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Introduction
The customer’s end-to-end journey is important as it provides companies with valuable insights into how customers interact with their brand. By understanding this journey, businesses can identify areas of improvement to better meet the needs of their customers. Companies can use this information to develop new products and services, enhance customer service, and improve marketing strategies.
Marks and Spencer is a British retailer, renowned for its quality clothing, food, and homeware products, which has been operating for over last many years. In recent years, the company has been looking to create new and innovative marketing strategies to raise awareness of the brand. This report will discuss how Marks and Spencer can create innovative marketing strategies to retain and attract customers, evaluate the customer journey map and communication channels.
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Definition of Communication
Communication is a two-way process involving the following factors: a sender, a message, a medium, a channel, a receiver a response and feedback. 
(Though, this is not enough to have only these factors; there need to have co-ordination and understanding as well .)








Communication Model
Communication is a process of exchanging emotions, ideas, information, ideas, thoughts, feelings, and through writing, speech, or behaviour (Kacharava and Kemertelidze, 2017). The purpose of communication is to convey a message, usually with the intention of causing a reaction or a change in attitude or behavior. Communication can be verbal, nonverbal, written, or visual. 
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A communication model is a conceptual tool used to describe the process of communication between two or more people. It can be used to explain how messages are sent, received, and interpreted. A basic model of communication consists of five components: sender, receiver, message, medium, and feedback.
The sender is the person who is initiates the process of communication (Lunenburg, 2010). They create a message, which is the content they are trying to convey. This message is sent through a medium, which can be verbal (speech), written (text), or nonverbal (gestures). The receiver is the person who is receiving the message. They interpret the message and provide feedback to the sender, which can be verbal or nonverbal.
The model is helpful for understanding how communication works and for identifying potential breakdowns in communication. At the core of Marks and Spencer's communication model is customer-centricity. This means that the company focuses on understanding the needs of its customers and then tailoring its communication strategies to meet those needs. It also uses customer feedback to inform its strategy and to ensure that it is providing a good customer experience.
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 IMC (Integrated marketing communications) is an approach to creating a satisfied and unified experience of brand for consumers across multiple channels and platforms (Porcu and Del Barrio-García, 2022). IMC is about integrating all the elements of the marketing mix in order to create a seamless, consistent and compelling message for the consumer. This approach helps to create a unified brand identity and experience that will resonate with the consumer. IMC helps to create an environment where all aspects of the marketing mix are working together to create a consistent and recognizable brand image (Broderick and Pickton, 2005). This unified approach helps to foster customer loyalty and brand recognition.
The stages in an IMC Campaign are:
Defining Audience: Accurately defining the target audience is essential for the success of any Integrated Marketing Communications (IMC) campaign. It is important to understand the customer’s needs, wants and behaviours in order to create an effective campaign (Ziafat and Shakeri, 2014). Market research is important for understanding the target audience, and for developing customer segmentation.
Setting Promotional Objectives: After the target audience has been identified, the next step is to set promotional objectives. These objectives should be SMART (specific, measurable, attainable, relevant and time-bound).
Setting the Promotion Budget: After the promotional objectives have been set, the next step is to set the promotion budget. This budget should be based on the objectives, target audience and the resources available.
Designing the Promotion Mix: After the budget has been set, the next step is to design the promotion mix. The promotion mix should include the different communication channels that will be used, such as print, television, radio, online, direct mail, etc.
Evaluating Results: The final step is to evaluate the results of the IMC campaign. This can be done by measuring the campaign’s performance against the objectives that were set (Holzer and Yang, 2004).
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Marks and Spencer can use a variety of promotional strategies to raise awareness of the brand. 
1. Social media campaigns: M&S can leverage social media platforms such as Facebook, Twitter, Instagram, and YouTube to promote their products and services. They can create content that is informative and entertaining, and use visuals and videos to capture the attention of their target audience. Additionally, they can use influencer marketing to reach even more potential customers (Grafström, Jakobsson and Wiede, 2018).
2. Loyalty programs: Loyalty programs can be used to reward customers for their loyalty and encourage repeat purchases. M&S can create a loyalty program that offers exclusive discounts and rewards for long-term customers.
