


[image: C:\Users\User\Desktop\Zenith School of Studies\My Folder\UWTSD London\University's logo.jpg]



Assignment 1






Student Name: Magdalena Urbanska

Student ID: 2245520

Module: Marketing Management

Module Code: LCMB7001

Lecturer’s Name: Tushara Balendran








Submitted on: 30.08.2023










The Table of Contents

Abstract....................................................................................................................................3

1.  Introduction.........................................................................................................................3
    1.1   The Objectives of The Report......................................................................................3
    1.2   Methodology................................................................................................................3
    1.3   A case study of Marks and Spencer............................................................................4

2.  Communication...................................................................................................................5
    2.1   Shannon and Weaver’s Communication Model...........................................................5

3.  Integrated Marketing Communications...............................................................................6

4.  New Promotional Strategies for Marks and Spencer..........................................................7
    4.1   On Line Promotion.......................................................................................................7
    4.2   Off Line Promotion.......................................................................................................8

5.  Branding and Brand Equity.................................................................................................9
    5.1   Branding.......................................................................................................................9
    5.2   Brand Equity.................................................................................................................9

6.  Keller’s Brand Equity Model................................................................................................9
    6.1   Stages of The Keller’s Brand Equity Model................................................................10
    6.2   Advantages of Keller’s Model.....................................................................................13
    6.3   Disadvantages of Keller’s Model................................................................................13

7.  Customer Journey.............................................................................................................14
    7.1   Stages of The Customer Journey..............................................................................14

8.  Customer Touchpoints......................................................................................................15
    8.1   Pre Purchase.............................................................................................................15
    8.2   Purchase....................................................................................................................16
    8.3   Post Purchase............................................................................................................17

9.  The Persona of The Marks and Spencer’s Customer.......................................................18

10.  Customer Journey Map...................................................................................................19
    10.1   Strengths of The Customer Journey Map................................................................21
    10.2   Weaknesses of The Customer Journey Map...........................................................22

11.  The Total Engagement Model.........................................................................................23

12.  Recommendations..........................................................................................................25

13.  Conclusion......................................................................................................................27

References.............................................................................................................................28
Abstract

The aim of this report is to define the concept of communication, Shannon and Weaver’s Communication Model and integrated marketing communications as well as introduce a case study of Marks and Spencer and elaborate on the company’s on line and off line innovative marketing strategies.

Branding, brand equity and Keller’s Brand Equity Model, in particular, as well as a customer journey is being discussed with a special focus on a critical analysis of customer touchpoints for Marks and Spencer. The persona of the Marks and Spencer’s customer, a customer journey map and the Total Engagement Model for the company is being presented, followed by recommendations and conclusion.

The report suggests that there have been a number of new on line and off line promotional strategies for Marks and Spencer as well as presents possible recommendations for the new and existing touchpoints for the company.

1.  Introduction

1.1   The Objectives of The Report
The reports focuses on new on line and off line promotional strategies for Marks and Spencer, brand equity, stages of a customer journey, touch points for Marks and Spencer and the persona of the Marks and Spencer’s customer, including a customer journey map and the Total Engagement Model for the company, followed by recommendations.
First, the concept of communication, Shannon and Weaver’s Communication Model, and integrated marketing communications is being defined. Marks and Spencer is being introduced as a case study, followed by a detailed discussion on the on line and off line innovative marketing strategies for the company as well as Keller’s Brand Equity Model, its advantages and disadvantages.
The report then progresses to present in detail the stages of a customer journey, outline the critical analysis of the pre purchase, purchase and post purchase touch points for Marks and Spencer, introduce the persona of the Marks and Spencer’s customer as well as elaborate on a customer journey map and the Total Engagement Model for the company.
The final point of the report focuses on the recommendations on the possible new pre purchase, purchase and post purchase touchpoints for Marks and Spencer as well as suggests some possible improvements to be made to the existing touchpoints. The report finishes with a conclusion of findings.
1.2   Methodology

Keywords 

Communication, Shannon and Weaver’s Communication Model, Integrated Marketing Communications, Marks and Spencer, On Line Innovative Marketing Strategies, New On Line Promotional Strategies, Off Line Innovative Marketing Strategies, New Off Line Promotional Strategies, Branding, Brand Equity, Keller’s Brand Equity Model, Customer Journey, Customer Touchpoints, Pre Purchase Touchpoints, Purchase Touchpoints, Post Purchase Touchpoints, Customer’s Persona,  Customer Journey Map,  Total Engagement Model 

Literature Review

A selection of 30 professional marketing books, academic journals, research papers, academic databases such as ResearchGate as well as marketing management blogs are used to support the findings. The reference to statistics about Marks and Spencer as a company and extensive Marks and Spencer customer experience will be presented.

All the sources have been accessed within one to four weeks prior to the assignment submission deadline. The on line sources have been accessed as recently as few days prior to the deadline, including 30th August 2023 – the day of the submission – to ensure the correctness and relevance of findings.
All the sources accessed are most recent and not older than seven years to assure the correctness and relevance of findings. The only two referenced sources published in 2010 and 2013 are an exception, as they present an essential and relevant background material, and their clarity, and quality is exceptional. 

