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[bookmark: _Toc29058141]Introduction: 
In recent days the globalization of digital technologies has brought many opportunities and benefits for the marketers to replace the way of communication with the customers. In order to enhance the customer satisfaction in recent days, the marketing team members of the multinational firms have more focused on customer touch points rather than focusing upon the end to end journey of the customers. However, from touch point analysis to purchasing is the entire journey through which the organization can deliver and create value for the customers to enhance their experiences for long term basis. Most of the organizations in recent days are facing a number of challenges including rapid changing of the business environment, globalization, and rapid digitalization, increasing competitions, brand awareness and rising expectations of the customers (Aichner and Gruber, 2017). Therefore, effective marketing strategies are very important through which the marketing team can attract the targeted customers with appropriate strategies and value proposition. This particular report mainly highlights the different ways through which the organization can create innovative marketing strategies for raising brand awareness and increasing customer’s engagement for long term basis. This report also emphasizes upon the theories and models associated with the customer engagement to ensure end to end journey. This report also focuses upon the problems faced by the fashion retail organizations to enhance customer’s end to end journey and importance of developing innovative marketing strategies through different communication channels to meet the expectations of customers and stakeholders. For successfully analyzing this report, the British multinational fashion brand Next Plc has been chosen. 
[bookmark: _Toc29058142]Analyzing the ways through which the organization can create innovative marketing strategies for raising awareness of the brand through variety of communication channels: 
In order to improve the interactions with customers, the marketing team should understand the concept of touch point. According to Haug and Berghaus, (2017) the touch point is referred as the interactions that might influence the ways of consumer feels towards the brand, product, service or business. In touch Point, there might be physical interaction between the consumers and marketing team of the organizations. On the other hand through the help of different effective and efficient channels including online, media advertising, mailing or physical interactions, the organization also can successfully interact with the customers for long term basis. It is very important for the marketing team of the organizations to understand touch points through which the interactions with the customers can be enhanced. In addition, the places of touch points of the customers are also should be taken into considered to develop appropriate marketing strategies through which the organization enhances long term relationships with the customers. 
By understanding of the touch points, the marketing team members can improve the interactions to deliver quality value for the customers for long term basis. With the help of touch point analysis, the designer can develop the interactions and also can understand driving forces of interactions and places of interactions with the customers (Arrigo, 2018). The wide range of customers are mainly influenced by a number of touch points which are social media, testimonials, reviews and ratings, word of mouth, marketing, community involvement and advertising. The major factors that mainly drive the expectations of the customers from the customer touch points are appropriateness of information, relevant, meaningful and endearing interactions. These are the most important factors that mainly enhance the customer interactions through different touch points. The marketing team of the Next Plc should consider such things associated with the customer touch points to increase long term relationships with the customers. 
[bookmark: _Toc29058143]Problems faced by the organization to enhance customer’s end to end journey: 
From the given case scenario it has been observed that understanding of the customer touch point not only helps to interact with the customers but the organization also should understand the end to end journey of the customers. However in order to improve the customer satisfaction, the fashion retail organizations like Next Plc mainly focuses upon the touch points rather than focusing on end to end journeys of the customers due to some problems. The different problems that are faced by the Next Plc in increasing experience of the customers through end to end journey are as summarized below; 
Rapid changing expectations of the customers: 
This is one of the significant challenges faced by the most of the fashion retail organizations to meet the needs and expectations of the customers. With the increasing globalization, the lifestyles of the customers of UK have been changing rapidly that reflects on tastes, preferences and choices of the customers. The growth of technologies also has effectively influenced the choice, preference and tastes of the customers (Bruhn and Schnebelen, 2017). For example, the reviews of the products in social media may change the perception of the customers. Therefore, most of the fashion retail organizations in recent times are facing challenges in meeting the expectations of the customers. 
Increasing growth of digitalization: 
The increasing growth of digital technologies also has influenced the customers to purchase product from the particular ecommerce websites that provide reliability and consistence supports to the customers (Ieva and Ziliani, 2018). Therefore, the high end physical fashion retail stores are facing problems to analyze the customer touch points which impact on long term interactions with the customers. 
