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This report has been designed to illustrate the importance of marketing within your organisation by realising key marketing activities and the role of the marketing department.   The report will also analyse the challenges that every organisation faces in terms of change, and what it takes to survive, in addition, how does a successful organisation create brand awareness.
The research seeks to investigate what are the factors of the customers ‘end to end journey’ and what it means to the organisation. 
The case study will be The View from The Shard, this tourist attraction is one of the most iconic buildings in the heart of London.  
In the next section, the report will analyse the communication channels along the customer journey, and look at the expectations of the stakeholders current and future. What has The View from The Shard seen as more important or do the touchpoints and customer journey hold the same value?  
What are the strategies used to make a difference to the customer experience? What contribution and benefits will market research have on the company?
How does The View from The Shard (TVfTS) uphold sustainability issues in today's climate?



[bookmark: _Toc29677089]The View from The Shard


The View from The Shard is a major leader in tourist attractions in the City of London. The viewing platforms play host to some of the most breathtaking 360-degree views, the viewing platforms allow you to see at a range of up to forty miles.
According to (Hodgkinson, 2019) the structure of Britain’s industry is multifaceted, it differs from local craftsmen, sole traders to enterprises of professional or skilled workers such as dentists or builders to larger organizations that regulate many sites such as manufacturers and retail chains, lastly to multinationals, quite often foreign-owned businesses that run huge empires of industrious entities world-wide.
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Therefore knowing your external and internal environment acts as a major role.  Of the internal environment,  as a member of a team, the key competencies that one holds as an individual are such that they place value on the business, as those particular skills are specialist.  (Ries & Trout, 2001)  positioning may commence with a product, positioning is not about the product, but the effect it has on the mind of the potential customer.  That is to say, if you are to etch the product in the thoughts of the customer.  The marketing strategy needs to explicit to capture a wider market.  
[bookmark: _Toc29677091]POSITIONING