1.3   A Case Study of Marks and Spencer
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The Marks and Spencer’s logo re designed in 2018

Source: Marks and Spencer, 2023


Marks and Spencer was founded in 1884 by Michael Marks and Thomas Spencer in Leeds. From ‘all for a penny’ stall at Kirkgate Market in Leeds and its Penny Bazaar stores, Marks and Spencer has grown to be one of the biggest and most successful UK’s multinational retailers, specialising in trading groceries, food, clothing, beauty and home goods as well as growing its own restaurants too. (Marks and Spencer, 2023) As Archie Norman The Chairman stated: ‘We are now at last seeing the reshaping of M&S take hold.’ (M&S 2023 Annual Report & Financial Statements, 2023, p.2) Marks and Spencer is a member of the FTSE 250 Index and it is trading on the London Stock Exchange as Marks and Spencer Group plc (London Stock Exchange, 2023).

2. Communication

 ‘(...) communication is the process of creating and sending symbolic behaviour, and the interpretation of behaviour between people (...) Moreover, communication is also a dynamic process through which individuals share meaning with others through a set of message channels (...) During communication, the sender assumes that the receiver understands the intended meaning (...).’ (Beltran Torres, 2020, p.1)

2.1   Shannon and Weaver’s Model of Communication

An example of a Communication Model that has been commonly applied in the Communication’s field is the Shannon and Weaver’s Model of Communication developed by Claude Shannon and Waren Weaver. The model illustrates the process of communication between a sender and a receiver. (Communication Theory, 2023)
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Shannon and Weaver’s Communication Model

Source: Kotler and Keller, 2016, p.585


The process begins, when a message leaves an Information Source/ Sender – an originator of a message – and travels through a Transmitter/ Encoder – a transmitter that converts information into a signal, e.g. a wave or binary data transmitted through a cable or a satellite. A signal then passes through a Reception/ Decoder that converts a signal back into a message – a reversed encoding process. The binary data/ waves are being converted back into a message by a Destination/ Receiver. It is a very crucial point in the process, as a receiver itself or communication between a sender and a receiver can be affected if a receiver cannot receive the correct information that has been sent originally. That can happen due to an external factor that needs to be taken into consideration – Channel/ Noise. If a message travelling from a sender to a receiver becomes affected by noise, then communication between a sender and a receiver might become affected too, and a receiver may not receive an exact message that has been sent by a sender originally. (Communication Theory, 2023)

Strengths and limitations of the Shannon and Weaver’s Model of Communication

The Shannon and Weaver’s Model of Communication definitely shows some strengths and limitations. The model is clear and effective in its application, and it is commonly used in both communication and information discipline. However, its limitation can be a fact that it does work better, when applied in the communication between two people than a whole group.

Also, noise being an external factor can cause interruption to the whole process and a receiver may not receive an exact message sent by a sender originally. Nevertheless, the awareness of noise and understanding it can help solve problems in the process of communication in general.

3. Integrated Marketing Communications

Marketing Communication Mix is a ‘dialogue between business unit and its present and potential customers that takes place during pre-selling, selling and post-selling stages.’ (Dudovskiy, 2022) It consists mostly of areas like: advertising, sales promotion, direct marketing, public relations or personal selling.
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Marketing Communication Mix

Source: Dudovskiy, 2022


Integrated Marketing Communications ensures that all forms of communication are linked to one another and work together in harmony.

4. New Promotional Strategies for Marks and Spencer

Marks and Spencer has already been applying a vast amount of promotional strategies.

However, it can be suggested that Marks and Spencer applies some new on line and off line promotional strategies to raise even bigger awareness of the brand. To achieve this, a change of media can often be a possible solution.

4.1   On Line Promotion

It could be suggested that Marks and Spencer applies the following On Line Innovative Marketing Strategies/ New Promotional Strategies.

· More on line shopping and international delivery options for clients abroad.

· Offering and promoting a bigger variety of M&S products and services to clients abroad.

· Promoting M&S products on more national and international retail platforms.

· Translation of M&S website into different languages.

· More promotion of internships via digital forms of advertising to attract new potential employees and, subsequently, customers.

· Customers to send on line requests to create bespoke M&S products. Giving detailed feedbacks and ideas.

· Mass customisation – allowing the M&S customers to design their own product through an app. An on line app for creating a full outfit, using M&S clothes and accessories. A personalised function based on a customer’s bespoke physical features – the use of AI.

· SEO – improving visibility and coming up in Google searches more often. Being at the top of the search in the search engine.

· More direct marketing – more e-mails and text messages about the products and company’s news sent directly to customers.

· Digital marketing – the use of technology/ CRM systems – monitoring the database and giving more incentives to loyal customers, especially.

· Educational M&S branded on line workshops on healthy diet and living run by trained M&S staff and offered at schools, colleges, universities or work places.

· M&S branded on line cooking tutorials/ videos run by celebrities – products to obtain in M&S stores.

4.2   Off Line Promotion

It could be suggested that Marks and Spencer applies the following Off Line Innovative Marketing Strategies/ New Promotional Strategies.

