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Executive summary
Communication is an integral part of the business process accomplished through marketing. In this report marketing communication of H&M has been critically evaluated and new communication strategies that can be used by H&M have been discussed. In this context, H&M can adopt an Online marketing campaign, Sustainable marketing activities, and SMM strategies. The company has a strong social media presence and is able to establish effective communication through different digital touch points such as Celebrity endorsements, magazine ads, social media, flagship stores, website, personal shoppers, and store visits for H&M. The customer journey map was also developed for the company.  
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[bookmark: _Toc144145588]1. Introduction
Market competition has increased over the years in every field and organisations have been facing challenges in their business operations due to the competitive and crowded marketplace. These challenges are changing business surroundings and globalisation; the continuous increase of digitalisation; managing reputation; enhancing competitiveness and brand awareness; information management; increasing customers' expectations, and others [Refer to task description]. In this report, considering the quotation ‘to maximize customer satisfaction, companies have long emphasised touchpoints. But doing so can divert attention from the more important issue: the customer’s end-to-end journey,’ (Neher et al. March 2016), A critical appraising will be provided on a chosen organisation to develop innovative marketing strategies to increase brand awareness and manage and evaluate customer journey across different communication channels. In this report, the renowned fashion brand H&M has been considered for critical appraising.       
[bookmark: _4raj8oh9bklh][bookmark: _Toc144145589]2. Background of the chosen company
H&M is a fashion brand where customers get fashion, home, kids, and home clothes. The company focus on creating value for society and people by delivering customer offering and through development with a focus on profitable and sustainable growth (H&M group, 2023). H&M has seen sustainable profitable growth over the years, however, it saw sales decrease in the Covid-19 periods. in  2022, the global Net sales of the company were around 223.55 billion Swedish kronor (Smith, 2022). The largest market for H&M is Germany and the company generated about 29 billion Swedish kronor in 2020 from Germany (Smith, 2022). H&M operates through about 4,465 stores across the world (Smith, 2023a) and it has employees of average 106,522 (Smith, 2023b). The Revenue of H&M is about 22.2 billion dollars in 2023 (Forbes, 2023).
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Figure 1: Net sales of H&M
(Source: Smith, 2022)
[bookmark: _e2wnifo1xom4][bookmark: _Toc144145590]3. Definition of communication
Communication is the transformation of information and it can also be the sharing of meaning [Refer to Revision Lecture]. Communication is an important part of business operation through which a brand sends and receives messages in different ways. Communication can be verbal and non-verbal from a business perspective. According to Freitag et al. (2021), the influence of communication on the marketplace is dependent upon the kind of communication: whereas unenforceable one-time communication on subsequent years' planned conduct could nearly establish the marketplace sharing, the transfer of "disaggregated information on recent past behaviour", enabling the identification and selective retribution of deviators, barely raises market prices.  As a result, communication has to be a vital instrument for forming collaborating relationships. Using an appropriately selected assortment of communication methods in marketing communication results in long-term relationships with consumers and the long-term growth of the Fashion Company. Because of the growing number of fresh channels of communication, fashion companies must pay close attention to the efficacy of these operations (Krizanova et al. 2019). As a result, they must decide if they want to employ communication tools effectively or just reap their advantages. In this context, online marketing communication provides a different effective channel for an organisation to communicate with their customers effectively and collaboratively.  
[bookmark: _58gyvs4wr29l][bookmark: _Toc144145591]4. Claude Shannon and Waren Weaver's (Shannon and Weaver's) macro communication model 
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Figure 2: “Claude Shannon and Waren Weaver's macro model”
(Source: Revision Lecture)
Shannon and Weaver's communication model is an effective communication model that is utilised to present standard ways of any type of effective communication (Hilbert, 2020). This model considered different concepts to establish effective communication and these steps are “Information source (sender), transmitter (Encoder), Noise, channel, message, receiver, channel, information destination, encode and decode” (Communication Theory, 2023).
