin, 2018) 
Do you think Bucherer is good at marketing? Certainly, because today we still speak, and analyse brands that are based on over 125 years of experience in an outstanding watchmaking and technological leadership company. Could Bucherer perform better in the very competitive Swiss-made watch market? No one who follows this principle ever fails. To give an illustration of to do better Bucherer could improve as follows:
-to communicate more and benefit from communication, creating moving and inspiring messages, for example, Luxury London (luxurylondon.co.uk) (press, Awareness Touchpoint). 
-to provide a new service in-store, for example by sending watch boxes by post to overseas buyers (in-store, Decision Touchpoint).
-to make sure customers will buy more, make sales executives wear the watches that they sell (sales team interaction, Decision Touchpoint).  
-work hard not only with existing clients but to pay more attention and put effort to bring new potential clients (thank you letters, email campaigns, Loyalty Touch Point) 
By and large, this essay not only makes us more aware that marketing makes change happen but changes my view also. Truly powerful marketing is a very long and very challenging journey to be seen now and in the years to come.  
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Figure 14.2 Elements in the communication process
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