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[bookmark: _Toc112365269]1. Introduction  
 
Marketing is the most significant part of any business operations and activities in the present competitive business world. According to Varley et al. (2018), marketing is a significant business process intended to encourage sales performance and increase organisational profitability and revenue. Furthermore, effective marketing operations make awareness of the trade and its goods along with offering inputs that make interest the target customers. Besides, it brings in novel customers and creates innovative business opportunities for organisations. The present report critically analyses how H&M can make innovative marketing tactics and strategies for increasing brand awareness along with evaluating and managing the customer's journey across many communication channels to make sure the future and current stakeholders’ expectations are fulfilled. 
[bookmark: _Toc112365270]2. Company Background
[bookmark: _Hlk112363157]H&M group is a worldwide Swedish retail brand that keeps its finger on the pulse of fashion's pounding heart to find styles and trends that even the most fashionable individuals on a budget can afford. It was established in 1947 by Erling Persson and H&M launched its first shop in Västerås, Sweden (Bonilla et al., 2019). The brand is known for its simple yet trendy fast clothes, and the H&M group is well-known for its marketing and brand-building initiatives (Madsen et al., 2021). According to Bögel (2019), the H&M collection range spans all age groups and provides high-quality accessories and apparel for men, women, children, and teenagers. H&M also offers beauty cosmetics and home furnishings to diversify its goods range to customers (Madsen et al., 2021). Li et al. (2014) revealed that H&M has a vast worldwide supply chain and is present in over 74 countries. Norpoth and Kaltenborn (2020) revealed that H&M have more than 550 outlets in 12 European countries. Every year, the Swedish retailer sells around 300 million mainly company-designed accessories and apparel, including cosmetics, for a total of US$3.15 billion.
[bookmark: _Hlk112363242]Volkov et al. (2014) mentioned that H&M has been so successful and efficient at exporting its high-quality, low-cost clothing styles that since the mid-1990s, the company has sold more than 80% of its products outside of Sweden. Germany has been H&M's largest single market. H&M has also expanded beyond Sweden through its catalogue sales, known as H&M Rowells, which, in the 1990s, was confined to the Scandinavian marketplace (Jiang, 2022). Their emphasis on offering economical yet attractive fast fashion has allowed them to build a large international following and position themselves as a prominent player in the current fashion industry. The mission statement of H&M is to invest in communities, people, and creative ideas to enhance living conditions and create long-term positive change (Bonilla et al., 2019).
[bookmark: _Toc112365271]3. Communication
Communication is generally the process of generating and sharing facts, information, ideas, views, and feelings from one location, group, or person to another. According to Hari et al. (2016), communication is essential to humans' and organisations' survival and existence. Ha and Longnecker (2010) mentioned that communication necessitates a sender, the individual who begins communication, to share their ideas or encode a message. Further, this message is delivered to the receiver, an individual who receives the data, and last, the receiver must then decode or comprehend the message. According to Ratheeswari (2018), effective communication necessitates using a shared language and a knowledge of basic concepts. It's also crucial to remember that a receiver's interpretation of what the sender sends out may differ from what the sender intended, which is less probable if the two share the same language and culture.
Shannon and Weaver's Communication Model
According to Al-Fedaghi (2012), Shannon and weaver's communication model is specifically developed to foster effective and successful communication between sender and recipient. They also find noise factors that impact the communication process. Johnson et al. (2011) mentioned that initially, the model was created to enhance technical communication, and later, it became widely used in communication. The sender primarily encodes the message and transmits it to the receiver via a technological channel such as the telegraph or telephone (Weaver and Coleman, 2010). The sender turns the message into machine-readable codes. The message is transmitted in code over a medium. The receiver must decode the message before comprehending and interpreting the message. In some circumstances, the receptor machine can also function as a decoder. The channel may be noisy, and the receiver may be unable to decode it, causing issues in the communication process (Ma, 2011).