· Sender - the originator of the information or message source selects the preferred message. In this case, H&M is the originator of the message.
· Transmitter - they convert the message into signals. The marketing department of H&M acts as the transmitter.
· Decoder - This is a reverse procedure of encoding. The marketing department of H&M can generate advertisements with this message.
· Chanel - At this stage, H&M can use online and offline platforms through differet social media channels and traditional advertisement media. 
· Noise - The message or information is transferred from the encoder to the decoder through different channels and any difficulties in this stage can be considered as noise.
· Reception (Receiver) - The destination of information sender. In the case of H&M, the receiver is the customer. 
· Feedback - All these processes can be used to get feedback from the receivers. In the context of H&M, it can get feedback from its customers regarding its products and services through effective communication.   
[bookmark: _laqui2htanh][bookmark: _Toc144145592]5. Integrated Marketing Communications (IMC)
[image: ]
Figure 3: IMC
(Source: Revision Lecture)
IMC is described as a strategy process for selecting, developing, executing, evaluating, and coordinating with every stakeholder of an organisation over a specific time period (Kushwaha et al. 2020). The successful implementation of IMC has been seen as a valuable tool for achieving marketing objectives. Businesses may utilise it effectively to obtain a competitive edge, as well as enhance market share, brand equity, and sales volume. Due to the effectiveness of these means of communication, IMC tools are recognised as a top priority these days (Bachev, 2020). Yet there are other grounds for expanding IMC practises in today's organisation, including mass consumer targeting,  social networking sites (SNSs) and direct emails, event marketing, payment methods, media accountability, and so on. Due to the different features of customers’ demands and the affordability of an extensive variety of communication means, it is not feasible to investigate all target customers in the current globalisation period. According to Šerić et al. (2020), the consistency of marketing communication is the key pillar of the IMC. IMC has the potential to influence organisational performance, help organisations improve performance, and brand equity, and ensure communication consistency and effectiveness by facilitating the marketing goals and accomplishment of communication. In the modern era, online communication is also included in the IMC (Palazón et al. 2022). The continual evolution of advertisements in the online environment, which may be developed utilising the various analytic tools readily available, increases the efficacy of new kinds of “online marketing communication”. 
H&M extensively used different online communication tools in its IMC to communicate with its customers. According to Niu (2022), online marketing and strategic selection design is the key consideration in IMC that help in effective communication distribution and promotions. Measuring the success of different methods of communication in an online context is thus a highly difficult task, particularly in a continuously changing world where new advertising resources are generated on a daily basis. However, assessing the success of various types of Internet marketing communication remains a significant issue in the academic and corporate communities. Since internet marketing differs greatly from conventional advertising tactics, established marketing concepts and practices might not be relevant to new forms of communication technologies.    
[bookmark: _bw56eyot33ht][bookmark: _Toc144145593]6. Explanation of new promotional strategies H&M can use to raise awareness of the brand
While considering new promotional strategies for H&M, the company can consider online marketing. "Online marketing communication" and its various forms give a broader coverage area, allowing advertisements to connect with a larger audience. Since the marketer has more room online to convey additional details to an interested consumer at a relatively affordable cost, the various kinds of marketing communication accessible online are considerably faster to utilise than traditional methods of communication. The company can adopt the following marketing strategies - 
· Online marketing campaign - Since the fashion industry is competitive and unpredictable, a successful marketing strategy may help a fashion company establish a significant number of devoted customers (Tien et al. 2020). In order to reach the greatest number of prospective clients, the company can make marketing campaigns a blend of Internet and offline stores. To fulfil market demands, women's aesthetic and psychological requirements, and to shorten the length of time it takes to select things, the company might refer to H&M's fan page as well as a link to it. Digital Advertising Strategies are critical for H&M because they allow experiences to be learnt and future directions to be defined. 
