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[bookmark: _Toc144242739]Abstract
There are challenges in businesses due to various parameters in the changing dynamics of the modern era. Businesses face several types of difficulties in areas like communications, customer services and advertising. These challenges must be improved and addressed if an organisation is to remain sustainable in its areas of expertise. Organisations must have a sound communication strategy by incorporating the integrated marketing communications (IMC) strategy to facilitate a comprehensive methodology in achieving a concise and clear direction, ensuring all departments are operating in the platform. It is important to establish organisational values, customer awareness, and a brand formular as their core strategy for communication.


This Photo by Unknown Author is licensed under CC BY-SA



[bookmark: _Toc144242740]Introduction:
Harrods Limited is the pinnacle of the shopping experience in the UK (United Kingdom) and amongst the best globally, it was established in 1849 by Charles Henry Harrod as a department store in Knightsbridge, London, England. It is a renowned emblem of opulence and distinction, providing an extensive array of premium merchandise and service. The establishment comprises of seven levels each accommodating specialised departments in fashion, beauty, food, décor, and other categories. The ownership has changed a few times over the years, it is currently owned by the state of Qatar. The motto of the company is Omnia Omnibus Ubique, in Latin and translated in English as “all things for all people, everywhere.” Harrods is known globally especially for its Food Halls, and Seasonal Christmas department. It is estimated that over 300,000 customers visit the shop on peak days with a wide variety coming from all over the world. 
Customers satisfaction is a crucial factor in success of any organisation in today’s highly competitive business environment (Ling Hoe and Mansori, 2018).

This report will be focusing on critically appraising, devising, and developing new strategies in marketing and highlighting areas to create brand awareness and promoting channels of communication, the customer journey throughout and to guarantee all stakeholders both current and future desires and expectations are satisfied during the process. 
The report will delve into the customer’s end to end adventure and establish where innovative ideas can be formatted. Also exploring numerous ways to ensure the customer attains the best possible experience in the purchasing processes and making the brand viable and successful for good customer presence in the market. The report will highlight areas that needs addressing and provide recommendations on communication strategies for it to remain present in the ever-evolving competitive consumer market in the UK and globally.
[bookmark: _Toc144242741]Definition of communication:
Communication is the sharing and receiving of information from various sources of mediums to many people and a variety of entities (Evans,2019)
According to Shannon Weaver who opined that communication theory is a very multi-faceted topic with different areas of communication theories that can impact the circle: sender, receiver, noise, nonverbal cues, cultural differences etc. Authors of communication theories have tried to make it as simple as possible by merging them with communication models (Novak. C, 2019)
[bookmark: _Toc144242742]What is communication model?
Communication model is described as a systematic representation of a plan of action that helps in comprehending human communication processes. This model shows the symbolical and conceptual processes of how communication works. It enables the simplicity of the difficult processes of conferring and pinpointing where and how communication happens. Communication has three main conceptions, the linear, the interactive, and the transactional model of communication. These models promote different views of the communication circle. (Indeed.com, 2023).
Shannon-Webber’s Model of Communication
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[bookmark: _Toc144242743]Integrated Marketing Communication:
Integrated marketing communication is a system of delivering a combined and flawless experience for the consumers to engage with the brand/enterprise. It tries to unify all parts of marketing communication together including sales promotion, advertising, direct marketing, public relations, and social media, through their individual blend of tactics, methodologies, media, channels, and operations to make all gel together in a united form. The process is geared to enable all forms of communication and messaging strategies are aligned together and unified in every channel and are focused on the customer (Pinegar, 2018).
The process of marketing involves various kinds of promotional communication employed by any organisation; the aim is to place the brand in the best possible position to attract their best-chosen audiences. The most common communication methods are paid and unpaid medium using direct marketing, digital marketing, sales promotions, advertising, and public relations programmes. With the growing costs of promotions and advertising escalating, and the emergence of digital and online communications, the focus has been to maximise and simplify the communication to the targeted audience in other to extract the best possible outcome for the customer’s and the organisation.
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[bookmark: _Toc144242744]New Promotional Strategies:
Promotion strategy is the process of creating or increasing demand for a product. The basic principles are the tactics used to generate awareness for your product and draw attention to interested buyers for your product. The aim of any promotional strategy is to highlight your products to potential customers and try to persuade into purchasing them. The idea is moving the customer journey - the pathway customers go through from realising the need, and considering your products as a viable option, and choosing to buy (Asana, 2022)

[bookmark: _Toc144242745]There are diverse ways of promoting a product.