· Public Relations – M&S sending out press releases about special developments, new product launches, etc., to customers to create awareness – being in control of the content of the press release, unlike, when the journalists write their own stories.

· Organising press conferences and inviting customers to attend. Creating an environment, where the M&S’s decision makers can be asked the questions about M&S products, strategies, initiatives and future plans.

· Publicity – even more mentioning of M&S products on the news, TV or radio.

· Educational M&S branded physical workshops on healthy diet and living run by trained M&S staff offered at schools, colleges, universities or work places.

· Distribution of free food samples of new M&S products at schools, shopping malls, workplaces or train/ underground stations.

· Collaborations with more businesses that could sell M&S products. In case some companies close their stores or branches, there will be a substantial amount of them still remaining. Push and pull strategy - incentives to the middleman or ignoring the middleman, distributors.

· Promoting M&S food by giving free M&S food samples at M&S restaurants and at the food sections inside M&S supermarkets.

· Promotion through coupons, vouchers or free gifts, especially to the loyal customers. At the moment, not enough or none.

· Even more direct marketing and spreading more information on M&S special offers through traditional advertising.

· More promotion of internships via traditional forms of advertising to attract new potential employees and, subsequently, customers.

· More collaborations with celebrities such as artists, models or sportsmen and sportswomen to promote M&S clothes – videos, TV shows, art exhibitions, antique auctions, cruises, holiday adverts – celebrity endorsement. A brand new influencer.

· Creating a recognisable mascot to be associated with the brand.

· Sponsoring sports events and football games.

· Growing and exhibiting a range of M&S highest quality and most elegant clothes – exclusive collection - at the London Fashion Show and other shows internationally – celebrity endorsement. 

· More collaborations with fashion magazines and world class fashion designers, and brands.

· Creating bespoke shows inside stores, where the customers can try the clothes on and receive a professional opinion on the fitting and look.

· Building little exhibitions/ displays of home products, e.g., inside stores, where one level is fully designated for it.

· Creating and promoting little stations in M&S stores, where the customers can use the computer simulation of different outfits and create the outfits themselves, before they shop in store. A personalised function based on a customer’s physical features – the use of AI.

The on line and off line new promotional strategies listed above refer to the Marks and Spencer’s customers who are the external stakeholders.

The internal stakeholders who are the Marks and Spencer’s employees at various levels such as the Chairman, the CEO, managers, the staff, e.g., can also create new promotional strategies to raise awareness of the brand. They can use e-mails, Microsoft Teams meetings, physical meetings, public relations, to name a few.

Both external and internal stakeholders can influence and be influenced by the company.

5. Branding and Brand Equity

5.1   Branding

Branding is a process of creating an identity for a company, including brand image and brand strategies.

5.2   Brand equity

‘Brand equity is the level of sway a brand name has in the minds of consumers, and the value of having a brand that is identifiable and well thought of.’ (Marketing Evolution., 2022)

6. Keller’s Brand Equity Model

Keller’s Brand Equity Model designed by the Professor of Marketing Kevin Lane Keller ‘falls under the CBBE model’ – the Customer Based Brand Equity, which ‘is the value of a brand based on what customers feel and think of it.’ (Mupeti, 2022) ‘The Keller model is a pyramid shape and it shows businesses how to build a strong foundation of brand identity upwards towards the holy grail of brand equity resonance. This is where customers are in a sufficiently positive relationship with a brand to be advocates for it.’ (Mupeti, 2022)
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Keller’s Brand Equity Model and Loyalty

Source: Hershberger, 2020


6.1   Stages of The Keller’s Brand Equity Model

There are four stages of the Keller’s Brand Equity Model. The value of the brand increases with every stage, from the bottom level of the pyramid model to the top level.

Stage 1: Brand Identity – Who are you?

Brand identity is the positioning strategy of a brand – a brand image.

For Marks and Spencer the brand identity is ‘quality at affordable price’ – M&S’s positioning.
Other elements of marketing mix – product, price, place and promotion – compliment it. One of the most known slogans associated with the Marks and Spencer brand is ‘This is not just food...This is M&S Food.’ (Vizard, 2019)

Stage 2: Brand Meaning – What are you?

Brand meaning adds a meaning to a brand.

It is a societal marketing concept such as giving money to charity, care for the environment, sustainability, recycling – a wider society. Marks and Spencer does promote, practice and stand for all the just mentioned ideologies. The company offers a high quality service, both on site in store and off site in general.

Stage 3: Respose – What about you? How is the brand perceived?

Response is the feedback received from the customers.

Marks and Spencer customers’ feedbacks align with the meaning and identity. Below there are some customers’ responses and reviews found on social media sites, including Trustpilot, Review Centre and Google reviews.
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Stage 4: Relationships – What about you and me? How are you connected with the audience?

Relationships reflect on how a brand is connected with its customers.

Marks and Spencer’s customers enjoy their Sparks loyalty card. The Marks and Spencer’s on line brand community is created through social media. At the moment, Marks and Spencer’s customers can comment on the company’s products, write reviews or take part in surveys on M&S’s website or M&S’s social media accounts.

