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1. Introduction 
This report is about marketing approach of the fitness brand Reebok. Analyzing  the company will help for the better understanding of the factors affecting the customer journey process and techniques to influence the consumer decision. In the beginning it explains and introduces the communication models of Reebok and the importance of sending right message to the audience. Then it focuses on some new promotional strategies for better performance of the brand and raising the company recognition. Following, it contains a brief definition of branding, brand equity and Keller’s Brand Equity model. Finally, it concludes with a detailed analysis of the customer journey and customer touchpoint of Reebok.

  

2.  Definition of Marketing Communication
Marketing Communication is part of the marketing strategies and planning which are used by the organization to inform the target customers about their product. It is also a way of exchanging information for both sides. This process uses variety of marketing channels to spread to the audience the company message and how the company should be differentiated from its competitors. The role of the marketing communications is informative but also persuasive as it convinces the costumers to buy the product as it also advertises the benefits of the goods. The sales promotion requires time availability, which means in short time the increase in the sales of the products. The advertisement reminds for long-term connection with the costumers and leads to the company’s increases in the overall sales and profitability. Examples of marketing communications are divided in online and offline advertisements and some examples of them are direct marketing, personal selling, events, sponsorship, media, magazine, and much more. (Egan, 2019) 


2.1. Diagram and explanation on a communication model Shannon and Weaver
The Claude Shannon and Warren Weaver’s model introduces the effective communication process which is used in the strategic marketing management. It explains the way of transmission of the information from the organization to the audience, factors that can affect the brand message and the response of the people back to the sender. (Egan, 2019)
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Figure 1 Source: (Egan, 2019)

Sender is the beginning of the communicational model and is the main body which creates and sends the massage.  (Egan, 2019)
Encoding  is the next element which plays the role of a transmitter of the signal or data provided from the Sender to the Media.
Media describes the channels for distribution of the massage. 
Decoding element translates the meaning of the message. Is also explains how the information was received and translated to the Receiver.
Receiver is the target audience for which the message was created and at which it was aimed.
Response shows the way consumers react after receiving the message. 
Noise is everything that is happening around the communication process. Its main role is to reduce the quality of the message and to move the attention of it. As for an example of source of noise, it can be another sender or some different environmental factors.
Feedback is the last element of the model which monitors the consumers’ response. This element is important for the sender because it provides them with information on how effective the message was. It can also help to reduce the noise in the system. (Egan, 2019)


2.2. Integrated Marketing Communications (IMC)  

Role of the Integrated Marketing Communications is to secure all forms of information and messages are related together to maximize the efficiency of the strategy. To establish IMS the first thing that is needed is to select a target group of people which one wants to influence and then to analyze the consumer’s behavior. Having done that, according to the customer’s needs and desires, the company needs to set promotional objectives or products. Next step is creating a brand message and design, also creating the promotion mix where it informs the audience about what the company is offering and highlight the benefits. Business should determine the overall budget and channels of communication with the target customers. Finally, the company needs to assess the results from the communication process and  therefore form marketing strategies. (Kotler, 2019)


3. New promotional strategies for Reebok


Advertising
Globally the world is changing very quickly, and the Reebok company needs to offer products that are competitive. In 2020-year, the world was faced with the pandemic of the coronavirus. This external factor can be used as a good opportunity for gaining new customers and building better brand trust. From my point of view a new promotional strategy for the Reebok company can be changing the way the brand is promoted using the media source. Besides the combination of online and offline advertisements, Reebok need to focus more on the separation of its website from the family brand Adidas and make different pages with more detailed information about the benefits of the products. They need to invest more in social media as YouTube ,Facebook, Instagram and Ticktock to target new segments of people. Also, using the traditional media as newspapers, magazines, television, and radio can help the brand to influence the audience for a longer period.  Advertisement as one side of the engagement, needs a new communicational message that can drive the people to choose the brand instead of its competitors. Building better communications will raise the brand recognition, awareness, and loyalty for the long term. (Kotler, 2019)