1. Paid advertising: is usually at the forefront of advertising. This direct strategy entails paying to advertise in a particular place and time to generate publicity to your targeted audience and market. It is one of the most effective ways to build a brand and launch it to audiences that are not familiar with the product. Examples of paid advertising are television ads, radio ads, newspaper and magazines ads, billboards, online display ads (Google, Facebook, and social media).
2. Content marketing: is aimed at distributing valuable content to entice and keep an audience. This is a common type of digital promotional tool, the main premise is to associate the brand with other relevant contents that will aid customers in solving problems, devising trust, and eventually encouraging them to purchase your products. There are varying forms of content marketing, blog posts, videos, social media posts, email newsletters, podcasts, and reports.
3. Email marketing: This medium enables you to access your targeted audience via email. You can reach all subscribers on your mailing list, potential customers, and loyal customers. There is also the possibility of offering free services and product to existing customers in exchange for their information. You can send a wide range of things via email like, newsletters and exclusive contents, information about new product releases, and exclusive deals and coupons. 
4. Event marketing: joining in sponsoring or hosting events to advertise and promote your brand and product. This aids in engaging and connecting with customers directly, giving them the opportunity to see or get a first-hand knowledge of what your product represents, helping build brand presence, and create directions and promote goodwill with customers. There are different forms of event marketing, conferences, trade fairs, seminars and classes, webinars, virtual events, live streaming, and community events.
5. Customer reviews: one of the most influential marketing tools. Big brands like Amazon, eBay, and TripAdvisor construct and format their businesses on reviews, through trust upholding customer feedback. One of the benefits of this strategy is it provide customer with the ability to help promote your brand. If your product is of excellent quality, and there are positive reviews, this in turn can convince and generate prospective customers to purchase your products. This process usually takes place organically, but the process can be accelerated through soliciting reviews from your customer base via emails or through website banners. New entrants to the market can also encourage honest feedback in exchange for products.
6. Customer loyalty programs is an important strategy as it rewards loyal customers of your brand with discounts, deals, and exclusive product launches. It offers the customers more benefits the more they shop. Lidl supermarket is a prime example of this strategy as it offers customers monetary discounts when they spend £100 on a thirty-day period. Loyalty programs can encourage customer retention and attract potential new customers to your brand over your competitors. Loyalty programs shows customers ways to save money and get more for their money.
7. Free samples, giveaways, and trials: this strategy promotes customer satisfaction making customers feel as though they are saving and getting a good deal. Consumers like free stuff. Trial and free samples promote the products and gives a first-hand opportunity to the customers to sample the products and the confidence to purchase it. Typical examples of companies offering this strategy are gyms, apps, and online software companies (offering like a trial period free). Hotels often offer existing customer the chance to enter the draw for a free holiday if they enter their contact information, include free samples to customers when they purchase a product.
8. Coupons and deals: special deal can help attract customers at the extreme of the marketing funnel. There are two ways deals can capture the attention of customers, firstly, they can generate a feeling of urgency and persuade them to act quickly before the deal is over, and secondly, they help the customers save money and give them a sense of a good return on their money. There are endless opportunities of offers: buy one, get one free offers, seasonal sales and discounts offer like black Friday promotions, special intro offers for first-time customers, free delivery for customer spending a certain amount and rebates (Asana 2022b).
Harrods Ltd is a unique and established brand worldwide and employs all forms of marketing communication formula’s and has gained the trust of its clientele with the strategies. The everchanging dynamics in the society and economic downturn in the retail sector plus the pandemic has slowed the sales of high-end goods. Therefore, continued adaptation is crucial in efficient communication strategies to retaining and attracting its audience and bolstering its brand equity.

