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[bookmark: _Toc152461555]Introduction 
The branding and marketing initiatives of any firm rely heavily on clear and concise communication. As the intermediary between the company and its target demographic, it is essential to create impressions, solidify brand loyalty, and strengthen connections with consumers. To stand out in today's crowded market and win over customers who are inundated with options, brands need to communicate in a way that is both easy to understand and captivating (Chinomona, 2016). Ads, social media, and public relations are all part of a brand's communication strategy. A well-executed plan will guarantee that the message reaches its intended consumers, stays true to the brand's principles, and drives the marketing goals.
[bookmark: _Toc142662603][bookmark: _Toc143254903][bookmark: _Toc152461556]Background of the company  
Barclays PLC has been around since 1690 and is a British international bank and provider of financial services. One of the world's biggest banks, it runs out of its London headquarters. Retail, commercial, investment, and wealth management are just a few of Barclays' well-known service offerings. The bank serves millions of consumers and companies across 40 countries, demonstrating its substantial global footprint (Clare, 2018). In response to the ever-changing demands of the global economy, Barclays has risen to the top of the financial industry, earning a reputation for innovation and exceptional customer service.
[bookmark: _Toc142662604][bookmark: _Toc143254904][bookmark: _Toc152461557]Mission and Vision Statement of Barclays Plc 
Barclays PLC's mission is to deliver sustainable returns for its shareholders by being a transatlantic consumer, corporate, and investment bank (Kitema, 2021).
Its vision focuses on setting the standard for universal banking in the way it works, advocates for customers and clients, and delivers innovative financial solutions across global markets (Kitema, 2021).
[bookmark: _Toc143254905][bookmark: _Toc152461558][bookmark: _Toc142662605]Communication 
The term "communication" refers to the act of conveying thoughts, emotions, and information from one person or group to another. Speech, writing, visuals, and non-verbal cues are all viable options for doing this and when anyone wants their message to be understood and accepted the way they want it to be, they need to make sure that they communicate it clearly and efficiently (Voorveld, 2019). Whether in a personal or professional context, it is essential for human contact because of the function it plays in promoting understanding, cooperation, and connection.
[bookmark: _Toc142662606][bookmark: _Toc143254906][bookmark: _Toc152461559]Communication model: Claude Shannon and Waren Weaver’s macro model 
Claude Shannon and Warren Weaver's communication model, also known as the Shannon-Weaver model, is a mathematical theory of communication that was originally designed to improve technical communication but has since been applied broadly across various fields of study. This model breaks down the process of communication into several components:
Information Source: The origin of the information or message that is to be communicated.
Transmitter: The entity that takes the information and converts it into a signal for transmission through a channel. In the context of technology, this could be a device or software; in human communication, this could be the act of speaking or writing (Chandler, 2021).
Channel: The medium through which the signal is transmitted. This could be a physical medium like air or cable in the case of spoken or written communication, or it could be digital in the case of online communication.
Noise Source: Any external interference that can distort or change the signal during transmission. In technical terms, this could be literal noise, but in terms of human communication, it could also be anything that distorts the intended message, such as language barriers or misunderstandings (Chandler, 2021).
Receiver: The entity that takes the incoming signal from the channel and converts it back into a message. In technology, this could be a computer or phone and in human terms it could be the listener or reader.
Destination: The intended recipient of the message, receives the information from the receiver.
This model also includes the concept of feedback, which is the response from the destination back to the source, thus making communication a two-way process. Shannon and Weaver's model has been foundational in communication theory because it provides a framework for understanding the complexity of communication processes and the potential for miscommunication due to noise and other factors (Chandler, 2021). It emphasizes the importance of a clear channel and minimal noise for effective communication.
[bookmark: _Toc142662607][bookmark: _Toc143254907][bookmark: _Toc152461560]
Integrated Marketing Communications 
Integrated Marketing Communications (IMC) is a strategic approach that unifies all aspects of marketing communication such as advertising, sales promotion, public relations, direct marketing, and social media. This synergy ensures the consistency of the message and the complementary use of media (Kushwaha et al., 2020). IMC is designed to ensure that all marketing tools are cohesively employed to communicate a brand's message effectively to the target audience, leading to a unified branding effort that maximizes the impact on consumers and other end-users.
[bookmark: _Toc142662608][bookmark: _Toc143254908][bookmark: _Toc152461561]Phases of Integrated Marketing Communications 
Situation Analysis: The first phase involves a thorough analysis of the market conditions, including understanding the customer base, competition, and the overall environment in which the brand operates (Das, 2021). This situational analysis helps in identifying the strengths, weaknesses, opportunities, and threats (SWOT) and forms a bedrock for strategic planning.