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Figure 1: Shannon and weaver's communication model
Source: Taylor (2017)
Shannon and weaver's communication model is connected to the marketing process. It is used in this manner: the sender is the marketer or company, and the receiver is the target market or customer. The source of information delivers a message via a channel, including radio, television, internet, newspaper, etc. (Sharp and Weaver, 2015). The receiver accepts and translates the message, and the receiver could then provide favourable or unfavourable feedback to the sender (Lippitt et al., 2014). 

Integrated marketing communication 
[bookmark: _Hlk112363265]According to Luxton et al. (2015), integrated marketing is generally a strategy for providing a consistent message across all brand's marketing channels. It ensures uniformity wherever consumers want to interact with an organisation (Bruhn and Schnebelen, 2017). Mudzanani (2015) mentioned that the company doesn't have an integrated marketing plan, and the company risks sending mixed messages or interacting in an independent voice. Customers may perceive company brands as fragmented and unorganised (Laurie and Mortimer, 2019). According to Valos et al. (2017), integrated marketing brings together all marketing communication components, including public relations, social media, and advertising. They were, moreover, employing their respective blend of channels, media, and methods to provide a customer-centric and smooth experience (Ekhlassi et al., 2012).

[bookmark: _Toc112365272]4. New promotional strategies           
H&M brand is showcasing their buyer through a versatile promotion effort to advance the recent accumulations. Besides, the customers attain SMS coupons and versatile flag promotions set on important gateways and media locales. In order to develop an effective promotion strategy, the H&M company should analyse and comprehend the target customers (Pratap, 2018). Furthermore, the H&M brand’s target customers are typically young customers who need more fashion and trendy clothes at a low cost. Thompson and McLarney (2017) mentioned that young customers have plenty of access to data and information. A multi-channel promotion strategy, including internet promotion, advertising, and sales promotion techniques, is used by the H&M brand and also these multi-channel tactics enhance the exposure of the company. Besides, McCormick (2014) opines that the products and services of the H&M brand are comparatively low cost and higher fashion products, which is associated with their customer's wants. Further, the promotional activities of the H&M brand emphasise two major features; it is mainly the laid-back practice to find the posters of the company and is in a fashionable style and with the cost of the products. Further, on the company websites, the cost is placed at an obvious position. Though Gap and Zara, H&M’s major rival companies, placed costs online, they typically provide it small. However, the promotional strategies of H&M have highlighted the low cost of making awareness of their low-cost products. Furthermore, the H&M brand also conducts an eye-catching promotion program which invites the leading fashion designers to design the clothing for the target customers, and also this practice only enhances the goods but also improves the brand image to be upper class and fashion. 
[bookmark: _Toc112365273]5. Brand and Brand Equity
According to Dolbec and Chebat (2013), a brand is the perception of a company, product, or person by those who encounter it. A brand is much more than a logo or a name. It is the identifiable feeling that these assets elicit (Han et al., 2015).
According to Hossien and Mehdi (2012), brand equity generally describes the value of a brand and consumer experiences and perceptions of the brand determine its value. Moreira et al. (2017) mentioned that companies could build brand equity for their goods by making them easily recognisable, memorable, and superior in dependability and quality. Brand equity can also be built through large marketing campaigns (Christodoulides and De Chernatony, 2010).
Iglesias et al. (2019) revealed that customers willingly and happily pay a high price for a company's products when it has positive brand equity, even if they could buy the same item from a rival for less. The company's brand equity permits it to create a higher profit on every sale (Vinh, 2016). Porsche is a company with significant brand equity in the automotive industry, and maintains its image and dependability by employing unique, high-quality materials (Dolbec and Chebat, (2013). Porsche, as a luxury brand, offers its customers not only a product but also an experience. Porsche was the leading luxury brand in 2020 compared to other automobile brands in its category (Christodoulidesand De Chernatony, 2010).
Keller's brand equity model
According to Farjam and Hongyi (2015), Keller's brand equity model also referred to as the CBBE (Customer-Based Brand Equity) model and was established by marketing professor Richard Keller. Jara and Cliquet (2012) mentioned that Keller's brand equity model builds a successful and strong brand; the company must mould how people feel and think about their goods. The company must create the correct experiences about its brand for consumers to have particular positive thoughts, beliefs, feelings, perceptions, and attitudes about it. Sandhe (2016) opines that when a company has substantial and reasonable brand equity, its consumers will buy more from the company, customers recommend the company to others, customers are much more loyal, and companies are slightly likely to lose them to rivals.