· Sustainable marketing activities - Sustainability marketing actions improve brand image, brand longevity, and growth of corporate profitability. A business's sustainable marketing operations foster a good brand attitude and image towards customers, resulting in an edge over competitors built on brand equity (Jung et al. 2020). Sustainable marketing efforts must take cultural variables into account in order to strengthen collaboration with the community and increase customer-organisation interaction for long-term growth. H&M's Sustainability marketing operations should take into account social, economic, and environmental issues. Sustainable marketing operations seek reciprocal development and harmony among economic, environmental, social, and cultural issues.
· Effective social media marketing (SMM) - H&M can consider the holistic five aspects of SMM including brand loyalty, brand attachment, brand preference, buying commitment, and brand association. All these aspects are important in today's competitive and globalised fashion market. With the help of SMM, H&M can provide and establish customised and personalised information and interaction with customers respectively.  According to Wang et al. (2019), customisation is effective for organisations to enhance communications with consumers by enabling them to customise and design products. H&M took extensive advantage of their internet presence by providing personalised messages to specific consumers, allowing them to customise the products they acquired. Since reviewers are anonymous individuals with no past connection to the customer, buyers have a more difficult time judging the legitimacy of an online environment through comments and reviews.  
[bookmark: _w9ztkqcvlu35][bookmark: _Toc144145594]7. Branding and brand equity
Branding
Branding is the procedure of generating a positive and strong perception of an organisation, with its service or products in the mind of customers by combining different elements such as a mission statement, logo, design, and consistent theme all through the marketing communication (Ngoc and Tien, 2021). It aids in ensuring that consumers feel positive about the firm and allows for the maintenance of a personal relationship with clients. It displays an impression that is beneficial for building customer support and commitment, and it may increase popularity and credibility by developing a branding procedure (Górska-Warsewicz, 2020). Branding may be accomplished by following several processes such as analysing the brand's perspective, creating a vision, establishing values, and constructing personality, All of these procedures are beneficial for growing brands. H&M has focused on developing strong branding because it has an effective logo, and the company use consistent theme in its brand communication.   
Brand equity
The total liability and assets related to a brand are called brand equity (Javed et al. 2020). Brand equity is regarded as a resource for a firm and is recorded on the balance sheet of the firm. Effective marketing operations raise the value of brand equity. Businesses strive to enhance the effectiveness of marketing expenses in response to high advertising costs, intense competition, and flattened demand. The strength of a brand is determined by the thinking of customers. Customers' brains are influenced by how they have encountered and viewed brand offerings throughout time. According to Rojas-Lamorena et al. (2022), brand equity has a moderating role in customer expectations. The final result of marketing actions is brand equity, which places and maintains a specified value proposition in the subconscious of the consumer. One of the primary advantages and rationales for developing a strong brand for an item or organisation is to improve the efficacy of advertising communication as well as positioning the products or organisation in the minds of customers. Branding and brand equity are the organisations' most important intangible assets. Brand equity is critical for organisations to get a high level of value, and brand names can be more impacted (Ebrahim, 2020). With the support of brand equity, H&M may generate additional revenue and expand its business, as well as grow its market share.  
[bookmark: _ldqxs4zax4ik][bookmark: _Toc144145595]8. Keller’s Brand Equity Model
Keller developed the "customer-based brand equity (CBBE)" concept, which leads consumers from brand identification to brand connection. The "customer-based Brand Equity" model specifies four phases that represent consumer queries and form a 'branding ladder,' with every stage dependent on the preceding one's success. These stages are built using the six brand development blocks, as well as some sub-dimensions. Brand equity can be explored from two perspectives: customer and financial-based (Raut et al. 2019). A powerful brand is created at the top of the structure, where there is a healthy interaction between the brand and customers. Brand resonance is thought to include a wide variety of brand-related behaviours and attitudes, ranging from simple repeat purchases to profound emotional relationships. 