3. Experiential marketing: Experiential marketing is a great way to connect with customers in an engaging and memorable way (Smith and Hanover, 2016). M&S can create events that are fun, interactive, and informative, and give customers a chance to try out their products.
4. Content marketing: Content marketing is an effective way to raise brand awareness and build trust with customers. M&S can create content that educates, entertains, and informs customers about its products and services.
5. Digital Advertising: Digital advertising such as search engine marketing, display ads, and video ads are all great ways to reach potential customers. M&S can create campaigns that target their desired audience, and tailor their ads to meet the needs of their customers.
By utilizing a combination of these promotional strategies, Marks and Spencer can effectively raise awareness of their brand and reach new customers.
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Branding is the process of creating a unique identity for a product, service, or company (Ghodeswar, 2008). It involves creating a recognizable name, logo, and message that customers can easily relate to. Branding is an essential part of any marketing strategy, as it helps to differentiate a business from its competitors and create a strong impression in the customer’s mind.
Brand equity is the value of a brand in the marketplace. It is an intangible asset that provides a competitive advantage in the marketplace (Amini et al., 2012). Brand equity is created through consistent messaging, customer experience, and customer loyalty. It is the result of the cumulative efforts of marketing, advertising, and other promotional activities. It is important for businesses to maintain a positive brand image in order to increase their brand equity. A strong brand can help a company to stand out from the competition and increase its customer base.
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Keller’s Brand Equity Model is a framework designed to measure, manage, and build the strength of a brand over time. It is based on the concept that a strong brand has four components: brand salience, brand performance, brand imagery, and brand judgments. Brand salience is the degree to which the brand is noticed or recognized. Brand performance is the ability of the brand to meet customer expectations (Afzal et al., 2010). Brand imagery is the way the brand is perceived by customers. Brand judgments refer to the customer’s overall opinion of the brand. By measuring and managing these four components, companies can build brand equity and strengthen their brands.
The model is useful because it allows marketers to identify the strengths and weaknesses of a brand in each of these four components. With this information, marketers can develop strategies to increase brand awareness, improve perceptions of quality, create positive associations, and increase positive evaluations. 
The disadvantage of this model is that it does not consider the influence of external factors such as competitive activity, economic conditions, and customer preferences. These external factors can impact a brand’s success, so marketers must consider them when developing brand strategies. Additionally, the model does not provide any guidance on how to measure and track the success of a brand, so marketers must develop their own metrics to do so.
Brand Identity
Marks and Spencer is a well-known British retail store that has been in business for over a century (Mellahi, Jackson and Sparks, 2002). The brand has become synonymous with quality and value, and its products have become a staple of British households. The company has built a strong brand presence in the UK and its products have become highly visible in the minds of customers. 
Marks and Spencer's brand salience is the result of the company's consistent focus on delivering quality products and services. The company has developed a strong identity that is associated with quality and value, and its products are widely trusted and favoured by customers. The company's product range is also broad, ensuring that customers can find something for every occasion.
Brand Meaning
Performance: Marks and Spencer offer high-quality products that are reliable, durable, and serviceable. Their range of clothing and footwear is designed to last and is made from quality materials. They also provide a range of services to assist customers, such as a free delivery service, free returns, and warranty on all products. They provide customers with a friendly and helpful customer service team. They are knowledgeable and efficient, providing customers with helpful advice and assistance when needed. They are also very empathetic and understand the needs of their customers, offering helpful solutions to any queries. 
Imagery: Marks and Spencer (M&S) has made significant strides in meeting their customers’ needs on a social and psychological level. On the social level, M&S works hard to create an inviting and comfortable atmosphere in their stores (Bocken, 2017). From the warm and inviting decor to the helpful and friendly staff, M&S sets out to make customers feel welcome and appreciated. On the psychological level, M&S has worked hard to understand the needs of their customers, using a combination of market research and customer feedback. This has resulted in a wide range of products that meet the needs of their customers, from casual clothing to luxury items.
Brand Response
Quality: M&S is known for its quality clothing. The company is committed to providing its customers with products of the highest quality and value (Choudhary and Piparo, n.d.). It sources its products from suppliers who meet its strict standards for quality, safety, and sustainability.