6.2   Advantages of Keller’s Model

The model can help increase a value of a brand. Once a brand manages to achieve a top stage of a pyramid – resonance with a customer – a company and a brand have won their customer’s loyalty. A company can benefit from offering their loyal customers premium deals, prices, up sell them and practice efficient marketing. 

A customer, on the other hand, feels valued, appreciated, honoured and a sense of belonging to a brand. They are happy to promote a brand through a word of mouth. It is a win win for a company and a customer.

When a perfect harmony has been achieved between a brand and a customer, then a company can also track how their marketing practices, strategies and communications build strong and active bonds between them and their customers. This finds a reflection in continuously growing and perfecting their brand equity. (Remy, 2013)

6.3   Disadvantages of Keller’s Model

‘The brand has positive customer-based brand equity if the consumer reacts more favourably to an offering and the marketing message because the brand is known, than if the brand is not known and may, therefore, be less price sensitive and more accepting of extensions. The brand has negative customer-based brand equity if the consumer responds less favourably to the offering when the brand is known, than to an unknown brand. If negative, the brand is regarded as a commodity.’ (Steenkamp, 2019, p.3)

The model can help increase a value of a brand, but it is predominantly designed to serve the business to consumer relations. The model has limitations, when creating a business to business scenario. (Steenkamp, 2019)

7. Customer Journey

‘The customer buying journey is the path your potential customer takes from looking for your products or services, to buying them, to talking about them.’ (The Chartered Institute of Marketing, 2023)

7.1   Stages of The Customer Journey

‘(...) Stages in (...) customer journey are the highest-level descriptor of touchpoints and interactions (...) customers experience.’ (Wheeler, 2023, p.180)
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Stages of The Customer Journey

Source: The Chartered Institute of Marketing, 2022


There are five stages of the customer journey.

Stage 1: Awareness 

‘The consumer becomes familiar with the brand through advertising, world-of-mouth or social media.’ (The Chartered Institute of Marketing, 2022)

Stage 2 – Consideration

‘Realising that they have a need that must be met, the consumer actively considers whether or not to buy the product or service on offer.’ (The Chartered Institute of Marketing, 2022)

Stage 3 – Decision/ Purchase

‘The consumer makes the purchase.’ (The Chartered Institute of Marketing, 2022)

Stage 4 – Retention

‘The customer uses the product, sometimes seeking guidance from provider or a user community, and perhaps being contacted by the provider to encourage brand loyalty.’ (The Chartered Institute of Marketing, 2022)

Stage 5 – Advocacy

‘The customer spreads the word about the product – whether their opinion is positive or negative.’ (The Chartered Institute of Marketing, 2022)

8. Customer Touchpoints

‘Touchpoints are the places where a customer intersects with the brand. (...) There are usually many interactions associated with any given touchpoint.’ (Wheeler, 2023, p.180)

Marks and Spencer is currently utilising a vast number of touchpoints at the pre purchase, purchase and post purchase stage.

8.1   Pre Purchase

Marks and Spencer’s Corporate Website is an essential pre purchase touchpoint for the brand. The website is a well functioning, user friendly and very powerful tool in the modern world of retail.

On Line Advertising – Marks and Spencer is present in a number of on line retail, commerce, marketing, advertising, human resource management, business and financial newswire as well as blogs, including Marketing Week and LinkedIn, to name a few.

Off Line Advertising – Marks and Spencer is also present in off line retail, commerce, marketing, advertising, human resource management, business and financial newswire, including local and national newspapers, and magazines.

Digital and Direct Marketing – Marks and Spencer creates Digital and Direct Marketing campaigns to keep the customers informed about the new seasonal arrivals and special offers on products.

Social Media Presence – Marks and Spencer has strong presence on many social media sites, including Facebook, Instagram, Twitter or TikTok. The company uses social media to inform the public about newest developments. It is a very effective pre purchase touchpoint.

TV Advertising – Marks and Spencer uses TV advertising as en effective pre purchase touchpoint to attract new customers. A summer holiday, Christmas or a seasonal sale advert, Marks and Spencer ensures they reach to as big an audience as possible.

Influencer Marketing: In 2022, Marks and Spencer launched a virtual influencer, Mira, as a pre purchase touchpoint, to spread the word about the new products and services, and influence the customers’ purchasing tastes and decisions (Marks and Spencer, 2022). This touchpoint has intended to target mostly and have the biggest influence on the younger generation of consumers.

A Lead Magnet – Marks and Spencer offers a free Sparks card – a customer reward scheme – to gather customers’ contact details and attract them with offers.

Word of Mouth: Marks and Spencer recognises the power and importance of the pre purchase touchpoint – Word of Mouth – really well and does all it takes to ensure the highest quality and consistency all the way, The M&S Way.

The Marks and Spencer Food Magazine – a bi monthly magazine with 45 unique recipes as well as celebrity interviews. Another good pre purchase touchpoint. Free for Sparks customers too.

8.2   Purchase

The Marks and Spencer Physical Store – one of the oldest and most traditional ways of shopping and purchase touchpoints. The customers have a chance to view the products, touch the fabric, check the sizes, try the clothes on and then decide on the purchase. The whole experience is physical and acts directly on the customers’ senses.

