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[bookmark: _Toc113645139]Introduction
According to Nash (2018), businesses and brands across a diverse range of industries embrace marketing as an approach to advertising their products and offerings in the cutthroat commercial environment. 
As mentioned by Guttmann (2022), the aggregate contribution of marketing expenditures in corporate revenues decreased to less than 7% in 2021 from above 10% in recent times, according to market intelligence for a few significant worldwide nations. Zhang et al. (2021) argue that, in contrast, the economy appears to be more upbeat in the UK, where for-profit companies forecast that their marketing expenditures will increase by more than 28% in the approaching years with more involvement in digital marketing approaches.  
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Figure 1: Changing pattern of marketing in the market of the UK towards digitisation
(Source: Guttmann, 2022)
The purpose of this report is to highlight the significance of critically appraising innovative marketing strategies for the selected company of The Very Group (TVG), operating in the market of the United Kingdom and Ireland. This report also creates a blueprint of the brand awareness techniques, market forces, consumer behaviour, current issues in marketing, and overall scanning of the marketing approaches undertaken by the organisation. 
[bookmark: _Toc113645140][bookmark: _Toc113224331]Background and Overview of the organisation 
The Very Group (TVG) is a cutting-edge online company that blends adaptable transactions and retailing to make popular products easily accessible to more consumers (Catchpole, 2021). TVG continues to concentrate on the UK and Irish markets, where the corporation has the capacity and potential to expand significantly. The Chief Executive Officer Henry Birch was delighted to report significant profit development for FY21 after the Group returned to profitability in FY20. Profit before taxes increased by 68.8% to £81.7 million vs £48.4m for FY20 (theverygroup.com, 2021). As mentioned by Rigby (2022), approx 48 million adults who make purchases in those markets are what TVG aims to represent and engage.
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Figure 2: Overview of the performance indicators of the organisation- The Very Group
(Source: theverygroup.com, 2021)
TVG customers' lifestyles are extremely important to the company, and the performance to be accomplished by TVG will be more significant in the coming years. The corporation will further integrate Very Pay, its new credit advertising framework, across its digital transformation journeys and brand management to enhance customer comprehension and perception of TVG's adaptable methods of payment. TVH wants to customise its numerous payment options by incorporating new technology (Beevers, 2021). TVG plans to roll out new disbursement products to address the financial requirements of its consumers outside of its existing array of adaptable financing options. TVG placed more accentuation on brand management and capacity in promoting awareness to boost the visibility of how the offerings of TVG effectively achieve customers' demands than any other retail outlet. In an attempt to represent its evolving clientele, TVG has adopted a new strategic approach in 2022 that is predicated on a revised segmentation approach (Rather et al., 2022). TVH has tested a new loyalty initiative to remunerate patron commitment and boost engagement.
[image: What Brand Loyalty Means for Your Business—and Why It Matters | Element  Three]
Figure 10: Components utilised by TVG while determining brand loyalty of their customers
(Source: Bodor et al., 2021)
[bookmark: _Toc113645141][bookmark: _Toc113224345]Definition of Communication
[bookmark: _Toc113645142]Communication can be defined as an expression or a process in which people share their information and other messages through verbal or nonverbal means. Most of the communication process may include a receiver and a sender. Even though the term communication can be seen as simple, it has a substantial complex nature (Putnam et al.,2016). Different factors should be considered while framing a communication possibility. Most of firms use communication as a vital technique to build rapport with customers. So that the firm can develop better reach and retention. Moreover, people with extreme communication skills can effectively attract a huge pool of customers to the firm.
Theory of brand loyalty
Purchasing intention to purchase a specific brand within a type of product is known as brand loyalty. It happens when customers believe that a company represents the ideal product attributes, visuals, or degree of durability at the ideal cost (Rather et al., 2022). This impression could lead to commitment and repeat purchases. Therefore, users' preferred options for and connectedness to a brand are connected to the brand's loyalty. It might happen because of a lengthy and rich long history of supporting or utilising a product and the confidence that has grown over time. Brand jingoism takes place when customers who are devoted to a brand start to classify exclusively with other retailer supporters (Wilk, Soutar, and Harrigan, 2021). In some circumstances, TVG may also selectively target the demographics they believe will best support their brands while rejecting others.
[image: PDF] DETERMINANTS OF CUSTOMER LOYALTY. A THEORETICAL APPROACH | Semantic  Scholar]
Figure 9: Theory of brand loyalty applied to the organisation
(Source: Rather et al., 2022)
[bookmark: _Toc113645143]Shannon and Weaver Communication Model
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Figure: Shannon and Weaver Communication Model
Source: Al-Fedaghi (2012).