The positioning of The View from The Shard is placed on the upper echelons of the tourist industry.  Its positioning is unquestionably rated as the highest viewing platform in Western Europe, and its immediate direct competition is the sister company The Burj Khalifa.  Focusing closer to home is the Sky Garden, which is situated on the opposite bank of the River Thames. The Sky Garden viewing area is situated much lower than that of The View and does not have a 360-degree view.  
In regards to the external environment, it is imperative to take into account the benefits and disadvantages.   Completing a SWOT Analysis of The View from The Shard will highlight areas of strengths, weaknesses opportunities, and threats.
It is vital for the company to continue being a driver in the market place of tourism, which can mold itself into an organisation that can meet the challenges of globalisation and be accepted as an activist for environmental issues on a positive scale.  To create and govern the strengths and manage the variety and quality of strategies and systems put in place.  
(See Appendix A)
(Hannigan, 2006) states imposing conditions such as social and environmental Environmental difficulties have a more striking physical origin than social, which are more deep-rooted in personal quandaries that become reformed into public issues (Mills 1959).
In accordance with the above statement the Chartered Institute of Marketing (CIM), proclaimed as part of their vision and values, they constantly review the members of the institute to ensure they adapt and evolve alongside their customer's evolving work environments, thus what they offer customers is fresh and new.  (CIM) continue to focus strongly on the external environment which supports their own efficiency which in turn will shape and improve the future of the profession (Marketing, 2018).
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The report will go on to analyse The View from The Shard’s, opinion on emphasising the various touchpoints, of the customer’s journey in addition to how important is the touchpoints in the business as opposed to merely the end to end customer journey.   
The View from the Shard, the customer service department works closely with the operations manager to develop strategies to maintain customer loyalty. 
The View from The Shard worked tirelessly to ensure that all the touchpoints were examined, but also the customer journey.  The Head of Operations knew the customer journey began with entry to the building, purchasing a ticket, going through the security checkpoint, first lift to level 33, the second lift to level 68, one flight of stairs to the viewing platforms.  Based on the customer journey, the customer dictates the touchpoints from the ‘meet and greet’ stage to being left to roam freely on the viewing decks.  It is vital that you know the touchpoints as this is where customer engagement will be exercised as this interaction will clarify whether the journey is fluid and smooth.  
Segmentation, consumers are able to be distinguished amongst a wide array of variables, psychographic and demographic.  Psychographic, identifies the attitudes, motivation and desired benefits, these factors determine a person's reason for their choice of purchase. Demographic, looks at age, sex, race, religion amongst others.  
The targeting of consumers is a critical part of the method needed to define the characteristics of the target audience via suitable media (Yeshin, 2006, p. 203).
In agreeance with these methods (Adobe, 2020) states in order to sustain attention in 2020, in the world of marketing, by knowing and understanding the customer, improving the customer journey and touchpoints closely followed by personalisation and targeting.   
Positioning is a core notion within the marketing framework (Yeshin, p. 204) it is an issue of strategy which creates, identifies and informs the association between the organisation and the market it accommodates.  
In agreeance with (Yeshin, 2006) (Ries & Trout, 2001) previously stated positioning commences with a product, a service or an item of merchandise. Positioning does not rely on what is done with a product, it relies on how the mind of the prospect can be manipulated. 
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Porter's Five Forces key element is the threat, that all businesses stand to lose a considerable amount of overseas business due to the uncertainty of Brexit.   Current issues of terrorism may reduce overseas visitor's incentive to visit London.
Some other aspects that need to be taken into consideration are the continuous threat of new entrants to the industry of tourism, the competition to remain exclusive as part of your bargaining power.   The threat of substitutes is doubtful, however as The View from the Shard remains the tallest viewing platform to date, the threat comes from viewing galleries that are not as high and there is no charge for entry, therefore reservations have to be made. 
(Porter, 1996) Competitive power, preventing the threat of alternatives, you can safeguard your company not being priced out of the market by offering the best price.
One of the most valuable tools used in marketing, or any industry or organisation is the PESTLE analysis, being aware of your external influences.  
PESTLE analysis is a strategic tool, that businesses and companies use to analyse and anticipate problems.  A large majority of the time, the problems are already known, and you may be under the assumption that they are all in need of attention at the same time. Alternatively, a PESTLE analysis will aide,  you in prioritising, and gearing your focus to the most crucial issues.  PESTLE stands for; Political, Economic, Social, Technological, Legal, and Environmental, in view of any problems, if you are able to answer these six central points, it will produce the pathway your business decisions ought to follow (Miller, 2018).
Political, these factors explain the degree to which a government's involvement may impact the economic status or a specific industry. As an example, the government may levy a new duty or tax due to which total revenue-producing arrangements of organisations have to change (Nitank & Trivedi, 2016, p. 384).
Economic,  The elements of this factor are of an economy’s performance that outwardly influences companies and can have deep-rooted long term effects. Companies may have to consider, an increase in the rate of inflation as in any economy it would affect the way corporations value their products and services (GOV.UK, 2019).   The Government is steadfast in procuring a spend of 33 percent in order to support small and medium-size enterprises directly or indirectly by means of the supply chain.  
Social,  the sociological factor makes allowances for all occasions that affect the community and market from a social standpoint.  
Technological, this factor relates to, innovations in technology that may upset the processes of the industry and the market with or without approval.   	
Legal,  this factor will focus on the legal aspects of employment, imports, and taxation, as a prime example.
Environmental, these factors include geographical location, global changes in relation to climate change.
(See Appendix B)
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Due to changes in the management structure, and various job changes and job losses.  It has been deemed necessary to create new marketing strategies to raise awareness of the brand, in addition to evaluating the customer journey and ensuring communication channels remain open and maintaining the ability to support the expectations of the stakeholders.  A new CEO was put in place by a major stakeholder, with a new vision for the organisation.  
The removal of a prime attraction, the Telescopes which gave visitors the opportunity to receive virtual information about buildings surrounding The Shard, with the opportunity of ten languages to reduce the language barriers of our international guests. The removal of the gift shop.  The was a strategic decision was made, as it was thought that this was an expensive use of space, and running costs could be best used in other scopes for the business.  This strategic decision made by Board members meant that middle management needed to make operational decisions.  Therefore strategic changes would have to be made.  