Increasing competitions in the fashion industry market: 
The fashion retail market of UK is highly competitive with some world class high end fashion retail brands such as Marks and Spencer, Zara, Primark etc. Each and every fashion retail brand has their uniqueness in delivering quality fashion retail products for different target audiences. In the current competitive market, the marketing team members of Next Plc may face challenge to identify the customer touch points to meet the expectations, needs and requirements of the particular customers. 
Increasing brand awareness:  
With the increasing number of competitions, each and every high end fashion retail store want to become the leader in the competitive market. This has increased the brand awareness among the customers (Surriadi, Raharja and Hendriyani, 2019). The increasing brand awareness also has been creating challenges for the high end fashion retail organizations like Next Plc to understand the touch points to maintain long term interactions with the customers. 
Rapid changing of the business environment: 
This is one of the most significant factors of recent days that mainly create challenge for the high end fashion retail organizations to meet the needs and expectations of the customers. After Brexit vote in 2016, the fashion retail market of UK is highly influenced by the political instability that reflects on rapid changing of the business environment (Mosquera, Pascual and Murillo, 2019). In the changing business environment, it is not possible for the marketing team of high end fashion retail organizations to analyze the end to end journey of the customers to enhance their expectations. 
Managing information of the customers: 
In order to meet the ever changing needs and demands of the customers, it is very important for the organization to assess the information of the customers regarding their preferences, choices and tastes. However due to number of data and information, it is not possible for the organization to manage the customer’s information that impacts on identifying the end to end journey of the customers.   
[bookmark: _Toc29058144]Implementing the innovative marketing strategies for raising awareness of the brand: 
In order to effectively manage the customer’s end to end journey, it is very important to develop innovative marketing strategies through which the brand awareness among the customers can be increased. The innovative marketing strategies also can increase customer engagement that reflects in developing growth and long term sustainability of the organization. The fast fashion retail stores like Next Plc should adopt both the offline and online marketing strategies to raise brand awareness among the customers. Therefore, the different ways of innovative marketing strategies and its importance for rising brand awareness of the customers of Next Plc are as summarized below; 
Offline marketing strategies: 
The offline marketing strategies have been recognizing as the effective marketing strategy through which the organization can raise their brand awareness with innovative ways. The promotions of the products through advertising strategy, print media advertising, hoarding, direct selling etc are the major offline marketing strategies through which the marketing manager of the Next plc can increase their brand awareness among the potential customers. According to the current marketing report of Next Plc it is observed that in recent days, the organization has introduced a number of innovative offline marketing strategies such as trunk shows, pop in shop, trade shows, window displays and pop up shop etc (Lemon and Verhoef, 2016). The trunk shows is one of the significant offline marketing strategies through which the marketing team of Next Plc can arrange an event where the customers can directly contact with marketing teams regarding the product or services. Through the help of trunk shows, the organization also can meet one to one customer to identify their reviews about the product or services.   The trunk shows are referred as the low cost offline marketing strategies through which the brand awareness of the Next Plc can be enhanced. The pop-in shop is another important type of offline marketing strategy through which the fast fashion retail stores like Next Plc can decorate the inside of physical store like store within a store. This is the most modern and innovative concepts of offline marketing strategies that need to be adopted by the marketing team of Next Plc to increase awareness of the brand among the potential customers. The trade shows and window displays are other important innovative offline marketing strategies through which the marketing team of the Next Plc can increase the brand awareness among the potential customers. 
Online marketing strategies: 
The global advancement of internet technology and social media marketing has effectively replaced the ways of marketing through different online channels. The marketing team of Next Plc also has adopted different online marketing strategies to increase their brand awareness among the potential customers. The different ways of online marketing strategies for Next Plc are as summarized below; 
Direct messaging/ email marketing: 
The direct mail or email marketing is one of the important online marketing strategies through which the marketing team of the Next Plc can share the promotional messages with the potential customers to increase their brand awareness (Manser Payne, Peltier and Barger, 2017). After identifying the personal attitudes, needs, perceptions and trends, the marketing manager of Next Plc can potentially target the customers to deliver personalized experiences. 