[bookmark: _Toc144242746]Off-line Promotional Strategies: 

Sponsorships: 
This can be aligning your product with another brand or organisation for promotion, typical examples are TV programmes, sports events, charity, and with a celebrity. Examples of brand sponsorship is Evian and Wimbledon tennis tournaments. The brand Evian is aligned with the tennis tournament. With the emergence of social media influencers who have millions of followers in social media, they can be very influential in the promotion of a brand due to their followers on platforms like Instagram, YouTube and TikTok. The main aim of a sponsorship is to generate and broaden the brands public profile and credibility. In 2014, Harrods launched a marketing initiative aim at the youth audience with a sponsorship deal with the Vogue Festival targeting the 18-34 years old on a brand level. It was a seismic shift and an effective one to engage this segment so they can experience the brand and see changes. They also enlisted influential bloggers to participate in the scheme to provide credibility (Chapman, 2014)

[bookmark: _Toc144242747]Online Promotional Strategies: 
Harrods developed its own IT department in 2015 after links with Burberry and Net-a-Porter. In 2020, Harrods partnered with Farfetch to launch a new website which included ecommerce management, operation support, technical and international coordination support. According to Simon Finch (supply chain director), about 30% of Harrods stock is held at its distribution centre, most of its online orders generated from the Knightsbridge store, creating a big headache for its main store in Knightsbridge. The new platform is a big jump in dealing with these problems, plus satisfying its objectives of attracting a younger clientele of shoppers. It is also investing in gamification technologies and partnering with Snapchat to market an in-store pop-up retailing Spectacles digital glasses, which is a milestone for the company. 
Harrods has become open to new initiatives with experimental marketing like the scent-emitting bus stops built as part of their marketing promotion. There was also a collaboration with Ralph Lauren using QR codes on billboards that send contents when scanned to shopper’s mobile phones. Before 2020 website creation, it partnered with Project one, aiming to strengthen its multichannel abilities in mobile communications. Creating a GPS and beacon-enabled app to assist shoppers in their shopping experience throughout the Knightsbridge store including harnessing increased levels of editorial contents for its interactive magazine. Harrods accelerated its digital efforts in diverse areas, notably, exploring the use of facial tracking with Qui Vidi audience measuring technology. This technology helps measure the kind of shopper the in-store digital advertisements attract and to push necessary content (Harrod, n.d). 
[bookmark: _Toc144242748]Public Relations: 
Public relations are geared towards promoting the image and reputation of an organisation within its marketing audience. Harrods global audience increased through its brand name and various collaborations with sponsors and its global identity as a niche and high-end brand. Harrods is well known around the world for exclusivity, forward leading and wide ranges of products. 
The public relations department in Harrods is made up of the industry experts in branding, events coverages, and developing interest in new products for the customer experience. Media enquiries for the business and enhancing and cementing its international status as the foremost leading store in the world (Harrod, 2023)
The promotional strategies employed by Harrods will further develop the brand to deliver continued success whilst upholding its current expenditures in marketing and grow in the ever-changing competitive environment and remain as a cut above its rivals. 
[bookmark: _Toc144242749]Branding:  
Branding entails the provision of a meaning to a distinct organisation, company, services, or product through the formation of a brand in the consumers’ minds. It is one of several strategies formulated by organisations to enable consumers to experience and identify their brands and the options to select their products from other competitors by differentiating and explaining the products in specific terms. The main aim is to entice and keep its loyal customers and stakeholders through the delivery of products that is in line with the brands philosophy (Shopify Staff,2022).  
Branding is equipping a product and services with the force of a brand (Kotler & Keller, 2015). Branding is creating and devising a recognisable identity for an organisation in the aim of targeting audience and consumer to a business. This core principles can be the company’s logo, mission, visual design, and tone. There are also determinants like the quality of the product, costs, services you provide, and customer service (Shopify,2022)
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[bookmark: _Toc144242750]Salience:  
The concept of brand salience is the way the customers see the brand, their thoughts of the brand and if their perception of the brand is accurate and correct. There are some simple things to contemplate in determining a brand identity (Hawker,2019a).
 Harrods has invested millions in branding its image as one of the best stores in the UK and worldwide. The PR machine has worked overtime in placing Harrods at the top of departmental stores globally. The image and perception of Harrods is one of exclusivity, quality, and prestige. There are approximately 300 brands on sale in Harrods, and the extensive reach of delivering wide range of quality products resonates with its targeted audience. The food hall is known globally and a staple in rich and middle to upper-class British and foreign customers mindset which has helped bolster Harrods globally appeal. 
[bookmark: _Toc144242751]Imagery and Performance: 
