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INTRODUCTION
In this assignment it says about Innovative marketing strategies for brand awareness and managing and evaluating the customer journey across communication channels to meet current and future stakeholders' expectations.
 
COMMUNICATION
The word "communicate" comes from the same root as the word "common." It comes from the Latin verb communicare, which means "to share" or "to make common," and is related to the Latin word communis, which means "common." When we talk to each other, we make things more like us. So, we increase our "common sense," which is the most important part of any community. Of course, shared knowledge can sometimes also include information about views and interests that are at odds with each other (Luhmann,1992). communication is the process of conveying information from one person to another using established signs and rituals.

[bookmark: _Hlk113641555]SHANNON AND WEAVER’S MODEL OF COMMUNICATION

Shannon and Weaver created the Shannon and Weaver communication model in 1949. They presented this mathematical model to represent the signal sending mechanism and minimise phone noise. It's now widely used in information and communication. The Shannon and Weaver model is a linear communication model since it lacks "Feedback." Shannon-Weaver proposed model excluded feedback, therefore it's linear (Kobiruzzaman, 2022). Using the model developed by Shannon and Weaver, we can see that communication only goes in one direction. This means that information is transmitted from a sender to a receiver via channels (the five senses), and that as much background noise as possible should be eliminated during transmission for the best results. Before saying anything, the sender encodes the message, and the receiver uses a decoder to figure out what was said. The Shannon–Weaver Model identifies the sender, the receiver, the message, the encoding, the decoding, the noise, and the channel as essential parts of the communication process (Yashima & Kubota, 2012).
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Fig 1.1 Shannon and Weaver Model of Communication (drew, Helpful Professor , 2022)


Later, Norbert Weiner added feedback to the model in order to counter the criticisms that were levelled against the technique that only included one-way communication. Because of its immense popularity, the communication model developed by Shannon and Weaver is sometimes referred to as the "Mother of all Communication Models"  (Kobiruzzaman, 2022).

INTEGRATED MARKET COMMUNICATION

Integrated marketing communications (IMC) is the method of overseeing the patronage networks that generate revenue for a company. Specifically, it is a multi-departmental procedure for fostering productive relationships with clients and other stakeholders through strategic management of all communications with these parties and promotion of data-driven, goal-oriented conversation (Duncan 2002)

With the help of an IMC strategy, your company's branding and advertising efforts will have a unified, polished appearance. You can improve customer service, raise brand awareness, and foster new avenues of growth with a methodical integrated marketing communications strategy. Using this method may provide even the smallest of companies with the opportunity to supercharge their brand recognition and promotional efforts (Harvey, 2021).

This tactic is all about integrating the many promotional methods, techniques, and materials that you employ so that they function together as a "branding suite," rather than as a disjointed collection of concepts. In other words, it's all about bringing everything together. After all, when all of the marketing pieces for your organisation are working together in harmony, you are able to create a journey that is more fluid as it transitions from one communications channel to the next. That is beneficial for both your business and the customers you serve.  (Harvey, 2021).


PROMOTION

Promotion is a type of marketing communication that tells customers about what a company is doing and what it plans to do in the future. It also builds a positive brand image, makes connections, and increases demand (Gaj, 2022)
Brand promotion works to build recognition, interest, sales, and customer loyalty. Marketing mix components include product, price, location/distribution, and promotion. One component of any successful marketing strategy is a well-thought-out promotional plan, which includes promotion.
ONLINE PROMOTION STRATEGY FOR ZARA
-VIRTUAL REALITY (VR) MARKETING: -In this era online purchasing is common but however it lacks one main thing i.e. real time experience so in order to overcome that problem we introduce a new platform that gives the customers a real time experience that’s VR 
-INFLUENCER MARKETING: -Nowadays advertising with a famous celebrity who’s a Movie star or a Athletes can boost sales because people try to imitate the looks of theyr famous celebrities so influencer marketing is a good hit 
ONLINE CUSTOMISED DRESS: - in order to attract more customers providing a customization option will be helpful. Customization is the ability to personalise means that users can decide what they want to see and how they want it presented. Because it puts the power of interaction in the hands of the users, it can improve User experiences.