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Figure 2: The resonance pyramid- H&M
Source: Sandhe (2016)
According to Duman (2018), Keller's pyramid has four levels, and the different levels of the Brand Equity pyramid include identity, meaning, response, and relationships.
Keller's Brand equity model related to the H&M group
Brand salience: Brand salience is the likelihood that a brand will be recognised or considered while making a purchase (Anselmsson et al., 2017). An iconic brand gives people the sense that they are better people, enables a firm to succeed at the most excellent level, and helps it establish a solid reputation (Su, 2016). H&M group created a logo that, over time, has become identifiable, iconic, and a sign of refinement and luxury. H&M group's brand awareness has grown due to commercials in fashion magazines and television, specifically in recent decades, making it a brand of refinement (Ishaq and Di Maria 2020).
Performance/ Imagery: Brand performance covers the capabilities and real features of products and services H&M products are distinguished by their unique and distinct style and the careful choosing of raw materials (Abril and Rodriguez-Cánovas, 2016), which is done under strict environmental, ethical, and economic principles. H&M has recently prioritised sustainability and environmental stewardship (Orazi et al., 2017). Brand imagery is what individuals think when they see the brand. Seeing or touching an H&M product immediately conveys glamour, style, and elegance (Shay and Van Der Horst, 2019). This contributes to meeting the customer's desire for a product that makes them feel special and unique.
Brand Response: Brand judgment is individuals' opinions about the brand (Battistoni et al., 2013). Brand feelings cover how people perceive the brand (Anselmsson et al., 2016). Investigating H&M group's social media pages and analysing consumer responses find that the feedback and comments are good, with customers praising the clothing's freshness and appreciating the ability to comprehend a woman's wants in her everyday wearing.
Brand relationship: Brand resonance shows the nature of the customer-brand relationship and the level to which consumers perceive the brand. Brand resonance shows the nature of the customer-brand relationship and the level to which consumers perceive the brand (Lee et al., 2014). Brand resonance shows the nature of the customer-brand relationship andthe level to which consumers perceive the brand (Moliner-Velázquez et al., 2019). H&M group has developed a devoted customer base by providing an an exceptional shopping experience in its shops and providing excellent customer service. H&M emphasises the fashion industry for younger generations, enlisting celebrities such as Lady Gaga to inspire young trends (Blasi  et al., 2020).
Advantageous and disadvantageous Brand equity model
According to Liang et al. (2012), Keller's brand equity pyramid is an effective marketing tool for increasing corporate awareness and knowledge and driving revenue to the top. To reap the benefits of using Keller's brand equity model, organisations must proceed and complete each stage before proceeding on to the next (Syafarudin, 2021). When a corporation reaches the top of the pyramid, its brand equity becomes a valuable asset to invest in (Bentes et al., 2012). A brand that understands how to create its own identity, properly communicate its goals, and maintain a devoted consumer relationship is a dependable and inexpensive brand (Imandoust and Bolandraftar, 2013).
Today, brand equity is seen as an effective marketing tool as well as a real asset with the potential to generate profit (Ho-Dac et al., 2013). Torres et al. (2012) mentioned that the resonance pyramid is a method for determining how marketing communications affect brand equity and for developing strong, engaging loyalty ties. According to Talaja (2012), the pyramid assists organisations in gradually attaining success. Then once they meet the peak, they receive huge benefits such as higher earnings due to higher prices, which they can retain due to the brand's recognised perfection and adequate marketing (Syafarudin, 2021). Bentes et al. (2012) mentioned that the emotional aspect does not play a crucial role in buying certain products, which is one of the weaknesses of Keller's brand equity pyramid (Paharia et al., 2011).