Push and pull strategy
Those strategies involve the types of channels for distribution from the manufactory to the final client. This process affects the marketing mix and needs to be planned very carefully. As a recommendation for the Reebok brand, a new promotional push and pull strategy can be to engage with new middlemen that have better reputations. The middlemen play an important role as to the final price, place, and the promotion of the product. This provides them with a lot of power; therefore, they need to be selected after a good profound research. As a benefit of choosing the right middlemen, the Reebok brand will receive some  functional, scale and transactional efficiencies. Increase in the sales and demands of their products will lead to a raise in the manufacturing and profitability and to a better financial stability.  Another thing that the brand can do is to open an official Reebok store in a variety of areas in the United Kingdom. This will increase the consumers’ perception  and recognition of the brand and push more people to explore and buy their products. (Drummond, 2008)


Public relations
Reebok image and reputation play a major role in influencing the way consumers recognize and associate the business. It is important how people see it and whether they have good and positive things to say about the brand. As a new strategy Reebok can focus more on the consumer. It is important for the company to try to understand what people like and dislike about the brand and what is the competitors’ impact on the target group of costumers. Understanding the consumer language will also help to improve planned management of the internal and external stakeholders. (Drummond, 2008)




Publicity 
New recommendation to reach publicity of Reebok is to make a change in the way that they attract the consumer attention. By providing  powerful massages about the health benefits of physical activity they can expand the company mission and motivate the public to do something better with their lifestyle. This promotional strategy can be used in the magazines, newspapers and on the radio. Attraction of new attention to the Reebok brand will provide information and stimulus to buy. (Drummond, 2008)

Sponsorship
Main part of the public relation is sponsorship. Because it is largely popular and is a big segment for influencing the brand image, we are going to consider separate marketing strategies. As new promotional strategy, the company may invest in sponsoring different projects which aim saving the planet from pollution and campaigns fighting with the global obesity among kids and adults. These two ideas can be combined in the idea of making better future for everyone. If the company moves its focus of sponsorship from sponsoring celebrities to sponsoring projects with important health problems, as a result it will definitely build a good brand ethic. Changing the direction will engage new people with the new mission and increase the Reebok awareness in the long term. (Friedman, 2019)

Direct marketing 
This is a form of communication where the company could directly target the customers. This year 2020 the world faced the corona virus pandemic which resulted in people being blocked in their homes. The Reebok company can use this situation and apply new strategies of direct marketing such as sending text massages by phone to the existing customers and sending brochures by traditional post with brand products and fitness tips of how to stay fit during the lockdown period.  (Campos, 2020)

Digital marketing 
A new way of digital marketing of Reebok can be through new mobile app for the latest health, fitness and lifestyle news and products offers. The benefits of this strategy are that the right people will receive the right brand message which will persuade them to make a purchase. Also, this app can make online shopping very easy and periodically remind members of new products. (Campos, 2020)



4. Definition of branding and brand equity 

Branding
Branding in the traditional meaning is the name and logo of the company that differentiates the brand and therefore its products from those of its competitors. The modern definition is wider and can be the design, sign, symbol, word, or combination of all to create an image that identifies the brand product from others. Associating this image helps the consumer to easily spot the products and to remember them better. It is also important as to the way people perceive the company and their overall expectation for the products. Branding is an important part of every successful business because it increases the company’s value and generates new costumers. (Smithson, 2015)

Brand equity
Brand equity is described as the value of the brand and is measurable from the company’s side and consumers’ side. This is a perception of what consumers think and feel when hearing about the brand and its products. Brand equity is also associated with the brand identity, brand awareness and brand loyalty. Indeed, creating a product according to people’s needs and making it recognizable and reliable creates trust and adds value in the marketplace. (Kotler, 2011)



5.  Keller’s Brand Equity model

This model is used in marketing management as to help the companies build strong brand equity by understanding how branding works. It represents on the one hand the stages of brand development and on the other hand the branding objectives. The model has a pyramid shape and consists of four levels. It starts from the bottom where it is fundamental and vertically moves to the top. It is important to mention that one level cannot be applied and work without the other, or in other words for strong branding all levels must be considered. Analyzing the Reebok brand, we will explain better the model and the meaning of every level. (Kotler, 2011)


Diagram of the model 
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Figure 2: Source from Marketing Management Kotler and Keller (Kotler, 2011)