The Marks and Spencer App is an extremely useful application and a purchase touchpoint. The M&S’s customer can shop on line using a phone or a tablet as well as access their Sparks account, receive exclusive offers or shop with Scan & Shop. (Marks and Spencer, 2023)

The Marks and Spencer On Line Account enables the Marks and Spencer customers to shop on line – a very useful and nearly pivotal purchase touchpoint in the modern world of ecommerce.

A Sparks Card – a customer reward scheme which gives the loyal Marks and Spencer’s customers access to receiving small treats, personalised shopping offers, the opportunity for a free shopping, enjoying the sixth hot drink at the Marks and Spencer’s cafe for free or even making a donation to a chosen Sparks charity every time, while shopping. Sparks has proven to be a very attractive and rewarding purchase touchpoint indeed. (Marks and Spencer, 2023)

An Omni Channel – The Marks and Spencer’s customers have a chance to experience an all channel shopping experience – a very impressive modern purchase touchpoint. Marks and Spencer partners with CommerceHub - ‘one of the world’s largest commerce networks and provider of software solutions connecting supply, demand and delivery for retailers and brands globally.’ (Wright, 2023) Due to the partnership with CommerceHub, the Marks and Spencer’s customers can also access different brands such as Ted Baker or Superdry though the M&S platform which has helped the company expand the assortment and attract a lot of new customers, not mentioning raising the revenue significantly. The customers definitely grow their loyalty even more, as a result. (Wright, 2023)

Customer Service – one of the biggest and most significant purchase touchpoints Marks and Spencer provides. The company is well known for its flawless customer service and extremely friendly, helpful, and knowledgeable staff. The Marks and Spencer’s employees are well trained to assist with all types of inquiries the customers may have. Some examples include a bra fitting or suit fitting service, to name a few. 

Marks and Spencer’s Corporate Website is an essential purchase touchpoint for the brand. The website is a well functioning, user friendly and very powerful tool in the modern world of retail.

Point of Sale – Marks and Spencer uses Flooid platform to offer store Point of Sale. ‘The retailer can now evaluate demand scenarios and use prescriptive recommendations to make more accurate supply chain decisions, from staging the right inventory through the distribution network to minimizing stock-outs and maximizing inventory turns.’ (Berthiaume, 2022). Marks and Spencer’s POS is an innovative purchase touchpoint.

8.3   Post Purchase

Marks and Spencer’s Corporate Website is an essential post purchase touchpoint for the brand. The website is a well functioning, user friendly and very powerful tool in the modern world of retail.

Customer Service – one of the biggest and most significant post purchase touchpoints Marks and Spencer provides. The company is well known for its flawless customer service and extremely friendly, helpful, and knowledgeable staff. The Marks and Spencer’s employees are well trained to assist with all types of inquiries the customers may have. Some examples include a bra fitting or suit fitting service as well as dealing with customers’ post purchase complaints or general inquiries.

Social Media Presence – Marks and Spencer has strong presence on many social media sites, including Facebook, Instagram, Twitter or TikTok. The company uses social media to inform the public about newest developments. It is a very effective post purchase touchpoint.

Word of Mouth: Marks and Spencer recognises the power and importance of the post purchase touchpoint – Word of Mouth – really well and does all it takes to ensure the highest quality and consistency all the way, The M&S Way.

Product Reviews – Customers who purchase Marks and Spencer’s products are often asked to write a product review on the company’s website and rate a product. It is a very helpful purchase touchpoint for the company and it also help grow the bond and interaction between the company and the customer. 

Post Purchase ‘Thank You’ Acknowledgements – ‘Thank you for your purchase. You have really made the right choice.’ – the comments from the staff that reassure the customers of a great purchase they have made. This is a very powerful and effective post purchase touchpoint.

A Product Review On Line/ A Customer’s Satisfaction Survey – the customers have a chance to comment on line on the product purchased and a post purchase experience. Although most of the time the customers’ feedbacks and satisfaction surveys are genuine, on a few occasions, due to many different reasons, they can prove false, unfair or inaccurate.

E-mail Marketing/ Direct Marketing: Thank You/ Up Selling/ Cross Selling E-mails – a post purchase follow up by e-mal is an effective way of keeping in touch with a loyal customer and gives an opportunity to offer and sell more products to them. Marks and Spencer uses this post purchase touchpoint on regular basis.

A Receipt – Proof of Purchase – Marks and Spencer applies a generous return item policy. A customer can return a purchased product within 35 days from the day of the purchase both in store and on line, and within 2 weeks if an item has been bought on sale on line unless stated otherwise. (Marks and Spencer, 2023)

9. The Persona of The Marks and Spencer’s Customer 

‘Brand experts often put together a customer persona, a detailed description or visualization of an ‟ideal customer”. (Kaputa, 2022, p.22) 
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Ella – The Persona of The M&S’s Customer – in The M&S Dress


Ella is a loyal customer of Marks and Spencer. She is 39 years old. She loves buying Marks and Spencer smart casual dresses for work. 

Ella works as a Marketing Manager in a mid sized media agency in London. Her income is 34K per annum. 