Credibility: Marks and Spencer is one of the most well-known and respected retailers in the UK (Toda, 2013). The company has been around for over a century, and during this time, it has developed a reputation for quality, reliability, and excellent customer service. This reputation has been earned by consistently delivering high-quality products and services, and by treating customers and employees with respect. This makes Marks and Spencer a very credible and trustworthy brand. 
Consideration: Consumers expect top-notch materials, craftsmanship, and lasting value. They also look for items that are fashionable and on trend, yet timeless and classic. Additionally, Marks & Spencer is known for their commitment to sustainability and ethical sourcing (Wilshaw, Fowler and Wallace, 2021). This is a major factor that drives consumer consideration when making a purchase from the brand.
Brand Superiority: Marks and Spencer offers a variety of clothing products, which enables it to cater to a wide range of customer needs. The brand’s focus on quality, value for money, and innovation also give it an edge over its competitors.
The brand is associated with values such as integrity, authenticity and respect. It is also seen as a provider of stylish and fashionable items that are good quality and affordable. Customers know that when they buy from Marks and Spencer, they can trust the quality and value of the product. Marks and Spencer has a strong emotional connection with its customers. People feel a sense of loyalty towards the brand, which is reinforced by its commitment to customer service and satisfaction.
Brand resonance
Marks and Spencer is a British retail brand is a well-known and respected brand globally (Burt et al., 2002). Customers identify themselves with the brand because of the quality of the products, the long-standing history, and the reputation of the company. Customers also find that shopping with Marks and Spencer can make them feel special due to the range of perks and rewards that are offered. These include discounts and exclusive offers that make customers feel valued. Furthermore, the company's commitment to sustainability and ethical practices makes customers feel connected to the brand on a deeper level.
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Customer Touchpoints of M&S
Customer touchpoints are any points of contact between a customer and a company. They can range from a website to a customer service call, to a product purchase (Aichner and Gruber, 2017). Understanding how customers interact with your company is key to developing a successful customer experience. By understanding customer touchpoints, companies can develop effective customer experiences that keep customers coming back.
Marks and Spencer use a variety of customer touchpoints to engage with their customers. Before purchase, they use social media to engage with their followers and share product reviews. These reviews give customers an insight into the quality of their products and help to build trust.
Marks and Spencer use social media as a touchpoint to interact with customers before purchasing. They use social media platforms, such as Facebook, Instagram and Twitter, to provide customers with information about their products and services, as well as present special offers and promotions (Bilgin, 2018). Additionally, Marks and Spencer encourage customers to share their own experiences with the brand via user-generated content, such as product reviews and ratings.
During a purchase, Marks and Spencer encourage customers to provide feedback and reviews about their products. They use this data to improve their products and services, as well as to provide customers with a more personalized shopping experience.
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Customer Journey
The customer journey is the entire experience that a customer has with a company or product, from their first discovery of a company to their final transaction and beyond. This journey consists of many stages, from initial awareness to post-purchase loyalty and advocacy. The customer journey begins when a customer first discovers a company, either through an advertisement, a friend’s recommendation, or some other form of marketing. At this stage, the customer is evaluating their options and forming a  first impression of the company. 
The customer journey map is a useful tool for identifying areas of improvement in the customer journey (Rosenbaum, Otalora and Ramírez, 2017). For example, it highlights areas where customers may be having difficulty with the purchase process, such as the checkout. It can also be used to identify areas of customer frustration, such as delivery delays or customer service issues.


CUSTOMER JOURNEY MAPPING OF M&S
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The customer journey map of Marks and Spencer starts with the customer’s initial contact with the company, either through the website or store (Mellahi, Jackson and Sparks, 2002). It then progresses through the stages of product selection, purchase, delivery and post-purchase support. The map also takes into account customer feedback, loyalty programs and customer service. Customers can read product descriptions, view images, and compare prices. Customers can also read customer reviews to get a better understanding of product quality and customer satisfaction.
Once customers have found the product they want, they can purchase it online or in-store. In-store customers can take advantage of additional services such as free alterations and gift wrapping. Customers can also speak to store associates to get more information about products and services. 