OFFLINE PROMOTION STRATEGY FOR ZARA

PROVIDING SPONSORSHIP
giving sponsorship to sports athlete’s  or for a club can really help sales and improve  customer relationship 
 
EXHIBITION’S AND TRADE SHOWS 
Trade shows and events are great for both launching your product or idea - and sussing out your competition.
TV ADVERTISEMENTS
Tv advertisement is a common type of advertisement that every company use .
REDUCTION FOR PRIME MEMBERS 
Various loyalty bonus for the prime members and free shipping fee and lots of  prime deals 


BRAND

Brands are any combination of a product's name, symbol, design, or mark that increases that product's perceived value in the marketplace (Farquhar 1989, p. 24).It is how people who know about a product, company, or person think about it. A brand is much more than just a name or a logo. It's the feeling that these things make you think of (Lischer, 2022) . Brands exist in the thoughts of everyone who comes into contact with them, including consumers, investors, the media, and staff. Companies are often judged based on their brands and how well they are known to general public. Businesses sometimes use market research companies to investigate consumer sentiments about and brand awareness among the general public. 


BRAND EQUITY


Brand equity is the value of having a well-known brand. This is based on the idea that brands that have been around for a long time and are well-known tend to do better. More specifically, it is a set of brand assets and liabilities that add or subtract away from the value of a product or service. These assets and liabilities are linked to a brand name and symbol (Aaker, 2022)

Brand equity is how much power a brand name has in the minds of consumers and how valuable it is to have a well-known and respected brand. Organizations build brand equity by giving customers good experiences that make them want to keep buying from them instead of companies that make similar products. Brand equity is usually built by making people aware of the brand through campaigns that speak to the values of the target consumer, keeping promises and qualifications when people use the product, and working to keep customers loyal and interested.


KELLER’S BRAND EQUITY MODEL

Keller's concept is simple: to build a powerful brand, generate perfect brand interactions. Every interaction with your brand should leave clients feeling good. When you show your brand's worth, you've developed brand equity, and customers' beliefs will spread.
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Fig 1.2.  Keller’s Pyramid  (hawker, 2019 )





Salience: First, ensure brand identity. Customers should associate the brand with a specific product class or need. Brand salience, which represents brand awareness and purchase and consumption situations in which the brand comes to mind, is needed. Salience consists of need satisfaction and category identification (Keller 2003). Zara's logo resembles luxury fashion's accessibility. It features only the brand's name, which is basic, compact, and understandable.  Zara's unique logo, considerate pricing, and ground level efficiency have helped them succeed globally. Zara doesn't engage in aggressive product promotion, unlike other fashion brands.