Social media marketing: 
The social media marketing also has been introduced as the significant online marketing strategies through which the marketing team of the organization can share a number of promotional messages with the potential customers. The Next Plc has strong dedicated team for promoting their products or services through social media marketing strategies such as Facebook, Twitter, YouTube, Google+ etc. The reviews and posts shared by the customers enable the organization to promote their products or services for the potential customers. 
Content marketing: 
The content marketing also has become a significant concept of marketing through which the marketing team of Next Plc can promote their products or services for the customers. The content marketing strategies can be developed through blogs, articles, white papers, online videos and eBooks. The attractive contents in the articles, blogs and online videos cam help to increase the brand awareness among the potential customers. 
Developing personalized experiences: 
Through the help of developing personalized experiences through email, the high end fashion retail brands like Next Plc can increase their awareness with the targeted customers. Developing personalized experiences through email is one of the important marketing strategies through which the organization can target the particular customers to increase their engagement with the brand (Blázquez, 2014). By developing personalized experiences, the marketing team of the Next Plc can avoid such problems of enhancing end to end journey of the customers. 
Running ads on the social media platforms: 
In recent days, the advancement of social media platforms has changed the ways of marketing strategies to attract the customers. The paid or non paid ads in the social media networks can be considered as another significant marketing strategy through which the marketing team of Next Plc can enhance their engagement by raising brand awareness for the customers. The running ads in the social media network can attract the particular customers which can increase the chance of interactions with the customers (Hollensen, 2010). 
Offering referral rewards: 
Referral rewards is another important marketing strategy that also can be used by the marketing teams of Next Plc to increase their brand awareness among the customers. By exchanging promotion, the organization can offer additional incentives to the particular user which can be helpful to enhance brand awareness among the customers. 

[bookmark: _Toc29058145]Communication channels to manage and evaluate customer journey to ensure expectations of the current and future of the stakeholders: 
An effective communication channel is very important to successfully manage and evaluate the entire customer journey to ensure expectations of the current and future of the stakeholders. With the development of different digital technologies and tools, the ways of interactions with the customers have been changed. By analyzing the consumer demographics, perceptions, tastes and trends, the fashion retail organizations like Next Plc can interact with the customers through different channels. This can help to measure the customer journey which reflects on meeting the needs and expectations of the stakeholders for long term basis. As opined by Ieva and Ziliani, (2017) the channel is referred as the medium of interaction through which the organization can interact with the customers. Most of the fashion retail organizations in UK use two different types of channels which are bidirectional channels and unidirectional channels for successfully managing and evaluating the consumer journey. 
· Bidirectional channels:  The bidirectional channel implies the two way interactions between the organization and the customers. The major bidirectional channels used by the organizations are traditional one to one channel and digital channel. Through the help of one to one channel, the customers of Next Plc can directly contact with the representative by telephone or browsing the physical stores. This can help to manage the end to end journey of the customers and also help to meet the expectations of the customers as well as stakeholders for long term basis (Goworek & et al., 2012). On the other hand, the major digital channels are mobile, websites, text messaging, tablet apps, social media, email and live chats. These digital channels are mainly accessed through different computing devices such as computers, Smartphone, smart watches and tablets (Lee and Xu, 2018). The marketing team members of Next Plc mainly uses these digital channels evaluate the journey of the consumers to meet their expectations and needs for long term basis. By analyzing the consumer preferences through different data analytics tools and techniques, the Next Plc can deliver quality of fashionable products for the end users to maintain long term relationships with them. 
· Unidirectional channels: The unidirectional channel cannot immediately interact with the consumers or organization because this implies to one way communication between consumer and organization or vice versa (Nyberg and Soini, 2017). The TV advertisements, print, postal mail and packaging are some of the examples of unidirectional channels through which the organization like Next Plc can evaluate the consumer journey to meet the current and future expectations of the customers and stakeholders. 
However, different devices support different types of interaction channels to increase customer engagement. For example, mobile phone supports SMS, mobile website, mobile app, social media, telephone and live web chat. However, the different ways of communication channels used by the Next Plc to meet expectations of the current and future stakeholders are as summarized below; 
Live Chat: 
Live chat is the modern application base support service that enables the modern customers to connect with the live representative on demands to meet their queries and expectations instantly. The live chat can reduce the operational costs of the organization (Sharma, Sahni and Satija, 2017). The marketing representative of Next Plc can implement such as live chat to increase customer engagement with the fashionable products or services. 