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So what is strategy? According to (Russell-Jones, 2005), the development of irreproducible and unique competencies and customer value that permit you to carry on generating value.  
(See Appendix C) (Russell-Jones, 2005)
With this in mind, the new framework that will need addressing is The Marketing Mix.  (Bradley, 2010) talks about this framework in its simplicity, however, it should not be underestimated, it is adaptable and the opportunity to mold and recreated in line with organisational change.
DIAGRAM D, (Bradley, 2010)
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The View from The Shard, as previously mentioned have used the above framework to solidify the brand.  The product had changed in the sense of what else can the company use to win customers apart from the view?
The product is predominantly the view, the new Board members wanted to offer a five-star service.  The idea was to have a permanent champagne bar on Level 69.  Previously, this option was only offered on promotional days and was not a permanent fixture.  The reason for this was The Shard has shared occupancy building, two major restaurants, this would give customers a view of the River Thames although it would not be a 360-degree view.  It was agreed that the restaurants would charge a booking fee as this would defer customers from just entering for a drink and getting the added extra of the view, which would drive away customers, from booking the experience of seeing London from a height of 800 feet.  With that in mind (TVfTS) did not sell alcohol.  The restaurants omitted the reservation fee, which in turn spurred (TVfTS) to make changes.  The Board was aware of the popularity, the champagne bar added to the guest experience, from the customer feedback response.  It was then made a permanent fixture.
Thus the product became, 
1. The two viewing platforms
2. The champagne bar
3. No time limit
4. Snacks and Ice Cream on Level 72
5. The ‘Loo With A View’
6. Guest Ambassadors – to assist with any questions with trained knowledge of the surrounding buildings.  
7. The opportunity to purchase a photograph of the experience.
8. The Virtual Slide
9. Picnic on Level 72, summer months only, sponsored by Fortnum & Mason.
The price had always been a challenge.  Customers believed that the price of entry was extremely high, but the business believes this price is in line with entry prices for attractions in and around the city of London.
The promotion, (TVfTS) would promote the attraction by enticing passing trade, with leaflets that offer a discount if the leaflet is produced at the time of booking or purchasing.  T.V advertising, social media, to enable the business to reach a more geographical range and type of customer.  The target audience in relation to (TVfTS) varies, market research will help to pinpoint customer expectations.
The place, the location is a strong magnet that draws visitors from all over the world.  This element of the four ‘P’s needs only to meet the objectives of sustainability. The buying methods, how ethical are the processes in relation to this particular case study? Both viewing platforms, regularly recycled, however, as a visitor attraction, the organisation used a vast 
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amount of plastic and glass.  Selling Champagne, taking an in-depth look at the method in which the grapes are sourced, in addition to how sustainable is that particular process.?  The restaurants are said to use reasonably sourced foods, and this was reflected in the reputation of the restaurants.  The offices took an active role in recycling all lunch packaging and the paper that was used in the organisations' information and training manuals.  The business was looking into creating a local nature reserve to encourage the reducing, local wild birds and plants back to the area.  In order to qualify for sustainable future resources, the compost that would be created from the waste products of the restaurants will be used for the garden on the upper level which is open to the elements. https://www.shutterstock.com/editorial/image-editorial/londons-highest-garden-opens-at-the-view-from-the-shard-london-britain-02-jun-2016-5701469p
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It is advisable to manage stakeholders and customers of your organisation as separate entities.  According to the Stakeholder Theory, which focuses’ on only their interests is not only wrong but also unethical, this statement is supported by the research of (Asher, et al., 2005) the paper suggests that because of the ever-changing nature of organisations today, the business world view shareholders as the only enduring claimant, in such a feeble descriptive view of the actual relationship amongst an organisations stakeholders.
(TVfTS) should maintain clear and open communication channels.  This statement is supported by (Russell W. Belk, et al., 1988) who say, in an attempt to accomplish customer expectations, possessing the skilfulness of insight to be  able to cover other solutions, in anticipation of them occurring.  Transparency and lucid prospects are created from a relationship built on trust.  Companies that make this part of their policy, value and practices build trust with customers.
Looking at issues from an empathic point of view the (TVfTS) should follow the steps of  (Buttle & Maklan, 2015) which states, by reversing the scenario, answering the question and examining why the customer would feel the need to build a relationship with the business. Direct involvement will ease the customer's perception of risk. Risks, come in innumerable ways, therefore, it is worrying for the customer, hence developing a connection reduces the opinion on risks and at the same time eradicates them.
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To conclude this report, paying attention to the customer's needs, using tools and theories to map the customer journey will add value to the brand.
(Thomas, 2018) has focused on the philosophy of Kantian’ Theory, paying attention to the customer ‘treating the customer as an end rather than as a means.’ Paying attention to customer needs, stabilising business processes, product sale and raw models, do not exploit them.
It is imperative to manage your business as this involves making decisions on a daily basis.  Reviewing priorities, knowing what is important, Learning from your mistakes.  Do not delay, in making decisions, if you do not have all the information you require, it is best to inquire, do not make impromptu decisions.  Be flexible, recognising there is more than one right way.  (James, 2011).  This statement is echoed by (Ries & Trout, 2001) to be successful you should make decisions on how your organisation performs over a long term period, drive your organisation in the right direction.  You must have a vision.  
(Ries & Trout) go on to say, the communication wilderness, it is suggested to aim big by being selective, focus on constricted targets to exercise segmentation, in simple terms ‘positioning.’ (Trott, 2009) positioning shows you how to get into the customer's consciousness.  What is important is what makes the brand different.  
According to (Walters, n.d.), a belief that the major reason why the majority of organisations are  unsuccessful in capitalising on their customer experience, is because the management does not go through and experiment what it is like to try their own products or brand, in order to comprehend what their customers are going through.  The creation of a touch point journey plan that covers all the doorways your customer will go through, will give you the chance to see the weak points and will permit you to amplify them and resolve them.
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A. SWOT ANALYSIS
	STRENGTHS
Location / London Bridge
The highest viewing Decks
Trained Ambassador staff to educate visitors.
	WEAKNESSES
Remaining cost-effective
Creating a larger seating area without reducing the free-flow of visitors.
Reducing staff turnover
Increasing motivation