Performance show how your product meets the desires of your customer-base. Is the product conforming to the way it has been advertised? Does it fulfil its purpose and meets expectations? These are fundamental questions associated with the performance. Keller’s model sheds light into 5 prominent factors. 
· Product consistency, strength, and decent service. 
· Key features and traits. 
· Design and style. 
· Cost.  
· Service efficacy, competence, and chemistry.  
Imagery is the brands moral currency. The way the brand is perceived by the customers/potential customers and their feeling towards the brand. It is important to position the brand in the right angle in the market, the look the brand projects, and the messaging are all vital component to the brand image. Harrods is one of the most famous brands globally, the delivery of its products is unrivalled and its very well positioned as a niche and exclusive store to its customers who wax lyrical about the experiences and style of shopping at Harrods (Hawker, 2019b). 
[bookmark: _Toc144242752]Judgement: 
The consumers perception and feedbacks of the brand. The recent sponsorship associated with Harrods has brought a new customer demographics to the brand, attracting a younger clientele and partnering with influential bloggers and social-media personalities to broaden the base of the brand. Harrods is consistently viewed as a store for ‘all things for all people, everywhere’ in line with its motto. 
[bookmark: _Toc144242753]Feeling: 
This captures the consumers relationship towards the brand. Harrods is known globally as a glamorous shop, everything is available in the store, its main target is the middle-upper class segment. Their clientele most usually belongs to class A and are used to a tailored kind of service, expecting products to be of the highest quality. The strict dress code and the sense of belonging makes the Harrods experience an exciting prospect for its ardent customer. The overall shopping experience, the comfort of knowing that you most certainly will find what you desire in the store bring a sense of comfort and reassurance. There is the food halls and the famous Harrods sales, which encompasses a sense of belonging whenever customer visit the stores both local customers and international customers. Harrods creates a sense of an adventure to its clientele. 
[bookmark: _Toc144242754]Resonance: 
Resonance is the relationship between the consumer and the product, and the understanding and connection between the two systems. Brand loyalty can be classed as the number of repeated visits or purchases (Business Jargons, 2016). 
Harrods has a positive global image and as thus attracts a vast number of visitors yearly. Clienteles from Asia, the middle east and north America has fostered a strong connection between the store and its customers. According to some reports, tourist visiting the UK and not experiencing the Harrods adventure is almost unfathomable. This is an indication of a solid customer relationship and strong brand formula. 
[bookmark: _Toc144242755]Advantages of Keller Brand Equity Model: 
· Maintaining customer loyalty. Customer loyalty is vital for any company as it positioned the brand in a positive light to other consumers through word of mouth, awareness, and branded equity and value.   
· Reduced cost on customer retention. This is a continuing process to sustain a brand. The brand expenditures are less as the primary focus is to provide a pleasant experience to the consumer old or new. A set target of brand promotions and delivery equals a rise in brand equity, thus cutting down the marketing cost. 
· Better profit margins are synonymous with a solid brand equity in the market. The goal of any business it to provide a good customer experience for a sustain period. Therefore, a solid brand equity in the market, the higher the profit margins will be. Harrods is known globally for its annual sales, although there are many other sales in-store but the perception of this annual sales draw’s customers to the store during this period with the illusion of a bespoke and exclusive experience as opposed to its rivals.    
· Higher customer lifetime value. Having a sustainable, stable, and prosperous brand equity in a stronger market, you can gain an increased customer lifetime value. Having this status, breeds confidence to your customers and trust in your products and services (Garg, 2021a). 
[bookmark: _Toc144242756]Disadvantages of Keller Brand Equity Model: 
· Difficulties in maintaining consumers in a very saturated market. Facing your competitive rival can be difficult as other rivals are working extremely hard to dominate the market, with different market models, and complex business formulas constantly.  
· Failures in connecting with targeted audience are higher due to the high stakes involved. 
· Fundamentally, a company must have a clear direction and union with its targeted base. This can be challenging due to the continuous barrage of information available online. Companies often resort to more expensive methods of keeping the consumers engaged. 
· Consumer perception. Researching complex algorithm for positive/negative growth, devising strategic methodologies to fix branding image and equity. This can be very tedious and time consuming often involving a lot of money to rectify mistakes. A big disadvantage in the Keller brand equity model (Garg, 2021b).
[bookmark: _Toc144242757]Customer Journey: 
Customer journey is a measurement of various stages a customer takes to become a customer. This journey is important to aid marketing initiatives to enable you to understand what the customer needs and to help promote your products and services based on the customer preferences. The customer journey builds a picture about the way the customer views your brand and their experiences with your products including if they will be repeat purchase or not. Customer journeys vary depending on methods employed. for instance, a website and marketing directives could be used to channel customers through the process via several touchpoints (Mailchimp, 2014a). 