From the viewpoint of Al-Fedaghi (2012), Shannon and Weaver Communication Model is one of the most recent models that depict the necessity of communication, and it is the mother of all models. The theory was formulated in the year 1948, and In the field of communication and education, the current model has wide publicity. The theory clearly states the chance of misinterpretations and mixed are quite common while sending and receiving the informations. The most challenging issue faced by all the senders and receivers is the reproduction, or the purpose of the message should be sent from the starting point to the endpoint in an intended manner. As per the viewpoint of Al-Fedaghi (2012), with the help of mathematical expressions, the pressure points where the chance for communication distortions are identified correctly. Moreover, the proponents of the theory state there are six stages through which each message is carried out.
[bookmark: _Toc113645144]Integrated Marketing Communications
Different sets of marketing communications elements are cordially united to develop better consistent marketing channels. This process is known as integrated marketing communications. From the viewpoint of Keller (2016), It not only allows the public organisation to develop proper marketing channels but also helps the private organisations to do so. More customer engagement strategies can be developed so as to retain loyal employees as well as to showcase the image and reputation of the firm. Both new media practices and traditional practices of communication are integrated into the discipline of integrated marketing communication. The firms which require a huge marketing strategy can get enormous benefits from the current model. It is one of the most concreted models that have substantial integrated values.
[bookmark: _Toc113645145]New online and Offline promotions for company
The marketing communication, brand awareness and loyalty of TVG can be improved through the adoption of appropriate online and offline promotional strategies. Both promotional strategies should be focused on achieving the following marketing goals and objectives for the company.  
[bookmark: _Toc113224347]Marketing Objectives 
The marketing objectives formulated for the section of homeware to be promoted by the last quarter of 2022 are mentioned in the following segment:
a. To develop a portfolio of the homeware section with multiple products and classify them according to their needs by the end of September 2022
b. To enhance the sales of the homeware by 25% by the end of December 2022 (Budnikevich, Cherdantseva and Klichuk, 2021). 
c. To formulate an advertisement that caters for the targeted audience while fixing relevant pricing of the products by the end of September 2022
d. To convert the online traffic of visitors by 15% by the end of October 2022
A. [bookmark: _Toc113645146]Online marketing strategies for TVG
Online dissemination is the first preference of the company TVG since it creates the cost-effectiveness of not hiring or incurring investment in small store locations. However, the range of distribution of the products is presently limited to bulky products in remote places. Digital channels of communication encompass the social media presence of TVG on Facebook, Instagram and others, sending emails to the subscribed customers and creating attractive advertisements on the website of the company (Copeland and Zhao, 2020).   TVG wants to provide the highest levels of customer satisfaction throughout their entire digital transformation journey, including before, throughout, and after they purchase, using an application made accessible by TVG. TVG invests in its internet sites, mobile applications, collaborations, and communications, along with the data and technologies that power them, to accomplish success in expanding the company. 
The promotion catered through online propagation with sponsored advertisements and social media presence of the company on Facebook, Instagram and others have been identified to be very effective, affordable and provide high returns. The people involved in the innovative strategy of marketing, including the social media endorsers, the marketing team and the employees of the company who takes the responsibility of maintaining TVG's website, should be clearly trained and communicated to increase their effectiveness.
The most viable marketing tools suitable for the company's online business model of the company are influencer marketing, search engine advertisement, social media marketing and email marketing. Google ad services can be used for search engine optimisation. The marketing services provided by Facebook and Instagram are also highly effective and suitable. The social media influencers who are locally recognised can be effectively used for social media marketing.
B. [bookmark: _Toc113645147]Offline marketing strategies for TVG
Offline marketing is just as relevant as online marketing, even in the current highly digitalised world. The most effective and suitable forms of offline marketing for TVG would be Event Hosting, press releases, newspaper ads, and promotional hoardings. The events conducted in public spaces like shopping malls can help to generate customer awareness for the company (Leung et al., 2016). The events hosting can also aid in networking and achieving public outreach. Such events can increase customer engagement and enhance customer loyalty. Press releases and newspaper advertisements are highly regarded by a significant number of customers. Press releases through local journalists can also help to generate interest in customers.
The flex board advertisements and promotional hoardings can use for outdoor advertisements. Interesting and creative flex board concepts can be used as a cheap and effective method for getting public attraction (Chiang et al., 2018). The company can increase brand visibility by sponsoring a local sports team or youth club. The company should participate in business conferences and trade shows and occasional set offline sales and give away. The various offline marketing strategies, including interaction devices and events, can act as touch points for the customer to begin their journey with the company. 
[bookmark: _Toc113645148]Keller’s Brand Equity Model for company
[image: ]
Figure: keller’s brand Equity Model
Source: Keller (2016).