In her spare time, Ella enjoys performing with her alt rock band. She sings and plays the keys in the band. She likes going to the cinema as well. Ella dislikes very hot food and heavy road traffic.

10. Customer Journey Map

‘Customer journey mapping has become quite popular of late. The way to think about it is to break the journey into three foundational elements: stages, touchpoints, and interactions.’ (Wheeler, 2023, p.180)

Persona

Ella, 39 years old, Marketing Manager, lives and works in London, looking to buy a new dress for the training at work

Scenario

Ella works in a media agency in London. She loves wearing smart casual dresses at work. She has just been informed that she will be conducting the training for her team this week. Ella cares about her image. She is looking to buy a new smart casual dress to look professional at the training. 
                           
	
	Awareness
	→
	Consideration
                     →
	Purchase
                     →
	Retention
                     →
	Advocacy

	User Actions
	A last minute notification about conducting the training at work has created an urgent need to buy a new smart casual dress.


Searches dresses on the Internet.
	Browses different retailers’ websites.







Compares different dresses.

	Selects a dress - her first choice.








Plans to make a payment.

	Wears a new smart casual dress at the training. Feels very happy, brand new and confident. The training goes well.

Buys the same dress again, this time in a different colour.
	Recommends the dress to her colleagues at work, friends and family.





Gives an excellent review. Satisfied with the dress, despite some initial problems with the payment on line due to some technical errors.


	Touchpoints
	Digital and social media (retailers’ websites, Instagram, Facebook, etc.)
	Search bar, category, product, style, fabric, colour, price, etc.
	Payment page, navigating bar, customer’s account log in details, inactive page, payment page again
	
	A customer’s satisfaction survey and a product review on the company’s website

	Emotions
	Excited         →
	Determined→
	A bit disappointed           →
	Thrilled, proud and confident          →
	Grateful

	Pain Points
	
	Too many categories to choose from
	Payment page temporarily inactive
	
	No on line community to share the views about the product 

	Possible
Solutions
	
	Simplify the search, create more specific categories, apply fewer search bars
	Review the payment page
	
	Build an on line community for the customers to exchange opinions about the products 



Marks and Spencer’s Customer Journey Map


10.1   Strengths of the Customer Journey Map

The following touchpoints are working well and the reasons why.

Marks and Spencer’s Corporate Website is an essential pre purchase, purchase and post purchase touchpoint for the brand. The website is a well functioning, user friendly and very powerful tool in the modern world of retail.

Customer Service – one of the biggest and most significant purchase and post purchase touchpoints Marks and Spencer provides. The company is well known for its flawless customer service and extremely friendly, helpful, and knowledgeable staff. The Marks and Spencer’s employees are well trained to assist with all types of inquiries the customers may have. Some examples include a bra fitting or suit fitting service as well as dealing with customers’ post purchase complaints or general inquiries.

Social Media Presence – Marks and Spencer has strong presence on many social media sites, including Facebook, Instagram, Twitter or TikTok. The company uses social media to inform the public about newest developments. It is a very effective pre and post purchase touchpoint.

TV Advertising – Marks and Spencer uses TV advertising as en effective pre purchase touchpoint to attract new customers. A summer holiday, Christmas or a seasonal sale advert, Marks and Spencer ensures they reach to as big an audience as possible.

Word of Mouth: Marks and Spencer recognises the power and importance of the pre and post purchase touchpoint – Word of Mouth – really well and does all it takes to ensure the highest quality and consistency all the way, The M&S Way.

The Marks and Spencer Physical Store – one of the oldest and most traditional ways of shopping and purchase touchpoints. The customers have a chance to view the products, touch the fabric, check the sizes, try the clothes on and then decide on the purchase. The whole experience is physical and acts directly on the customers’ senses.

The Marks and Spencer On Line Account enables the Marks and Spencer’s customers to shop on line – a very useful and nearly pivotal purchase touchpoint in the modern world of ecommerce.

An Omni Channel – The Marks and Spencer’s customers have a chance to experience an all channel shopping experience – a very impressive modern purchase touchpoint. Marks and Spencer partners with CommerceHub - ‘one of the world’s largest commerce networks and provider of software solutions connecting supply, demand and delivery for retailers and brands globally.’ (Wright, 2023) Due to the partnership with CommerceHub, the Marks and Spencer customers can also access different brands such as Ted Baker or Superdry though the M&S platform which has helped the Company expand the assortment and attract a lot of new customers, not mentioning raising the revenue significantly. The customers definitely grow their loyalty even more, as a result. (Wright, 2023)

Post Purchase ‘Thank You’ Acknowledgements – ‘Thank you for your purchase. You have really made the right choice’ – the comments from the staff that reassure the customers of a great purchase they have made. This is a very powerful and effective post purchase touchpoint.

E-mail Marketing/ Direct Marketing: Thank You/ Up Selling/ Cross Selling E-mails – a post purchase follow up by e-mal is an effective way of keeping in touch with a loyal customer and gives an opportunity to offer and sell more products to them. Marks and Spencer uses this post purchase touchpoint on regular basis.