Planning and Strategy Development: Based on insights gained from the situation analysis, the next phase is to develop a marketing communications plan. This strategy outlines the key messaging, target audience, communication objectives, and the channels that will be used to reach the audience (Das, 2021). It involves setting clear, measurable goals and aligning the marketing communication strategies with the overall business objectives.
Determining the Target Audience: A key element of IMC is identifying the specific demographics, psychographics, and behaviors of the consumer groups that the campaign intends to reach. This step is crucial for tailoring messages that resonate with the audience and determining the best channels to use.
Developing the Marketing Communications Program: This phase involves the selection of communication tools and channels, such as advertising, public relations, direct marketing, digital marketing, sales promotions, and personal selling (Šerić et al., 2020). The choice depends on the product, market, and the goals established in the planning phase. Each tool is chosen for its ability to contribute to a coherent brand narrative.
Execution: The strategic plan is put into action in this phase. It includes the creation and dissemination of promotional materials across selected channels. The execution must be coordinated to ensure that all messaging is consistent and reflects the brand's identity and values.
Evaluation and Control: After the execution, it's critical to monitor and measure the performance of the IMC efforts against the set objectives. This may involve tracking sales figures, brand awareness, customer responses, and overall engagement (Šerić et al., 2020). Feedback mechanisms should be in place to capture the audience's reaction for future improvement.
Feedback and Adjustment: Based on the evaluation, adjustments are made to optimize the communication strategy (Šerić et al., 2020). This phase ensures that the IMC program remains dynamic and responsive to market changes and consumer feedback.
[bookmark: _Toc142662609][bookmark: _Toc143254909][bookmark: _Toc152461562]Benefits of Integrated Marketing Communications 
Brand awareness and loyalty are both boosted by the constant reinforcement of the brand message in all consumer interactions made possible by this kind of marketing. Improving the entire company image and facilitating a more effective market presence are two goals of integrated marketing communications (IMC). Because it streamlines the process and avoids repeating messages, this unified strategy helps keep marketing costs down. Additionally, IMC promotes a cooperative work atmosphere by coordinating all departments toward shared communication objectives, which simplifies internal operations (Šerić et al., 2020). Furthermore, it enables a more tailored method of engaging customers, which enhances customer connections and boosts response rates. At long last, IMC makes it easier to measure the success of marketing efforts, which in turn allows for more informed choices that can boost ROI by honing marketing tactics.
[bookmark: _Toc142662610][bookmark: _Toc143254910][bookmark: _Toc152461563]Promotional Strategies that Barclays Plc to raise brand awareness 
Digital Storytelling Campaigns: With the use of digital media, Barclays may share inspiring tales that speak to the ideals of their target demographic. The bank may make a stronger emotional connection with its audience by producing narrative-driven content that shows how the bank has contributed to its clients' success stories (Yu and Yuan, 2019).
Financial Literacy Programs: Building programs to increase people's understanding of personal finance may establish Barclays as a frontrunner in the field of education. The brand's exposure and perceived worth may be enhanced by providing clients with interactive tools, online courses, and webinars that teach them how to better manage their money (Yu and Yuan, 2019).
Collaborative Tech Innovations: Barclays may demonstrate its progressive nature by teaming up with fintech companies to provide new financial solutions. This includes technology that improves cybersecurity, applications that streamline banking, and tools that assist with investing choices.
Personalized Banking Experiences: Barclays can provide clients with tailored banking experiences by using data analytics. A boost in engagement and loyalty to the brand may be achieved via personalized financial advice and suggestions for products.
Community Engagement: Brand awareness and social responsibility may be enhanced by participation in community events and sponsorship of local activities (Ansari et al., 2019). Barclays can take part in endeavors that are in line with local principles and help advance society.
Influencer Partnerships: To reach more people in Barclays' target demographic, the brand may team up with influential people in that group. By praising Barclays' services, these influential people may increase the bank's reputation and bring in new customers.
Interactive Social Media Campaigns: Raising awareness of a brand is as simple as launching an interactive campaign on social media (Ansari et al., 2019). Challenges, surveys, or live Q&A sessions are some examples of what may be used to get people involved in sharing material.
Augmented Reality (AR) Experiences: Using augmented reality (AR) in marketing may provide a one-of-a-kind experience, such as interactive financial planning tools or virtual tours of potential real estate investments.
Eco-conscious Initiatives: Barclays can win over eco-sensitive customers and strengthen their loyalty to the company by emphasizing its green financial solutions and environmentally conscientious business practices.
Gamification of Banking: Barclays may attract a younger audience by including gamification components into their banking experience, such as savings incentives or financial challenges.