[bookmark: _Toc144242758]Stages in creating a customer journey. 
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There are five key phases in the customer journey, mastering these phases will enable organisation to deliver contents to aid the smooth movement of the customer journey from the start to the post-sale stages. The basic principles of the customer journey are the same. Prospective customers and regular one may enter the process at various stages, some may enter at the awareness stages, whilst other already familiar with the product based on recommendations might enter in the decision stages.  
There are five main phases to the customer journey: 
1. [bookmark: _Toc144242759]Awareness phase: 
The beginning of the journey usually starts at the awareness phase; the user needs a solution to a problem or need and is searching for a fix. During this phase, the customer is looking for educational contents that will fix the issues. They will seek educational leadership against promotional recognition. Intense product marketing is not the best for these consumers rather, a marketing team can offer some solutions to address the customers desires like the benefits of the products. Typical examples are online adverts, and educational offers, e-books etc. 
 
2. [bookmark: _Toc144242760]Consideration phase: 
Customers will evaluate different organisation with its rivals, their campaigns, blog contents, and success stories to help engage with their targeted audience. This process can help an organisation fine-tune their products and services for the benefits of the clienteles. When marketing teams can fix issues that customers have, this can aid the consumers on the next phase of the customer journey. In the phase, the messaging must be altered from educational to a more structured approach. 
  
3. [bookmark: _Toc144242761]Purchase and decision phase: 
Phases one and two are heavy burdens on a marketing team, as there is a constant need to capture and nurture leads. Anyone engaging with a brand and progresses to the decision or purchasing phase, becomes a qualified-marketing lead ready to deal with sales /support engineers. Often time during this phase, consumers are looking for sale quotes, demos, or general enquiries. During this stage, people have an idea of which company’s they would purchase from, a brilliant sales strategy and successful sales pitch provides any organisation with a competitive edge over its rivals. Also, a customer service experience can help distinguish a good brand from its competition. 
 
4. [bookmark: _Toc144242762]Retention phase: 
The remaining two phases of the customer journey occurs during the post-sale period. Sales are made, get the customer onboard and upon renewal time or during a new product launch to engage with the consumer again. Proficient organisations continually market and engage with consumers, increasing the chances of a bigger customer lifecycle value from repeated business. In this phase, the implementation of reward schemes, intelligent base FAQ, and better product advancement to customers can help organisation in the retention phase. Train sessions for products or additional promotions in the customer lifecycle is a plus in this phase. Customer retention can be cheaper than customer acquisition. A reduction of turnover can enhance a positive CX and deliver high-quality goods and services for any organisation. Customers are more inclined to return and promote the brand through word of mouth. 
5. [bookmark: _Toc144242763]Advocacy phase: 
Customers with a productive experience with a product or service from an organisation can ardent supporters for the brand. In the onboarding of new customers, understanding and expectations of the products and services are important. When customers recognise the aims and objectives and quantify the successes of the organisation, they are more inclined to champion the organisation. A satisfied customer can promote the value of other prospective customers, attracting them to the brand and increasing output. 
A high number of purchases are made through case studies and successful stories from reviews. Word of mouth can propel increased revenue growth when monitored properly. Volunteering for a case study from customers to gauge the brands growth can also help to understand more about the brand, what is good and what needs improving, and involving the customers in the overall CX or the offering.    
Finally, when marketing teams understands the position of each customer’s journey, they can pinpoint the right circumstances for customer engagement in each step and devise possible new assets. Any organisation that views the customer journey from the customers perspective can see flaws in current strategies and identify areas that are good and areas that needs modification for future campaigns. The customer journey progresses as the organisation, services, and product progresses. Consequently, the needs, demands and understanding of the customer changes over time, a good business should react and adjust accordingly (LaFleur, 2022). 
6. [bookmark: _Toc144242764]Customer Touch Point: 
Is any connection between a prospective customer or customer with the brand previously, presently, or subsequently after he/she makes a purchase from a brand. These connections can occur in various places and times- online and offline (Aashish Pahwa 2019a). 