A Receipt – Proof of Purchase – Marks and Spencer applies a generous return item policy. A customer can return a purchased product within 35 days from the day of the purchase both in store and on line, and within 2 weeks if an item has been bought on sale on line unless stated otherwise. (Marks and Spencer, 2023)

10.2   Weaknesses of the Customer Journey Map

The following touchpoints are not working well and the reasons why.

A Product Review On Line/ A Customer’s Satisfaction Survey – the customers have a chance to comment on line on the product purchased and a post purchase experience. Although most of the time the customers’ feedbacks and satisfaction surveys are genuine, on a few occasions, due to many different reasons, they can prove false, unfair or inaccurate.

E-mail Marketing and Direct Marketing – in general this pre purchase touchpoint works well, however, the Marks and Spencer’s customers are not always informed well enough about the special offers on products and products on sale as much as they are informed about the new seasonal arrivals. In general, a customer only finds out about a particular product being on sale on line only by searching for a specific product category, only to discover, most of the time, that the product has already been sold out.

A Sparks Loyalty Card – a customer reward scheme – has been offering many privileges to the Marks and Spencer’s customers. However, this purchase touchpoint does not offer a Points System, where the customers collect points from purchases and use them for future purchases. Currently Sparks loyalty card offers discounts on personalised offers based on the customers’ shopping experiences and patterns.

Due to an ever increasing popularity and demand of the Marks and Spencer brand, there is still, despite of all the modern Artificial Intelligence introduced, often not enough Marks and Spencer’s branded stock on line, in particular, especially the most popular sizes and items on offer are being sold extremely fast. A purchase touchpoint to be re examined.

11. The Total Engagement Model

The Total Engagement Model is the model on customer satisfaction. It is a link between employees and customers. The four key strategic elements of the model include: Customer Value Proposition, Brand, Internal Culture and Customer Experience.
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The Total Engagement Model

Source: Roberts and Alpert, 2010, p.201


Strategic Element 1: Customer Value Proposition is a company’s value offered to its customers. (Roberts and Alpert, 2010)

When defining Customer Value Proposition, it is important to consider: Relevancy, Qualified Value, Differentiation and Believability. (Intelligent Marketing, 2023) 

Relevancy: Marks and Spencer has adopted the highest technology and innovative techniques to provide the best solutions and products as well as satisfy the needs of the consumers. One of many examples of the quality and innovation combined is Supima Cotton or StayNew sustainable clothing.

Qualified Value: Marks and Spencer has been offering the finest food, groceries, clothes, beauty and homeware products since 1884. The company has survived two world wars, mastered the art of entrepreneurship and customer service, and has been offering the highest quality goods. ‘M&S is the only retailer to tree ripen its British Apples, ensuring a better flavour development and a richer colour. M&S has worked with its longstanding grower to use the method on four apple varieties and seen sales increase 19%.’ (M&S 2023 Annual Report & Financial Statements, 2023, p.1)

Differentiation:  Marks and Spencer’s products has been standing out on the market since 1884. The company has a heritage and huge history of delivering highest quality to the customers. The company have been gaining loyalty and respect for nearly 140 years now. Marks and Spencer uses highest technologies and practises a sustainable approach. As Steve Rowe The Chief Executive says: ‘We must work together to help customers enjoy lower carbon lives. (...) To deliver this, we need our colleagues to understand better the carbon impact of our products and processes and we need to back our suppliers to innovate and adapt to the changing environment.’ (Marks and Spencer Sustainability Report 2022, 2022, p.3)

Believability: Marks and Spencer has been attracting its loyal customers with a long lasting tradition, heritage, trust, quality, innovation, care for the environment and flawless customer service.

Strategic Element 2: Brand is ‘what the company is and what it stands for.’ (Roberts and Alpert, 2010, p.208)

Branding, brand image and brand strategies play a significant role for Marks and Spencer. Marks and Spencer’s has a high brand recognition and a breadth of customer base. It has exceptionally high market shares. The company’s business plan is full of new commitments and innovations – a fundamental renewal.

Strategic Element 3: Internal Culture ‘reflects what goals, values and behaviours should be in place to ensure that employees can consistently provide a quality service to the customer.’ (Roberts and Alpert, 2010, p.208)

Marks and Spencer has a brilliant corporate culture, services and employees. ‘The M&S Way’ – this is how the whole business operates. Marks and Spencer offers ‘Remarksable Value, M&S quality and everyday low price.’ (Marks and Spencer, 2023) The company has long term beliefs and values. The organisational structure is centralised. A strong brand attracts best talent. Marks and Spencer’s offers niche and tailored roles as well as promotes succession planning and investment in employees’ strategy. ‘Marks & Spencer is set to create 3,400 jobs by opening ‘bigger and better’ stores across the UK’ (Webber, 2023). As Ashleigh Webber mentions in his article in Personnel Today - the professional human resource management blog – published on 16th January 2023, so very recently, stores are relocating to newer and larger sites with younger population. The plan is to create more jobs and, with £480m investment, attract more high skilled workers. (Webber, 2023)
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Marks and Spencer’s Internal Culture

Source: Marks and Spencer, 2023


Strategic Element 4: Customer Experience ‘reflects both the physical and emotional aspects of what occurs during interactions with the firm. The aim should be to deliver value in terms of the functionality, price, image or innovation aspects of a product or service.’ (Roberts and Alpert, 2010, p.208)

Marks and Spencer can take a pride in having unique customer relationships, resulting in an excellent customers’ feedback. 