[bookmark: _Toc112365274]6. Customer journey 
A customer's journey is defined as the set of interactions and positive experiences that a customer has with a particular brand in purchasing a product or service. It deliberates a full interaction roadmap from brand discovery to buying and beyond (Pookulangara and Shephard, 2013). According to Ünay and Zehir (2012), building a customer’s journey map can give insightful data for all the department levels, from the sales phase, which wants to understand the effective methods to interact with the target customers, to the management authorities searching for insight on which outlets the consumers adopt most. Besides, the customer journey map enables a business organisation to have seen its processes and products through the eyes of its customers. A customer’s journey map provides valuable information on the key denominators of friction for the design teams, marketing team and business owners, allowing them to enhance the customer's experiences and eventually make sales performance (Shen, 2014). 
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Figure 3: Customers journey map
Source: Roggeveen and Sethuraman (2020)
The different stages are the backbone of customers journey map. 
Awareness: According to Harris and Dennis (2011) awareness phase includes spreading the general data regarding the services and goods the firm provides to its target customers. In the awareness phase of the customer's journey, the customers mainly search for a solution and also encounter various products and brands. Besides, in this phase, the customers are conducting detailed research and also this can include online searching methods for solutions to keyword issues, news articles, reading blogs, first meeting companies and browsing online forums.
Considerations:  In this phase of the journey, the brand emphasises promotions. Besides, this is mainly where the customers start to search for substitutions for past acquisitions. In this stage, the business attempts to influence target customers to include the brand on the available list of options. Further, the customers consider the various features of the goods and also compare the buying of goods to other key solutions. However, the consideration stage changes due to the customers-centric channels can come in diverse forms (Roggeveen and Sethuraman, 2020).
Conversion: The conversion stage indorses visitors to take a specific action. Adopting a dedicated call-to-actions, the brand encourages the customer to create a buying decision, subscribe to the mailing list or else sign up for the particular services. The brand should adopt this stage to sell its goods as the best fit to resolve a visitor’s issues (Roggeveen and Sethuraman, 2020). 
Retention: Norpoth and Kaltenborn (2020) mentioned that retention is a significant phase for the organisation, and also it should effectively maintain the trust of the target customers. The retention phases include keeping consumers pleased with connection customers or management success teammates to stop the clients from leaving and take possible to the next and the last phase, them thus loyal to the brand that they want to advocate for the services or products. 
Advocacy: In the opinion of Syafarudin (2021), most business organisations recognise the advantages of word-of-mouth marketing. Nevertheless, few organisations commit to a plan for encouraging customer advocacy. Besides, encouraging every customer to share their opinions and views can take money and time. Further, the excited customers are likely to suggest the products and brand to their family and friends, which for numerous, can be contract breakers. 
[bookmark: _Toc112365275]7. Customer touch points 
Aichner and Gruber (2017) mentioned that a customer’s touchpoint is mainly any category of interaction that customers have with the brand, whether that is through a website, employee, app or an advertisement. Further, the experiences the customers have with those particular touchpoints can outline how they review the brand. Most organisations, including H&M brands, have tried to communicate with the target customers through diverse types of marketing activities, striving to attain as target customers as possible. Till presently, the main attention of the marketers has been on the traditional marketing operations, emphasising how the firm would intend to interact with their target customers. Nevertheless, because of the changed behaviour of customers, a rise in communication practices and also a rise in the actors in the marketplace, the times have altered. The touch points into three diverse types connected with the customer's experiences:
Pre-Purchase touchpoints: These purchase touchpoints are of higher significance nonetheless of whether a customer will buy the product in a question or else not, and these include contact points like the internet, word-of-mouth and advertising (Volkov et al., 2014).           
Purchase Touchpoints: In the opinion of Valos et al. (2017), Touchpoints cause a customer to buy a brand rather than just take it into account. These are touch points like physical stores and customer service.
After-Purchase touch Points: These types of touchpoints, as the name implies, allow customers to start after they purchase something. The product itself, customer service, replacement warranty, and customer satisfaction surveys are good examples (Yun, 2020).
[bookmark: _Toc112365276]8. Customer Journey Map 
The customer journey map is defined as the visual representations of a consumer’s experiences with the brand, and also these visuals deliberate a clear story regarding how a particular customer moves through every phase of experiences and interactions at every stage (Syafarudin, 2021). Besides, the customer's journey map should include various movements and touchpoints of truth, but also potential feelings of the customers, like confusion or frustration, and also any activities the brand wants the customers to take (Gra, 2013).  