[bookmark: _Hlk59222036]Explanation and analysis of Reebok brand 

[bookmark: _Hlk59222132]Salience 
Salience is in the bottom level of the pyramid and represents the identity of the brand and what makes the company’s brand different from their competitors’. It also represents the reputation of the brand and their focus. This is the stage where the company should build strong connection with the people by understanding what people need and should also send them the message about what the company can offer them. This process of  brand  identity also matches what consumers think about the brand and their feedback. Reebok as a brand is defined as a fitness brand and is very ambitiously focused to become the best fitness brand in the world. By using the company’s history, it reminds the consumers of its identity. The advantage of all that is the good recognition of the brand and the engagement with the fitness communities. (Kotler, 2019)

[bookmark: _Hlk59222162]Performance and Imagery 
The next level of the model explains the meaning of the brand in the aspect of building loyal customers. Producing amazing products is an essential part of the company’s performance but Reebok as a company and brand tends to do a lot more than that. The brand focuses on people’s health through inspiring them to be the best of version of themselves through fitness, mental, physical, and social exercises. Supporting people to stay active is a huge advantage of the brand and engages the brand with partnerships and events like CrossFit and Spartan race. (Kotler, 2011)

Judgments and Feelings 
This level is just before the top of the pyramid and provides the company with the information about consumer value of the brand. Customers give their opinion on the brand products after the purchase and what they feel about the products. The Reebok company uses online surveys to analyze the response of its clients. Using the collected data, the company monitors the positive and negative reaction of its customers and other target groups of people. A disadvantage of the survey method is that it is rather time - consuming, people usually feel ignored, and the information is often incorrect. (Kotler, 2011)
[bookmark: _Hlk59222247]
Resonance 
At the highest level of Keller’s brand model stays the relationship between the company and its customers. The connection here is on a deep level and value. In this stage the Reebok company should establish strong fitness commitment for the costumers to trust the brand and become loyal to it. (Kotler, 2011)

In conclusion, in aspect of the analysis of the model, we can say that developing brand equity is a difficult process which can be very challenging to be managed. Advantage of the model is on dimensions like image, distribution, and physical design, it can provide strong competitive benefit in product categories where most alternatives provide the same benefits. And as a disadvantage is considered the big investment needed for the promotions. (Handlin, 2018)


6.  Customer journey and customer touchpoint for Reebok                                   

6.1. Customer journey and stages
This is a marketing approach which helps the company to understand the experience from first interaction of the customer with the company as to the formation of the decision whether to purchase the brand products or not. Identifying the consumer behavior and buying process can maximize companies’ overall performance and reduce the risk of failure . The Reebok company uses a marketing technology company called ,,Curalate” to create online channels which discover and monitor the customer journey experience.  (Briggs, 2017)
	
Awareness 
This is the first stage of the customer journey where the consumer identifies a certain need or a problem and is actively looking to satisfy it. At this stage, the consumer may see images or videos and may even discover new companies that offer solution to his or her particular needs. Advertisement here plays a huge role in influencing the behavior of consumers and Reebok knows that. For example, in Instagram they post attractive athletes wearing brand products with detailed content of the features of the products to create consumers interest in buying them to satisfy their own personal athlete needs. (Briggs, 2017)

Evaluation and consideration 
After the consumer is aware of what they need he or she is driven to search for more information and compare different products that the various companies offer in search for the best purchase. In this stage consumers often look for information regarding reputation of the company and that of its competitors. Therefore, strong side for the Reebok company represents the online rating and comments from its previous users. (Angrave, 2020)

Decision
Third stage in the customer journey is the decision or in other wards the ,,readiness” to buy. At this point the consumer has already completed the research and evaluation of the needed product and is ready to make a choice. Often in the commercial practice this decision pushes the  consumer to a final critically review of  the company which he or she does by discussing the company’s reputation and reliability with trusted people. This communication helps the consumer to make final decision. It should be mentioned that the Reebok company has a weakness to control this stage. (Angrave, 2020)
Retention
This is the stage where the company’s product has already been purchased and used and therefore the company needs to ,,pull the costumer again” to make a purchase from them. This retention is the ability to engage the consumer with the value of the company and to make them loyal customers for a long period of time. This is important stage for the Reebok company because here the company builds long-lasting connections with its clients. This process is vital for every company’s success and even survival on the market. As a big  fitness  brand  Reebok retains its customers by inviting them to different fitness events where it creates a positive experience and memories. (Angrave, 2020)
Advocacy
Final stage of the customer journey is the advocacy where the consumer recommends the brand by  positively spreading  the good word from mouth to mouth amongst friends and family. This can be considered as a form of free advertisement on behalf of the company and helps Reebok as a company and brand to gain more new clients. (Angrave, 2020)