Event Sponsorship and Networking: As a leading financial services provider, Barclays can attract new customers and partners by supporting industry events and conferences that focus on innovation, technology, and finance.
Barclays PLC may establish itself as a forward-thinking, socially conscious, and genuinely concerned financial institution by adopting these practices, which will boost its reputation and attract more consumers. Barclays can maximize the impact of each of these initiatives for the brand by measuring their efficacy and optimizing them over time.
[bookmark: _Toc142662611][bookmark: _Toc143254911][bookmark: _Toc152461564]Branding and Brand Equity 
Branding is establishing a distinct identity for a product or service in the eyes of consumers, usually via the use of consistent theme messaging across several forms of advertising. Branding is the methodical and deliberate use of visual components such as logos, color palettes, and a unified voice to communicate the personality, mission, and core values of a business (Hunt, 2019). The goal of branding is to create a distinct identity for a business or product, set it apart from similar offerings in the market, and encourage customers to stick with it.
Brand equity is the value that a product or service gets from how consumers perceive its name, as opposed to the product or service itself. High levels of brand identification and positive, powerful, and distinctive connections held by customers are the building blocks of positive brand equity (Hunt, 2019). The capacity to charge higher pricing, reduced marketing expenses, and devoted customers are all examples of competitive advantages that may emerge from this since brand equity's worth is not based on anything concrete or measurable, but on how much of a positive impression customers have of the brand and the business as a whole, it falls under the category of intangible assets.
[bookmark: _Toc142662612][bookmark: _Toc143254912][bookmark: _Toc152461565]Aaker’s Brand Equity Model with Barclays Plc 
Loyalty, awareness, perceived quality, associations, and other proprietary assets are the five pillars that makeup Aaker's Brand Equity Model, which is often called the Brand Equity Ten. 
Relating Aaker’s model to Barclays Plc:
Brand Loyalty: Customers who consistently choose Barclays' services instead of those of rivals have a strong commitment to the brand. Since it is cheaper to hold on to current consumers than to get new ones, this cuts down on marketing expenses. A steady flow of income and enthusiastic brand advocates are two ways in which Barclays' loyal customers help the company succeed.
Brand Awareness: Barclays is well-known since it is one of the world's oldest banks. With its large market presence and high level of visibility, Barclays has become a trusted choice in the financial industry, attracting new consumers and ensuring continued success.
Perceived Quality: Barclays' long history, extensive service offerings, and stellar performance are the building blocks of its outstanding reputation. Customers' impressions of Barclays' quality enable the company to charge premium rates.
Brand Associations: Barclays is known for its dependability, rich history, and global presence. By tying the brand to admirable qualities and principles, sponsorships and corporate social responsibility programs strengthen these relationships.
Other Proprietary Assets: All of Barclays' intellectual property, including trademarks and patents, falls under this category. An example of a private asset is the eagle logo and the tagline "Barclays - It's our business to know your business," which help to distinguish the bank from its competitors.
[image: Aaker Brand Equity Model -]
Figure 1: Aaker’s Brand Equity Model
Source: (marketing360.in, 2021)
[bookmark: _Toc142662613][bookmark: _Toc143254913][bookmark: _Toc152461566]Advantages 
Aaker's Brand Equity model has several benefits, one of which is a thorough framework for managing and evaluating a brand's strategic components and market position. The relationship between value, brand loyalty, brand recognition, perceived quality, associations, and proprietary assets may be better grasped with its guidance (Tasci, 2021).
[bookmark: _Toc142662614][bookmark: _Toc143254914][bookmark: _Toc152461567]Disadvantages 
The main drawback of the model is that it is qualitative, which makes it hard to test and compare these aspects precisely. Furthermore, it fails to take into consideration the digital landscape of contemporary marketing, where social media and online interactions play a major role in shaping how consumers see and value brands (Tasci, 2021).
[bookmark: _Toc142662615][bookmark: _Toc143254918][bookmark: _Toc152461571]Customer Journey and Customer Touchpoints for Barclays Plc 
From the moment a consumer becomes aware of a brand until the last encounter after a purchase, it is all part of the customer journey. Consumers' first exposure to a product or brand, whether via paid advertisements or personal recommendations, is the first step. Until customers make a purchase, the trip is ongoing as they research and weigh their alternatives. Everything that happens after a client makes a purchase, from interacting with the brand via customer care to actually utilizing the goods or service, is part of the journey (Kokins et al., 2021). To optimize touchpoints, improve client experiences, and cultivate loyalty, firms must have a deep understanding of this path.