The customer journey map of H&M company offers a clear comprehension of the concerns and wants of the target customers, which directly encourage or inhibit their activities. Further, this data permits H&M to enhance the customers purchasing experiences leading to a greater conversion rate and also enhanced customer retention (ZHOU, 2013). 
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Figure 4: Customers journey map
Source: Shen (2014)
H&M provides an improved customer experience by adopting free postage and also effective delivery models for orders above £75. H&M promotes the brand using its customer's feedback and suggestions (Arrigo, 2018). The web platforms of H&M encourage the shopping journey as a positive experience. Besides, the target customers are also offered an environment where they are capable of touching the goods before a buying decision is taken, and it includes the provision of free samples and blind test promotional goods. Further, the customers of H&M attain SMS coupons through their banner ads and mobile phones placed at the top of the organisation’s website portals. Besides, the variety of the integrated mobile payment options includes the H&M payment activities and also the post-purchase applications of H&M. Further, these payment options offer streamlined Omni-channel customers experiences across various touch points like online, in-store and mobile payment platforms. In the case of H&M, the customer journey map is the significant practice by which a customer interacts with the firm in order to attain the targets. The salesforce reported that around 80% of the customers are deliberating their experiences with the firm to be significant as its goods. However, Lea-Greenwood (2013) mentioned that due to the changing customers’ needs and requirements, building a customer’s journey map is always not a simple or easy process for H&M. The weakness of the customer'scustomer's journey map to make without relying on adequate data to analyse the behaviour of customers, level of customers satisfaction, preferred touchpoints in every phase of the customer's journey. H&M can collect the customer's data and information by executing the voice of the customer's activities, deploying the surveys and encouraging the various social media channels. 
[bookmark: _Toc112365277]9. Total engagement models
According to Grover and Kar (2020), customer engagement is a business communication link established between a consumer and a company via numerous channels of engagement. These channels can be a customer engagement, effect, reaction, or overall experience that occurs offline or online. Customer engagement forges an emotional bond between a brand and a customer (Barello et al., 2020). Customer success requires proactive consumer engagement. Customer engagement is generally no longer a one-time occurrence but rather an ongoing process. Companies know acquiring new customers is just as crucial as keeping existing ones. Whether the company offers excellent consumer success or not, moreover, it is crucial that proactive customer engagement is managed and controlled by an engagement model (Sunder, 2014). According to Redlinger‐Grosse et al. (2017), the total engagement model implies involving the corporation's employees and giving them a sense of belonging to a mission or project. It focuses on the synergy of various elements, including services, advertising, company culture, and products Yun (2020).
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                            Figure 5: Total engagement model
                            Source: Barello et al. (2020)
In the case of the H&M group, the exceptional quality of its goods and the brand's value recognised globally are the factors that ensure customer loyalty (Pawar, 2018). The in-store shopping experience is still an essential element that must be adopted and regularly improved with gastronomic and musical events, charity and VIP events, in addition to Premium customisation to offer customers something unique (Barello et al., 2020). H&M group, like numerous other luxury brands, has shunned social media for fear of degrading its goods, however online shopping revenues and the millennial period demonstrate that it is vital to concentrate on online promotion methods and explore techniques seeking customer involvement on social media (Dutta and Baruah, 2014).
[bookmark: _Toc112365278]10. Conclusion
The current report demonstrates the significance of different marketing tools in improving and meeting customer requirements of an organisation. In this report, the assessment emphasises the importance of H&M group improving its online marketing strategies in order to improve its e-commerce profits and accessibility. Offline marketing strategies are quite effective, particularly those involving magazine advertising. The focus should be on understanding consumers' requirements through evaluating the customer journey map and the customer touch points. Monitor a product's challenging purchase route and enhance the map's weaknesses. Generate new and online advertising strategies employing integrated marketing communication. Keller's equity model allows an organisation to understand the importance of brand value and how to analyse it.
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