Performance/Imagery : 
Performance-
It appears that quality, reliability, performance and service are primary factors for building brand loyalty in the industrial context, with quality being paramount (Bendixen et al., 2004; Michell et al., 2001; Thompson et al., 1998). (Bendixen et al., 2004; Michell et al., 2001; Thompson et al., 1998). Keller sees this in higher order pyramid block judgments but ignores the customer relationship with the sales team. B2B marketers use sales to build brand (Abratt and Mofokeng, 2001; Lorge, 1998). A buyer's purchase decision depends on the product's functional benefits and the company's salespeople (Gordonet al., 1993; Michell et al., 2001). These employees are company advocates who can affect brand meaning (Hogg et al., 1998; Kennedy, 1977; Tilley, 1999). As ZARA's concept is disposable fashion, the clothing quality is good but less than luxury brands.
ZARA has modern style. ZARA's shortest design-to-sale time is 15 days. Thus, ZARA can offer modern, latest fashion to attract voguish and unique consumers. As fashion changes constantly, fast fashion ensures that ZARA is the first to provide fashionable clothing. ZARA's fast fashion design and delivery satisfy customers. ZARA cares about customers. When some products aren't popular, ZARA removes them so customers can buy what they love.Price: The price is low compared to other luxury fashion brands. It's cheap for fashionistas. With this affordable price, consumers can buy clothing more often instead of buying one luxury brand item.
Imagery-
This approach emphasises functional, emotional, and self-expressive brand benefits. Industrial brand management emphasises risk-reduction over expressive benefits (Gylling and Lindberg-Repo, 2006). (Mudambi, 2002). Buying reputable brands can reduce risk and uncertainty for the company (Mitchell, 1995;Mudambi, 2002). This supports the importance of feelings and imagery in Keller's brand equity model organisational buying context (as argued by Lynch and de Chernatony, 2004), but suggests different feelings and imagery may be required in a B2B brand equity model. Zara customers are young, fashion-conscious, and budget-conscious. They want to look stylish. ZARA's window displays may attract customers. If you don't buy something you love at ZARA now, it will be gone next time. Thus, ZARA creates psychological thoughts to let clients buy its clothing without considering too much. Zara is modern, fashionable, and individualistic. Zara’s stylish personality appeals to the confident, young target audience
Brand Response : It means how customers react to the brand, its marketing, and other sources of information, or what they feel about the brand  (geek, 2020). Customer response fall into two categories Brand Judgement and Brand Feeling. 
Customers' individual perceptions and assessments of the brand are the main focus of Brand Judgements  (geek, 2020). ZARA creates less emotion about warmth, fun, and security, and instead focuses on self-respect. People who buy ZARA can feel unique, different, cool, chic, superior, and individualistic. The logo and the modern decoration also help shape this atmosphere.

Brand feelings are how customers feel about a brand and how they react to it (geek, 2020). ZARA emphasises self-respect over warmth, fun, and security. ZARA shoppers feel unique, different, cool, chic, superior, and individualistic. Logo and modern decor contribute to the vibe.
Brand relationship :Brand-customer bond enhanced. The early brand reaction become an emotional tie between brand and the client (Clootrack, n.d.). Due to limited restocking, ZARA's fast fashion products may sell out quickly. Consumers know this, so they want to see ZARA's new products. Once they love those products, they'll buy them. If clients come again, the products will be gone. Repeat buyers are frequent. ZARA's social media is well-managed. Facebook posts only new designs or newly opened stores. And ZARA doesn't post and communicate daily. Because it's ZARA's personality, there's no conflict. Customers love ZARA and fashion, so they'll keep reading.
ZARA has 19.7m Facebook fans. It appeals to fashion-loving teens. ZARA rarely markets; instead, it optimises its supply chain to satisfy customers. So ZARA stays popular.


ADVANTAGES AND DISADVANTAGES OF KELLERS MODEL

BRAND IMAGE
People's perception of a brand's "personality" Creating an emotional connection between consumers and their purchases boosts brand equity. People are loyal to a brand they can relate to. Even with deep discounts, competitors can't overcome this advantage. Women who want to feel alluring are more likely to buy sexy-looking lipstick, whether it looks better or lasts longer.



DISTRIBUTIONS
Brand equity also includes the value consumers associate with the product's stores. This gives a premium brand a competitive advantage in specialty or luxury retail stores. Distribution makes a brand more accessible than alternatives, which boosts its value. Some supermarkets offer home delivery, and snack food companies place vending machines everywhere.

Investment Cost

Building brand equity is expensive, especially in promotion. Advertising is the most powerful promotional tool for building a brand.

Physical Design
Brand equity is often expressed in a product's distinctive physical design, which is innovative, easier to use, or more attractive than alternatives.