[bookmark: _Toc152461572]Customer Touchpoints
Before a Purchase: Prospective Barclays consumers may engage with the brand via a variety of channels before making a purchase, including internet and television advertisements, social media postings and articles, word-of-mouth recommendations, and community events. They may interact with the bank in other ways, such as by attending financial seminars, webinars, or meeting with advisers one-on-one. Previews of Barclays's website and mobile app provide potential customers a taste of the services on offer, while reviews and testimonials from satisfied customers lend credence to the brand.
During a Purchase: During the purchasing process, there is a change towards more personal encounters at touchpoints. Customers may interact with the bank in several ways, including via the website, mobile applications, or in-person branch visits. Customers may interact with digital tools available in the branch, have alternatives discussed with customer care agents, or utilize the intuitive interfaces of Barclays' digital assets. At this point in the buying process, it is essential to have open lines of communication and get some help.
After a Purchase: A few examples of touchpoints that occur after purchase include app alerts, online banking, support calls, surveys, and follow-up emails. As part of its aftercare services, Barclays may assist clients with account management, provide financial advice, resolve service difficulties, and update them on account changes or new products. Improve the post-purchase experience with loyalty programs and personalized marketing campaigns to encourage long-term client retention and advocacy. 
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Customer Journey Map for Barclay’s Plc :-
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Figure 3: Customer Journey Map of Barclays Plc
[bookmark: _Toc143254919][bookmark: _Toc152461574]Critical evaluation of the Customer Journey map of Barclays Plc
A client's journey with Barclays PLC is shown in the bank's customer journey map. Customers learn about new offerings via many channels, including the website, the contact center, and emails, once they are already customers. As part of the exploration process, one may look into existing services and perhaps give some of them a try. New services are subsequently purchased while using the service, the client may see all of the costs and details. The bonding phase concludes with a glowing review from the happy client. The customer's journey with Barclays is shown by the map, which shows a series of encounters across several platforms, beginning with brand awareness and ending with a strong connection to the brand.
[bookmark: _Toc142662619][bookmark: _Toc143254920][bookmark: _Toc152461575]Total Engagement Model: Barclays Plc  
The Total Engagement Model is a holistic approach to understanding and improving customer interaction with a company (Batidzirai et al., 2021). It encompasses all points of contact where a customer connects with a brand, aiming to create a consistent and cohesive experience that drives loyalty and advocacy.
Applying this to Barclays PLC, the model would involve a comprehensive look at every stage of the customer journey, from awareness to post-purchase behavior, and beyond. Barclays would ensure that whether a customer is using online banking, visiting a branch, calling customer service, or receiving marketing communications, the experience is uniformly excellent, reinforcing the bank’s values and brand promise.
This model includes the integration of feedback mechanisms where customer opinions can influence Barclays' business strategies. Social media engagement, personalized communication, and customer service excellence are all part of this as the aim is to not just satisfy customers momentarily but to engage them continuously, creating a community of brand advocates.
For Barclays, this would mean aligning their financial products, services, and customer service protocols to ensure that customers feel valued and understood. By consistently delivering on its brand promise and exceeding customer expectations, Barclays can foster a strong emotional connection with its customers, leading to increased customer lifetime value and reduced churn. Total engagement is about creating a living relationship between Barclays and its customers, one that evolves and strengthens over time.
[bookmark: _Toc142662620][bookmark: _Toc143254921][bookmark: _Toc152461576]Recommendations 
If Barclays PLC wants to keep up with its customers' ever-changing expectations, it has to keep pouring money into digital innovation that improves its online and mobile banking experiences. Improving client happiness and retention may be achieved by using data analytics to personalize services and forecast their requirements. To attract clients with strong moral convictions, Barclays should step up its environmental efforts and community involvement to boost its corporate social responsibility brand. Educating consumers about digital safety and bolstering cybersecurity safeguards may go a long way toward establishing confidence. And lastly, to keep up with the ever-shifting financial industry, Barclays would do well to provide more flexible financial solutions aimed at the gig economy and younger generations.
[bookmark: _Toc142662621][bookmark: _Toc143254922][bookmark: _Toc152461577]Conclusion
The data shows that although Barclays PLC is well-established when it comes to client interaction, there is space for improvement when it comes to adjusting to the digital-first environment. Modern consumers' demands may be better met by Barclays if the bank adopts customization via data analytics and works to improve online user experiences. To keep consumers' faith, it is essential to improve cybersecurity and spread awareness about online safety. Also, as the trend towards ethical business practices among consumers continues to rise, Barclays will be in line with it by increasing its community involvement and sustainable practices. To maintain its relevance and competitiveness, Barclays will provide flexible financial products that are custom-made for the gig economy and younger people. In sum, Barclays can secure its future and keep its dominant position in the worldwide financial services market by maintaining a culture of constant innovation and adaptation.
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