	OPPORTUNITIES
Open a new viewing platform
Introducing new activities on the viewing platforms.
Rental space for private functions.

	THREATS
Location / London Bridge
Terrorism 
Brexit
Sky Garden / Free entry to the viewing platform.
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APPENDIX
PESTLE ANALYSIS B
	

	
	

	
Political
	Environmental
	Social

	BREXIT

	TOXIC FUMES DUE TO TRAFFIC

	DUE TO BREXIT LACK OF DIVERSE WORKFORCE

	POSSIBLE REDUCTION IN OVERSEAS VISITORS DUE TO TERRORISM

	MAKING THE BUILDING MORE SUSTAINABLE BY ATTRACTING LOCAL WILDLIFE.  ADDING A HIGHER VIEWING DECK
	INTRODUCING MORE VISITOR DAYS FOR PEOPLE WITH DISABILITIES TO VISIT FROM THE LOCAL COMMUNITY


	Technology
	Legal
	Economical

	IMPROVE INTERACTIVE ACTIVITIES CONCERNING SURROUNDING BUILDINGS. MAKING IT MORE EDUCATIONAL  
	NEW STRUCTURES THAT CHANGE THE SKYLINE AND BLOCK the PREVIOUS VIEWING LINE.
EMPLOYMENT RESTRICTIONS FOR POST BREXIT

	MAINTAINING PRICING STRUCTURE.
INCREASING SECURITY FOR THE BUILDING
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STRATEGY DIAGRAM C (Russell-Jones, 2005)                                                             [image: ]
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DIAGRAM D. THE MARKETING MIX (Bradley, 2010)
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