Ticketing: 
Ticketing is another important platform that enables the organization to receive request from the user through email or chat (Surriadi, Raharja and Hendriyani, 2019). Through the help of ticketing platform, the marketing team of the Next Plc can solve the complex queries of the customers. This particular service also includes the email based marketing supports for the customers. 
Social media: 
The social media is another customer engagement channel through which the marketing team can solve a number of customer issues through online. The Next Plc also can use the online social media support to meet the expectations of the stakeholders for current and future. 
 On the other hand, chat bots, smart watches app, SMS and email also can help the organization to manage end to end expectations of the customers.  The marketing team of the Next Plc mainly uses a number of touch points to increase the customer interactions that would be beneficial for maintaining long term relationships with the customers and stakeholders. 
[bookmark: _Toc29058146]Theories and models associated with the customer’s engagement to ensure end to end journey: 
Customer engagement is one of the core parts of managing end to end journey of the customers for long term basis. Through the help of engaging customers, the organization can deliver core value to the particular customers. With the help of effective customer engagement model, the organization can establish strong communication network with the customers. Both the online and offline interactions are used by the fashion retail organizations to manage and control the customer engagement with the organization (Nyberg and Soini, 2017). The customer engagement model is one of the important models through which the organization can develop innovative ideas to deliver quality of products or services for the customers. The marketing team of the Next Plc can use this particular model to increase customer interactions and delivering quality fashionable products for the end users. The major factors associated with the customer engagement model that could be implemented for the customers of Next Plc are as summarized below; 
Total engagement model: 
The total engagement model is the important models for managing consumer engagement for long term basis. The total engagement model comprises of five major factors or elements that mainly influences the consumers to interact with the organizations (Wymer, 2011). As per this particular model, the five strategic elements should be designed effectively to increase the customer enhancement. In relation to Next Plc to increase customer engagement to ensure end to end journey the factors are described below; 
Customers: The customers play the key role in the total engagement model. In order to improve engagement to maintain long term customer satisfaction, the Next Plc should deliver quality of fashionable products including apparel, bags, watches, beauty products and other fashionable products. The value added services should be designed in such manner so that it could influence the customers. 
                    [image: ]
Fig: Total Engagment Model
(Source: France, Merrilees and Miller, 2016; pp. 125)
Brand: From the analysis of the fashion retail industry market of UK it is evident that Next Plc is one of the leading fashion retail brands that offer a number of quality fashionable products for the customers (Vivek, Beatty and Morgan, 2012). The Next Plc has developed a number of brand advertising strategies to create innovative ideas for engaging customers for long term basis. 
Brand promise: The brand promise is another core driver which also increases the customer engagement with the particular brand. The Next Plc has developed different brand promising strategies to meet the current needs and demands of the customers and stakeholders (France, Merrilees and Miller, 2016). Through the help of brand promise factor, the Next Plc can deliver appropriate fashionable products to the target customers. 
Organizational culture: The effective organizational culture also can be regarded as an important driver to increase customer engagement for long term basis. Within fashionable retail stores, the internal culture of the stores strongly influences the customer engagement (Sashi, 2012). The internal behaviors of the staffs also influence the engagement of the customers with the organization for long term basis. However, the behaviors of the internal staffs of Next Plc are very polite with customers which may drive the customer engagement with the organization. 
Service: The customer service is the fifth core elements of customer engagement model which also may influence the customer engagement with the organization (Fam & et al., 2011). The Next Plc provides a lot of support services for the customers regarding queries, complains and feedbacks. This may influence the customers to maintain long term relationships with the organization. 
[bookmark: _Toc29058147]Conclusion: 
From the entire report it is evident that the organizations should develop effective marketing strategies for increasing brand awareness and managing consumer journey with the help of variety of communication channels. The entire report has successfully evaluated the different ways through which the Next Plc can manage customer journey by considering the current issues using different communication channels. This report also has successfully analyzed the different models and theories of communication channels to enhance customer journey by meeting the expectations of stakeholders and customers at Next Plc. 
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