CUSTOMER JOURNEY


A customer journey is a person's encounters with your brand, product, or service. It describes both direct and indirect connections, such contacting customer service or hearing about a brand at an event. Flstad and Kvale (2018) reviewed existing literature to define the customer journey phenomenon. Different authors from different research fields used incoherent customer journey terminology. The customer journey is a process, path, or sequence of touchpoints through which a customer learns about, accesses, or uses a service, according to Flstad and Kvale (2018). (see also Wolny and Charoensuksai, 2014). Most definitions refer to the customer journey as service processes from the customer's perspective.
(Flstad and Kvale 2018) note that definitions and scopes of customer journeys vary. Proposed customer journey scoping ranges from clearly delimited journeys with a defined start and end (see the well-known AIDA model comprising the attention-interest-desire-action stages (Lemon and Verhoef 2016; Wolny and Charoensuksai, 2014) to open-ended journeys such as "never-a-customer to always-a-customer" (Flstad and Kvald 2018). Lemon and Verhoef (2016) propose a generic customer journey model with three stages: prepurchase, purchase, and postpurchase. These three stages have different goals and activities.



CUSTOMER JOURNEY MAP

A customer journey map shows every interaction a customer has with a service, brand, or product in a visual way. When an organisation makes a journey map, they put themselves in the shoes of their customers. This lets them see and understand their customers' processes, needs, and how they see things (Bischoff, 2021).
To learn more about this, we can have a customer journey map for a new product by Zara

	

CUSTOMER JOURNEY MAP
	


AWARENESS
	


DISCOVER
	


PURCHASE
	


USE
	


BOND

	
WEBSITE


	
	2. searches for further information.
	
	
	

	
SOCIAL MEDIA
	9. Write a review for the product.
	3.Searches for customer feedback.
	
	
	

	
STORE
	
	4. Visit the shop to check product and quality.
	5.Buy the product
	
	

	
PRODUCT
	
	
	
	6.Great quality design at an inexpensive price
	

	 
WEB FORUM
	
	
	
	
	7. Express
 the great experience.


	
WORD OF MOUTH
	
1. New clients learn about Zara’s new product via word-of-mouth.
	
	
	
	8. sharing the product experience with colleagues and friends.



At the beginning of this customer journey map, the consumer has heard about the product via a friend or colleague (Awareness). The customer then does a search on the official Zara website, then looks for reviews from other customers and to learn more about the product, go straight to the store (Discover). Then the new customer purchases the product (Purchase). No change in quality has occurred since the customer's first purchase and subsequent use of the goods, as shown by the customer's continued satisfaction (Product) and become the company's representative on the web (Bond). Customer shares the experience with the friends(bond). In addition, the consumer provides product reviews on social media, which alerts potential new customers to the product.

CONCLUSION: Zara's strength in the customer map is its unique styles and designs, as well as the high quality and comfort of its clothes. Zara has accounts on Facebook, Instagram, and Twitter, where they post information about their products. Another strength is that their customers are loyal. Zara doesn't spend much on advertising, and customers find out about new products through word of mouth. Not only does Zara's website have limited information, which makes it hard for customers to find out about new materials. To sum it all up, we can say that the Zara customer journey map needs to undergo certain modifications, such as the company should increase its advertising efforts so that it may more than double both its profits and its revenues. Moreover, Zara’s website needs to have more detailed product information.






CUSTOMER TOUCHPOINTS
Every time a consumer connects with your company in any way whether via a salesperson, a website, an ad, or a mobile app you've created a customer touchpoint (lahey, 20222).. Customers' interactions with a business are referred to as customer touchpoints, and there are many crucial moments along a customer's journey, from becoming aware of a company to making a purchase and afterward (Esch et al., 2010). Everything that facilitates the two-way flow of data between a company and its customers is considered a customer touchpoint. It could be anything from checking out the company's website or social media page to having a conversation with a sales rep over the phone or in person to exchanging emails or letters to seeing the company's logo plastered all over a delivery van. How well a company and its customers communicate has a wide range of effects, including on public opinion of the brand or product, employee morale, and customer retention.