Marks and Spencer’s products have preserved the highest quality at affordable price. The benefits of buying M&S’s products, comparing to the price, are balanced. With smart trustworthy slogans such as ‘M&S quality, everyday low price, price locked, bigger pack better value’ that reflect on the quality and affordability of the products as well as healthy food campaigns – ‘Eat Well’ – Marks and Spencer has remained the UK’s leading retailer. (Marks and Spencer, 2023) The brand is unique and the benefits of buying the brand outweigh the costs on many occasions. All the four features of the customer value proposition remain strong and the price is justified. To add, the innovative technology ensures well prospering security strategy as well. The synergy is created – all four strategic elements are separated, yet working together as one.

12. Recommendations

In order to improve the ‘not working’ or ‘not working so well’ pre purchase, purchase and post purchase touchpoints, it could be suggested that Marks and Spencer applies some certain changes. It could also be advised that Marks and Spencer adapts new pre purchase, purchase and post purchase touchpoints altogether.

Pre Purchase

· The Marks and Spencer’s Peer Referral Scheme could be introduced by Marks and Spencer as a pre purchase touchpoint to increase the sales. A Word of Mouth pre purchase touchpoint is definitely working, but a Peer Referral Scheme could give many more incentives to the existing customers and made them purchase even more goods, and spread more good words about the company.  

· The Marks and Spencer’s Events could be launched, which the loyal customers would be invited to as an acknowledgement. That would make them feel even more connected with the brand and make them feel a sense of belonging to the Marks and Spencer’s community/ club.

· It could be suggested that Marks and Spencer’s customers are informed a lot more about the special offers on products and products on sale, not just new seasonal arrivals, through an E-mail Marketing and Direct Marketing pre purchase touchpoint. Often a customer only finds out about a particular product being on sale on line only by searching for a specific product category, only to discover, most of the time, that the product has already been sold out.

· It could be advised that Marks and Spencer introduces Vouchers and Coupons to strengthen the customers’ loyalty and maximise the sales.

· Although Marks and Spencer has already had its own bi monthly Food Magazine, it could be suggested that the company expands the content of the magazine towards other products as well or issue a separate Clothes and Homeware Magazine. That could help the customers gain more insightful knowledge across a wider range of Marks and Spencer’s products and stay up to date on the company’s news and the launches of new products.

Purchase

· Although Sparks card – a customer reward scheme – has already been offering many privileges to the Marks and Spencer’s customers, it could be argued that the introduction of a Points System, where the customers collect points from purchases, rather than discounts on personalised offers based on the customers’ shopping experiences and patterns, could increase the company’s sales. 

· Marks and Spencer partners with CommerceHub and the Marks and Spencer’s customers can have an all channel shopping experience because of that, which is a major technological and ecommerce breakthrough as well as a significant purchase touchpoint. The customers can access other brands through the M&S platform too, which gives them the access to a much wider variety of retail products on line. 

Marks and Spencer also uses Flooid platform to offer store Point of Sale to meet the customers’ demands and inventory and stock challenges.

However, it can also be noticed that due to an ever increasing popularity and demand of the Marks and Spencer brand, there is often, despite of all the modern Artificial Intelligence introduced, not enough Marks and Spencer’s branded stock on line, in particular, especially the most popular sizes and items on offer are being sold out extremely fast. It could be suggested that Marks and Spencer monitors the data and re stocks much more often and quicker to meet the continuously growing demands of their customers. 

· It could be advised that Marks and Spencer introduces Product Catalogues, both on line and off line, to help the customers find a specific product they are searching for quicker. It could be a helpful purchase touchpoint, especially for the elderly customers, who are often not as good with technology. 

Post Purchase

· It could be suggested that Marks and Spencer develops and applies really advanced filters to check the reliability and credibility of the suspicious looking and incorrect on line customers’ reviews and product satisfaction surveys and verify the source origin.

· Although Marks and Spencer’s customers can comment on the company’s products, write reviews or take part in surveys on M&S’s products on M&S’s website or other M&S’s social media sites, the M&S’s customers lack an on line community. If such an on line community existed, the loyal M&S’s customers could interact with one another, exchange M&S’s products among themselves, including second hand products. They would feel an even bigger sense of belonging and association with the brand.

13. Conclusion

To sum up, the report has detailed a number of possible new on line and off line promotional strategies for Marks and Spencer as well as presented possible recommendations for the new and existing touchpoints for the company. 

After a critical analysis, it can be concluded that the amount of touchpoints working well for Marks and Spencer outweighs the amount of touchpoints not working well for the company and that is in the pre purchase, purchase and post purchase stage. 

The findings in the report present that Marks and Spencer’s products have undoubtedly preserved the highest quality and at affordable price. The brand is unique and the benefits of buying the Marks and Spencer’s products outweigh the costs on many occasions. With new innovative strategies and plans in place the future is looking bright for the company for the years to come.
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