From the viewpoint of Keller (2016), Keller’s brand equity model evaluates the performance of a particular model to check whether it meets the requirements of the customers. It is the tool that helps the firm to foster the image and acceptability of its brand. Kevin Lane Keller introduced the model, and the main purpose of the introduction of this model is to mould and identify the customer's perceptions regarding a brand. The opinions and feelings while selecting each brand will be placed so as to bring out strong brand equity. The firm, which has enormous brand equity, most probably has a considerable number of loyal customers.
The drawback is the homogeneity that develops because of brand jingoism; these customers all exhibit identical appearance, behaviour, and thought patterns. TVG is aware that customer engagement and loyalty are largely influenced by the quality of its user experience (Tanveer et al., 2021). With this awareness, TVG proceeded to make a variety of modifications to enhance its user experience, including added features that let its consumers choose numerous filter qualities to locate the product lines they require more quickly and easily. In addition, TVG updated its Very platform with several changes to create the network even more immersive based on a user experiential survey.
TVG provides progressively individualised support to its clients to raise brand recognition. Additionally, TVG utilised artificial intelligence to generate customised information that supplemented products already introduced to consumers' shopping carts in supporting to reinforce TVG's effectiveness during Christmas and Black Friday 2021 (Alamsyah et al., 2021). In relation, TVG provided patrons with preferential agreements through automatic updates and a new-targeted special offers headline on the Very platform. TVG develops brand outreach programs because they contribute to the progress of integrity with their target market. In a survey conducted, 53% of respondents said that trust is the second most crucial consideration when determining whether to use a branding strategy (Alves, Ribeiro, and Saravanan, 2020). The corporation will inform more individuals than ever how the corporation proposal fulfils their requirements by placing a greater prominence on TVG's competitive strategy and mix. In addition time, TVG is successfully conducting a pilot programme for a loyalty card system as they keep going to consider ways to keep and incentive their patrons.
[bookmark: _Toc113645149]Advantages and Disadvantages of Keller’s model
Keller's model of brand equity is among the most recognised forms of the Customer-Based Brand Equity model. The pyramid structure of Keller’s model helps in comprehending the various components of customer-based brand equity. The company is able to resonate well with the audience, which is indicated by its 4.6 million strong customer base of the company (theverygroup.com, 2021). At the same time, compared to established retail players, the brand presence is limited to UK and Ireland. The company has a slight disadvantage in terms of brand response as the larger online customer base is yet to recognise and trust the services provided by the company. TGV's brand purpose is to increase accessibility in shopping by combining popular and quality brands with flexible payment methods that have been well received by customers. The company also needs to focus on defining and promoting its brand identity and core value to a broader customer base. 
[bookmark: _Toc113645150]Stages in Customer Journey
The analysis of stages in how existing consumers, collectives, or organisations classify, purchase, utilise, and distribute ideologies, commodities, and services to meet their requirements and desires is known as the consumer Journey (Dhir et al., 2021).   It corresponds to customer behaviour in the consumer market and the motivating factors for that behaviour. Consumer behaviour is not constant. It shifts over time, contingent on the disposition of the product lines. For instance, children favour brightly coloured and swanky clothing and shoes, while adolescents and young adults prefer trending clothing and shoes, and middle-aged and senior people recommend more sober clothing and shoes. As informed by McSherry (2022), changes in consumer purchases may arise because of a wide range of other factors, including an uptick in earnings, beliefs, choices, educational status, communication strategies adopted by the organisation, and promotional variables. Hence, TVG needs to consider all these factors while introducing their products in the market while creating different segments for the consumers. 
[image: Consumer Behavior]
Figure 5: Factors affecting consumer behaviour
(Source: Dhir et al., 2021)
[bookmark: _Toc113224341][bookmark: _Toc113645151] Application of Theory of Reasoned Action 
According to Hagger (2019), the pioneers, Ajzen and Fishbein spearheaded the Theory of Reasoned Action. This hypothesis was created to demonstrate how a customer equates to a specific purchasing behaviour and was formalised utilising the basic assertion that individuals act purposefully and recognise all evidence available. Belief systems, behaviours, and motivations are the three fundamental constituents of the theory of reasoned action. Among them is a substantial threat of perplexing norms and expectations. This occurs because perceptions are frequently contextualised as social conventions and standards as perceptions (Copeland and Zhao, 2020). There are also functional limitations to reasoned action, such as professionals' reduced capability and time to precisely assess elements that contribute to the modelling techniques in theory, along with ecologic or organisational boundaries and incapacitated behavioural patterns that inhibit someone's autonomy from acting.