Customer Touchpoint and stages
Every time when the company has a contact with the costumer or potential customer it is called customer touchpoints. They also influence the costumer journey. These touchpoints establish impressions. Therefore, they really matter for the business because if they are positive potentially, they will build customer value, but if they are negative, they can push the costumer to purchase from competitors. Customer touchpoint is very individual for every brand and the forms of interaction depends on the company. Analyzing the relationship with the consumer we can divide the touchpoints in online and offline channels and  interacting before, during and after purchasing a brand product. (Buttle, 2008)

Before a purchase
This is the first touchpoint where the company has an opportunity to encourage the costumer to make a purchase. Here the consumer builds awareness of the brand. To shape the perception of the consumer the Reebok company uses social media to advertise the brand through fitness events organized with its partnership and company events like CrossFit. Influencing the audience to try to be better by training harder and promoting the brand products and features helps the company to engage the consumer before he or she even enters the store and purchases the brand products. Business objectives in this stage are to finalize the decision to buy a Reebok brand product. (Buttle, 2008)
During a purchase
This is the touchpoint where it is monitored what happens during the buying process. In this stage the Reebok company interacts with consumers physically and digitally. For example, in the store there are small conversation with salespeople and staff attitude is reviewed. Also, directly from the Reebok website and partners website by the checkout system and previous reviews. Business goal in this touchpoint is to increase the volume of sales. (Buttle, 2008)
After a purchase
This stage is equally important to the previous two touchpoints and needs to be considered thoroughly because it is the final step of the customer touchpoint and has major effect on the customer’s experience and therefore future recommendations to friends and family. The common practice of the Reebok company is to send a variety of emails as to monitor the clients overall experience and to increase the customer loyalty to the brand. Those emails are including thank you letters, feedback surveys, subscription for the latest products of the brand, special discount offers and motivational personal stories of other people. (Buttle, 2008)


 Diagram of  Reebok customer journey map 
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Figure: 3 (Buttle, 2008)

Brief Explanation of the map

Customer journey map visually shows the process that the customer goes through before buying the Reebok products. The map represents a series of touchpoints and allows the company to estimate from different points of view the customer’s perspective. The benefits of the end-to-end journey is to identify the weaknesses in the existing customer experience and thus improve to reach the desired one. (Boag, 2020)
Following Figure 3 we can see that the fist interaction with the Reebok brand happens by post and interested consumers sign to receive emails in order to be aware of the brand. The brand product on which is based the map in the Nano X Cross Training Shoes. In the content of those emails’ consumers are offered a direct link to visit the company’s website for full detail on the products. Here consumers explore all the benefits offered by the Reebok company and search for more relevant information and feedback in the web forums. After assessing the brand products consumers are ready to move to the step to make a purchase by ordering from the website or store. After that consumers check in Facebook and Instagram and other social media if athletes use those products in different fitness activities. And the last stem of the journey map is the recommendation by words of mount. (Reebok.co.uk, 2020)
Knowing who the costumers are and mapping the journey where they have a touchpoint with the Reebok brand gives strength to the company for a better shaping of the experience and increases in the brand effectiveness. Analyzing the customer journey, a company should consider the weakness of the mapping. A company should also bear in mind that people are different, and we cannot expect all of them to have the same touching points and the same behavior. (Boag, 2020)

7.  Total Engagement Model for Reebok 
This model puts everything together within an effective and efficient system. As a focus in the united plan of all marketing activities of the Reebok company which includes customer value proposition, branding, internal culture elements and customer experience. The important benefit of this model is the synergy through total brand strategy alignment over the company’s objectives. The total engagement model explains how to design and operationalize a growth plan of business driven by increasing customer engagement. Indeed, this model is challenging the Reebok company, and the final process is very difficult to be performed successfully. (Buttle, 2008)


8. Conclusion
In summary the marketing strategies and models provide advantages and help the Reebok brand to better understand its consumers. Knowing who the costumers are and what they need and want is basically a good guideline. Of course, the effort has as its downsides as research can cost a lot of money and may not be so effective. For future recommendation of the Reebok, they need to attract bigger investors to help and support financially the brand and marketing performance.  
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