· Company Created Touchpoints: This a scheduled marketing missive devised and controlled by the organisation. Examples of such controlled messages are websites, promotional tools, and packaging. Harrods official website can be accessed globally and accounts for the 30% of the company’s revenue.
· Intrinsic Touchpoints: These touchpoints are natural to the offering. When a customer does a purchase, or consumes the offering, these are the experiences that is felt. A brand does not always have autonomy of these touchpoints.
· Unexpected Touchpoints: These are unforeseen data that are out of direct control of the brand, typical examples are word of mouth, online searches, and viral marketing. Visiting Harrods can be a personal thing and the experiences during that visit can be shared amongst friends and family, it could be good or bad, but the brand cannot control these interactions.
· Customer-Initiated Touchpoints: This is a direct contact from a customer to the brand, through mediums like telephone interactions with customer care, online queries, and walk-ins to service desk. Some items in Harrods can be (POA) some a customer could request the item via application or an enquiry about availability of stock etc (Aashish Pahwa 2019b)
Customer touchpoints can be categorised in three types during the buying stages of the customer journey: Pre-purchase: These are every connection from the brand to the customer before a sale is conducted, reviews, adverts, influencers promoted items, and through word of mouth. Typically, Harrods will send promotional pamphlets to its gold card holders advising them of a new line of product. Purchase: The interconnection between the brand and the customer during the transaction via customer service teams, websites, and delivery team. For instance, when you buy a large item in Harrods, the delivery team will make arrangement for a suitable time of delivery to the customer. Post-purchase: Every interconnection with the customer post sale, via emails, customer service teams, loyalty program communications (Aashish Pahwa 201c).








[bookmark: _Toc144242765]6.1 Customer Profile


(Okojie-Aidonojie, F. 2023)

[bookmark: _Toc144242766]Customer Journey Map

Description of a Customer Journey Map
According to Mailchimp, the customer journey map is a footprint of stages customers embark upon to become actual customers. It is a fundamental tool to in the process of promoting products and services to gauge customer preferences. It spotlights the way customers see your brand and the perceptions on whether they become repeated customers or one-offs. There are different variations of the customer journey and methods. Marketing directives and websites can be employed to funnel customers through various touchpoints (Mailchimp, 2014b)

Benefits of a Customer Journey Map
One of the benefits of a customer journey maps is it helps a company forecast how their customers will respond through the sales processes. They can view their shopping styles and guesstimate the likely converts, this enables the company to provide improved assistance to likely customers to aid them sourcing out the best products or make the appropriate decision in their shopping process (Maria, 2021).
Customer Journey Map Diagram
[image: A person with long hair and red lipstick

Description automatically generated]


	
	Awareness
	Consideration
	Decision/Purchase
	Retention

	Goals
	Exclusive Deals
	Price, value
	High Brand, value for money and good customer service
	Sales and discounts

	Touchpoints
	Websites, packaging, and customer services
	Evaluate rivals, campaigns, and blog contents
	Sales quotes, demos, and general enquiries
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	Level of Satisfaction
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	Excellent
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Good
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Good
Fair
Bad
	Excellent
Very good
Good
Fair
Bad