After making a purchase, customers can use the M&S website to look for additional services. This website also allows customers to view the latest promotions, access their account details, and connect with customer service. Additionally, customers can use the app to return or exchange products they are not satisfied with. 
Finally, customers can join the M&S loyalty program to get exclusive discounts and rewards (Konstantinou, 2018). Customers can also earn points on every purchase, which can be redeemed for free items or discounts. M&S takes great care to ensure that its customers have an enjoyable and rewarding shopping experience. From researching products online to tracking orders, M&S makes sure its customers are taken care of throughout the entire customer journey.
Overall, Marks and Spencer’s customer journey map is a useful tool for understanding the customer experience and identifying areas of improvement. It provides an in-depth look at how customers interact with the company and provides insights into areas of customer frustration and loyalty.
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Source: (Roberts and Alpert, 2010)
The Total Engagement Model is a comprehensive approach to customer experience, culture, and brand advertising that is centred around delivering an integrated, personalized, and memorable customer experience (Roberts and Alpert, 2010). This model focuses on creating an environment where customers are able to engage with a brand on a deeper level, beyond simply providing goods and services. This approach seeks to create a complete customer experience that is built on the brand’s core values and integrated with the customer’s lifestyle.
The Total Engagement Model begins with understanding the customer’s needs and wants and engaging them in a meaningful conversation. This can be done through personalizing the customer’s experience and creating an environment where they feel valued. This includes understanding their preferences, tailoring the customer experience to their needs, and responding to feedback.
The second part of the model is about creating a culture of engagement within the organization. This includes creating an environment where employees are empowered to develop relationships with customers, build trust, and deliver an exceptional customer experience. This also includes developing a customer-centric culture within the organization and encouraging employees to take ownership of customer experiences (Hemel and Rademakers, 2016).
Finally, the Total Engagement Model also emphasizes the importance of brand advertising. This includes creating an integrated campaign that encompasses all aspects of the customer experience. This includes developing content that is targeted to the customer’s needs and wants, utilizing digital channels to reach customers, and utilizing data-driven insights to create a personalized experience.
Overall, Total Engagement Model is a comprehensive approach to customer experience (Roberts and Alpert, 2010), culture, and brand advertising that is focused on creating an integrated and personalized customer experience. By understanding the customer’s needs and wants, creating an engaging culture within the organization, and utilizing effective brand advertising, organizations can create a customer experience that is memorable and will leave a lasting impression.
Customers are the heart of Marks and Spencer’s business and they strive to provide the best customer experience possible. They focus on creating an enjoyable and meaningful customer experience, which starts with the quality of their products and services. From the moment customers enter their stores to the time they leave, they are met with helpful and knowledgeable staff, quality products and services, and a friendly atmosphere. They also focus on making their customer journey as seamless as possible through the use of technology, such as mobile payment and online ordering. Additionally, the culture at Marks and Spencer is one of collaboration and innovation. They foster an environment that is open to new ideas and encourages creativity and risk-taking. They strive to create an inclusive workplace where everyone feels valued and respected. They also encourage a work-life balance by providing flexible working hours and a range of benefits (al Habibi, 2019). 
Marks and Spencer’s brand advertising is focused on building an emotional connection with their customers. They use a variety of channels, such as TV, print and digital, to communicate their brand values of quality, trust and reliability. They also strive to create content that resonates with their audience, from humorous ads to more serious messages about social issues. They also use social media to engage with their customers and create a more personalized experience.
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Conclusion
Mark and Spencer have been successful in creating innovative marketing strategies to raise awareness of the brand and managing and evaluating the customer journey across a variety of communication channels. These strategies have enabled them to meet current and future stakeholders’ expectations while providing a consistent and positive customer experience. Their commitment to understanding customer needs, creating quality products and services, and utilizing effective marketing techniques have been key to their success. With these strategies in place, Mark and Spencer will continue to provide customers with an exceptional shopping experience.
Their comprehensive approach to managing and evaluating the customer journey across various communication channels has enabled them to meet and exceed customer expectations. This has enabled the brand to become a leader in the retail industry, and has allowed them to continue to grow and thrive.
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