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Figure 3: Keller’s CBBE model
(Source: Cottan-Nir and Lehman-Wilzig, 2018)
As shown in Figure 3, Keller offered six “brand-building blocks” to carry four stages including brand salience, performance, imagery, judgments, feelings, and brand resonance (Cottan-Nir and Lehman-Wilzig, 2018). 
[bookmark: _3oeqjfw1mpmi][bookmark: _Toc144145596]8.1 The Advantages and Disadvantages of Keller’s Brand Equity Model
Advantages
Brand Relationship explains how individuals create long-term attachments to inanimate goods they purchase and use. Brand equity is the influence that brand awareness has on a customer's reaction to a brand's advertising, as witnessed when the brand grows in popularity and the customer has good, distinctive, and strong brand associations. According to Tran et al. (2020), it has been seen that “premium price positioning” and higher market share are usually attained by organisations with higher brand equity as compared to others.
Disadvantages
Brand equity can lead to a monopoly in the market since a strong brand deters competitors from entering the market. 
[bookmark: _wyum36ykcny9][bookmark: _Toc144145597]8.2 Explanation and relation of Keller’s Brand Equity model to H&M.
All of the building elements of the CBBE model are arranged in a pyramid, the base of which is based on brand salience. For H&M, all of these procedures have been examined in order to determine its brand equity. 
1. Brand salience
Jethava and Kumar (2022) stated that one of the most significant variables related to consumer impact on the CBBE model is brand salience. At this stage, a brand establishes its uniqueness through a successful method of decision-making to distinguish its products and services from those of competitors in the operational market. H&M built its brand to provide its clients with high-quality, sustainable, and affordable fashion products. 
2. Brand Meaning 
Brand performance and imagery exemplify the brand significance dimension - how effectively the business meets consumers' pragmatic demands and how they interpret its exterior features (Stukalina and Pavlyuk, 2021).
· Performance - H&M focused on using sustainable and recycled materials for product development. 
· Imagery - H&M's direct innovation in sustainability in its 2021 style. H&M announced a partnership with "Maisie Williams as a Global Sustainability Ambassador to help lead a worldwide initiative towards a more sustainable fashion future" (DeAcetis, 2021). 
3.  Brand response
·  Judgments - H&M is able to meet customer expectations through its effective and unique product development. The recent focus on sustainable products is also able to meet the environmental concerns of the fashion industry.  
·  Feelings - According to Segran, (2019), H&M tricked its customers with vague sustainability product claims.
4. Brand resonance
Brand resonance can be described through four aspects such as -
· Quality - H&M provide a high-quality product (Fransiska and Alfonsius, 2022).
· Credibility - H&M promised to use recycled and other differet sustainable materials by the year 2030 (H&M, 2018).
· Consideration - The company provide good quality and trendy product which help it develop a positive mindset among customers. 
· Superiority - All these factors make H&M superior to its customers.
[bookmark: _zhwhv2j5z1mi][bookmark: _Toc144145598]9. Customer Journey and Customer Touchpoints of H&M
The customer journey can be mapped through the visual representation of the experience of any consumer of any brand (Berman, 2020). A customer journey is defined as the procedure that a consumer goes through, throughout every phase and touchpoint that constitutes the total consumer experience (Lundin and Kindström, 2023). The customer journey is often characterised as a series of touchpoints at various phases. Touchpoints are defined as every encounter or touch involving a client and a provider, whether physical or digital (Wang et al. 2019). Even if physical and traditional interactions (for example, consultative interactions, traditional repairs, and service delivery) stay relevant in most Business-to-customer (B2C) contexts, modern customer journeys progressively depend on digital touchpoints to a certain extent, such as firm websites, search engines, social media, or digital service platforms. Not only may conversations occur digitally, but digital technology may additionally be utilised to mediate preexisting touchpoints (Boyd and Koles, 2019). Such applications can boost customer assistance along their journey, for example, when sellers acquire precise digital information of customers via devices to deliver superior consumer experiences, which may also boost customer loyalty. Different Touchpoints used by H&M to interact with its potential customers are Celebrity endorsements, magazine ads, social media, flagship stores, website, personal shoppers, and store visits for H&M.
[bookmark: _3bsii1z2w52][bookmark: _Toc144145599]10. Customer Journey Map
The customer journey of the customer of H&M has been described in Table 1 below.
	Journey stage
	Awareness
	Consideration
	Decision
	Use
	Loyalty and Advocacy