PRE-PURCHASE TOUCHPOINTS:-
 The pre-purchase stage studies customer interaction with brand, category, and environment before a purchase.2016's Lemon and Verhoef Cheng et al. (2018) analyse customers' online service company searches. Larsen (2016) evaluated how offline and online data merging and an omni-channel, data-driven approach increased Ford Denmark's sales. Performance marketing. Moran et al. (2014) discuss a new "Moment of Truth" model that integrates shared brand experience and searchable electronic word of mouth and explains how marketers can manage them. Example :Arshad and Abi were meeting after a long time and Abi sees Arshad’s shirt and Abi likes the design and asks him from where he bought it(TP1).and Arshad says that he bought from Zara and Abi finds interest in Zara (TP 2).and Abi later visits Zara website later and he turns to like the collections Zara is having (TP 3).and later he looks for nearest Zara store (TP 4) 

PURCHASE TOUCHPOINTS
The purchase stage research shows that context, such as which channel a customer uses, how a customer can be approached (push- or pull-marketing), and channel control, affects which nudges can be used and how effective they can be implemented. the next day Abi cancel his all plan and visits the nearby Zara store (TP 5)and the sales person approaches him shows him the varieties of dress they have and the sales executive was so nice to him and patiently listen to his demands about what type dress he wants(TP 6).and after a long time abi selects his dress and brings it home(TP 7).and after his purchase the employer tells him that he is eligible for a gift card and if he need he can be a prime member of Zara  and there by he can have several offers and can get updates about the upcoming events (TP 8).

AFTER-PURCHASE TOUCHPOINTS 
After a month Abi gets a email saying ,as he is an prime member he is having an offer in their web if he pre book its new product he will have an 30% discount and free shipping cost (TP 9).after seeing it he think about buying the product (TP 10).and finally he purchases the product and then he recommends about the exclusive to his friends about their events also

THE TOTAL ENGAGEMENT MODEL

If you need a unique value proposition and customer experience to engage customers, you must also align two other key elements. Your brand should convey your value proposition. The second is your internal culture, which enables a unique value proposition and planned customer experience through engaged employees. Engaged employees understand your strategy and direction and are committed to its success. They're more productive, peaceful, and loyal to their company (LaMalfa, 2008). If you want long-term growth, you must link engaged employees and customers.
The more companies know about their customers, the better they can innovate and compete. Having the right insights at the right time and consistently over time can be difficult. RFID is one of Zara's success secrets. The brand uses cutting-edge systems to track garments instantly and make them available quickly. It reduces inventory costs, allows greater flexibility to launch new designs, and fulfils online orders from stores near the delivery location, reducing delivery costs.

Zara's success comes from training and empowering store employees and managers to be sensitive to customer needs and wants. Zara's sales associates and store managers are at the forefront of customer research. They listen to customer comments, ideas for cuts, fabrics, or a new line, and observe new styles that can be turned into unique Zara styles. Traditional daily sales reports can't provide such an up-to-date market picture. The Zara empire is built on two rules: "give customers what they want" and "deliver it faster than anyone else."


CONCLUSION
Zara's concept is disposable fashion, the clothing quality is good but less than luxury brands. ZARA creates less emotion about warmth, fun, and security, and instead focuses on self-respect. Customers who buy ZARA can feel unique, different, cool, chic, superior, and individualistic. Advertising is the most powerful promotional tool for building a brand. A customer journey map shows every interaction a customer has with a service, brand, or product in a visual way.

Zara's strength in the customer map is its unique styles and designs, as well as the high quality and comfort of its clothes. The company should increase its advertising efforts so that it may more than double both its profits and its revenues.

RECOMMENDATION 
Give more details about their products while reading the reviews it says that Zara is lacking giving  better details about their product and for the rising modern era they should provide a virtual reality experience so that their customer can experience a real time experience 
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