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Figure 6: Theory of Reasoned Action and Planned Behaviour applied to the organisation
(Source: Hagger, 2019)
[bookmark: _Toc113645152]Touchpoints in pre-purchase, purchase and post purchase stages
The customer touchpoints are an important component of the customer’s journey that enables the customer to come in contact with the organisation. In the case of TVG, both online and offline touchpoints are significant for influencing the customer journey. These touch points of the company include the information and interactions obtained from internet searches to the user experience of products and services of the company (Rahimian et al., 2021). These touch points can be divided into pre purchase, purchase and post purchase stages. The pre-purchase touch points include the customers' experience before actually engaging with the products and services of the company. In the case of TVG, social media marketing, word-of-mouth publicity, customer reviews, influencer-generated content, paid promotions, as well as online and offline promotions come under pre-purchase touch points. The purchase touch points are the business website, mobile application, and soil media handles with purchase options. The post-purchase touch points include customer loyalty programs, customer service handles, e-mail communications, reviews and referrals, and social media handles. The customer journey of  TVG covers these touch points. The company should focus on minimising the obstacles in the customer purchase journey through marketing actions and motivations. 
[bookmark: _Toc113645153]Customer Journey diagram 
Passive phase -Pre-purchase Touchpoints
Decision phase -Purchase Touchpoints
Consumption phase - Post purchase Touchpoints
Social media marketing
Word of mouth publicity
Customer reviews
Influencer generated contents
Paid promotions
 Business website
Mobile application 
Social media handles
 Customer loyalty programs
Customer services handle

 Email communications
 Reviews and referral
Social media handles

Figure: customer journey of TVG
Source: Self.
[bookmark: _Toc113645154]Advantages and Disadvantages of Customer Journey diagram of company
The biggest advantages in the customer journey of TVG come from social media marketing, customer reviews, word-of-mouth publicity and customer service handles. These touch points influence customer behaviour and customer satisfaction in their respective phases. The positive brand image formed in the passive phase shapes the decision phase, and satisfaction is expressed in the consumption phase through social media handles and reviews. The company has a disadvantage in the mobile application as there is scope for improvement in the user experience of the Mobile application. 
[bookmark: _Toc113645155]A customer satisfaction model for the company - Total Engagement model
[bookmark: _Toc113645156][image: ]
Figure: Total Engagement model
Source: Barello et al. (2020).
Loyal customers are the key players in the development of the firm, and it is completely mandatory for the stakeholders to engage the customers with the assistance of the total engagement model. From the viewpoint of Barello et al. (2020), the model states that the main or the initial purpose of every firm is to come up with some unique designs and strategies to align or engage the customers. The brand is one of the most important components that retain or engage the customers for a long. With the help of effective brand advertising strategies, the firm can communicate the uniqueness of its brand to the customers. At the same time, the culture holds by each firm has the potential to engage the customers more. The goals, and the values upheld by the firm have the ability to fix the customer retention rate. The physical and emotional experiences that the customers get from the firm can negatively as well as positively affect the brand image and customer engagement of a firm. Pawar (2018) states that the customers who get tremendous customer experiences while integrating with the employees and the outlets of the brand, they may give substantial positive word-of-mouth publicity.
Recommendations
Data breaches are one of the important problems facing issues facing online shopping. When it comes to eCommerce, a significant amount of information and data are implicated. If there is a technological problem with the information, it could seriously harm the company's everyday operations and corporate identity (Alves, Ribeiro and Saravanan, 2020). Unfair practices, dishonest promotional offers, misrepresenting products, bribing officials to acquire customers, outsourcing labour problems, and unethical supply company business practices are just a few examples of ethical problems in the retail sector. TVG could look at changing the retail prices of its product lines, either completely or through promotions, in an attempt to obtain recognition for innovative products such as the Newton Two Door Wardrobe at GBP 399. Reducing the price can generate more revenue and assist TVG in attracting more consumers. TVG is up against a challenging task in green marketing because natural product authorisation is required. The green marketing industry lacks standardisation (Ihtier, 2018). The credential of sustainable products will encompass some compliance groups. All product lines of TVG should be under one facade of green products, with formalised quality management for labelling and licensing. 
[bookmark: _Toc113224356][bookmark: _Toc113645157]Conclusion
In conclusion, it may be projected that TVG aims to make major investments in the on-site customer lifecycle and expertise as part of its ongoing efforts to enhance the customer's experience. Customers can visualise identical clothing products on modelling techniques with three distinct physiques using the "transition model" capabilities, which is one illustration of this. Eventually, the launch of new products and advancements, with a focus on personalization, will even further fortify its versatile payment methods assertion, which makes brand names approachable to its clients and enables them to maintain a residential income stream.
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