	Consumer Activity
	See online or offline advertisements, hear from family and friends, and read from banners about H&M products.
	Engaging in evaluating and comparing the quality and price of the dress or product in the online and offline channels (Rosenbaum et al. 2018).
	Visit the offline store to try the dress and then make the order with payment.
	Received the products
	Purchase more fashion products and clothing from the retail store and online stores, and share their experience on SNS and with friends.

	Consumer Goals
	Buying a party dress and fashion accessories.
	Find the best dress and accessories for the party.
	Find and choose the dress and accessories easily, get inspired, and order the dress.
	Pick or Receive the dress and accessories when required and effortlessly.
	Good consumer experiences further, share feelings and give feedback.

	Key constraints
	Getting information about the products.
	The customer was not able to find a suitable party dress and accessories.
	The customer is confused regarding the quality of the products, and what to purchase from various options.
	Product delivery may be delayed for different reasons.
	The consumer may not share their experience on SNS.

	Touchpoints
	"word of mouth" " traditional media, social media
	social media, “brick and mortar stores”, and “Word of mouth”.
	Website of H&M, Bill, App, and the confirmation email for the order. 
	Packing, message and Delivery service.
	Social media and “Word of mouth”.

	Experience
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	Business goals of the retail organisation
	Boost awareness and interest
	Enhance the number of people who visit the official website of H&M.
	Improve shopping value and rate of conversion for both offline and online purchases  (Hamilton et al. 2021).
	Boost client satisfaction. Reduce queue time for in-store sales, reduce window time for internet sales, and ensure timely delivery. 
	Improve the order value, retention rate, and order frequency. Making the customer a spokesperson and converting a poor experience into a good one.

	KPI
	Total number of customers reached
	A greater amount of fresh traffic to the website of H&M and the store has grown.
	Browsing conversion rate, cart value, offline, and online sales, including conversion rate.
	Increase customer satisfaction, Reduce the waiting period for in-store purchases, maximise sales window duration, and assure timely delivery.
	Improve the frequency of orders, retention rate, and order value. Turning the consumer into a spokesperson and transforming a negative experience into a positive (McColl-Kennedy et al.  2019).

	The activity of the retail shop
	Designing marketing campaigns as well as material for both offline and online distribution, as well as public relations.
	Generating marketing tactics and material for both offline and online distribution
	Optimise the customer's purchasing experience, online purchases, and delivery handling.
	Packaging and delivering the goods, increasing the level of customer service, and expanding the product variety and quality.
	Manage feedback, asking sharing opportunities, social media, target marketing, up-selling, and cross-selling. 

	Responsible
	Marketing and Communication
	Marketing and Communication
	online and offline product sales, and Customer service.
	Customer service
	Online development, customer service, and marketing.

	Use of the technological system
	Data analytics, PIM, e-commerce, CRM, and CMS.
	CRM, Data Analytics, CMS, PIM, e-commerce, the system of inventory, and marketing automation.
	CRM, Data Analytics, CMS, PIM, e-commerce, a system of inventory, and marketing automation.
	CRM, Data Analytics, CMS, PIM, e-commerce, a system of inventory, and marketing automation.
	CRM, Data Analytics, CMS, PIM, e-commerce, a system of inventory, and marketing automation.


Table 1: Customer journey map
(Source: self-created)
[bookmark: _h328z6xbsb92][bookmark: _Toc144145600]11. Conclusion
H&M is committed to creating value for society and people via consumer offerings and development with a focus on profitable and sustainable growth. Using a well-chosen range of communication channels in marketing communication leads to long-term connections with customers and long-term success for the Fashion Company. Shannon and Weaver's communication model has been described as an effective communication model. H&M's IMC widely employed various internet communication methods to engage with its consumers. By supporting marketing goals and communication achievement, IMC has the capacity to affect organisational performance, assist organisations in increasing performance and brand equity, and assure communication consistency and effectiveness. The company can adopt the following marketing strategies Online marketing campaigns, Sustainable marketing activities, and SMM. Because it has a good logo and uses a consistent theme in its brand communication, H&M has concentrated on building excellent branding. Customer expectations are moderated by brand equity, and with its backing, H&M may produce extra revenue, develop its business, and increase its market share.
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