	Quotes or Questions
	Are there loyalty cards
	Parking options and opening times
	When are the pre-sales
	What’s the return policy

	
	
	
	
	

	Points Pains
	Poor customer relations
	Complaints and query policies
	High price
	Dress code and heavy-handed approach

	Improvement opportunities
	Increased social media presence and celebrity endorsement
	Better customer relations
	Better online and offline experience
	Exclusive discounts for loyal customers



Critical Analysis
Harrods as a brand is renown globally and continues to grow exponentially. It has a good engagement and customer relations. There are some touchpoints that highlight the strengths and weaknesses of the Harrods brand, understanding these touchpoints assists Harrods in rectifying these shortfalls and enhancing growth to the brand.

Strengths 
Harrods has a substantial history and presence in the industry, its high-profile customer base is reliable and loyal. It has developed brilliant partnerships with renowned brands and the opulence of its store layout is an attractive and magnificent.

Weaknesses 
Lack of innovation and visual experience (VM online). Could use a more extensive range of brand and product to rival other main competitors (Selfridges, Harvey Nichols, Liberty etc). more variety to equal rivals like Selfridges genderless floor and designer space and a comprehensive online offering (Prezi, 2023)
Effective customer touchpoints: its website is assessable globally, and a good revenue generator for Harrods. Better customer services and effective public relations department.

It could benefit from a more robust advertising campaign and more celebrity endorsement.   
[bookmark: _Toc144242767]Total Engagement Model:

Total engagement model is a tactical process organisations use to unify everything together to make an effective and efficacious system. The principle is positioning every activity of an organisation on a united platform for customer engagement, including services, advertising, products, and in-house culture. A fundamental part of the total engagement model is the constructive collaboration of the brand aligning with the entire company. This model is quite broad and clearly intertwines the accountability, design, and operational growth of the company and is propelled by the increment of customer engagement. (Alpert, 2010a). There are five important levels of customer engagement, level one to five is a continuation of each one. Level 1. The customer makes a purchase of your product/service. Level 2. Customer loyalty to product/service. Continues to make purchases or make new purchases from your company. Level 3. Customer happy to make purchase from your company. Level 4. Customer happy to recommend your company to others. Level 5. Customer endorses your products/services readily. Harrods is phenomenally successful because of its branding and loyal customers. When customers are engaged, word of mouth marketing can be ten times more successful at reaching targeted audiences than print adverts and television advertising (Alpert,2010b).
For an organisation to engage customers, it should implement these four steps: 
· Build a distinctive valued plan centred on strong customer awareness.
· Communicate this unique valued plan to its customers through brand advertising consistently.
· Train staff to consistently deliver and support customers on the strategic messaging and understanding their roles in the successful implementation of this plan.
· Ensuring that the results cultural foundation is delivered in the customer experience and upholds the promises in your advertising campaign.
[image: Total Engagement Model Round - Engaged Strategy]Diagram figure 2.
Promises and expectations of the brand should be delivered by staff ensuring that these promises and expectations are met. This is the basis of trust, as illustrated in the total engagement model diagram (Alpert, 2010c). 
Recommendations:

A successful marketing communication strategy is the cornerstone of any organisation, this can only be attained with alliance in communication. IMC is a vital tool in building synergism in communication. There are some teething matters that reflects negatively on Harrods as a leading brand, notably the poor customer service department. This is one of the most essential pieces in the jigsaw of image branding, an ineffective customer service department damages the image of the brand therefore affecting output and profitability. Harrods is a niche brand in an extremely competitive environment, so it is fundamental to address and improve this issue. 
Staff retention is another negative for Harrods, it is widely known in the industry that Harrods wage structure is one of the lowest amongst is rivals making the turnover of staff extremely high. This is very disappointing for a striving brand with a huge global appeal. As we have seen in the total engagement model; effective staff training and low employee turnover is vital in the growth of the organisation boosting revenue. Harrods is one of the most exclusive departmental stores globally, 30% of sales revenue is generated via their online platform, therefore a striving and competent online presence will encourage disgruntled customers to shop online more. The future is continually moving online, and a robust website is pivotal to flourishing sales and the continued exclusivity of the brand. Therefore, Harrods should implement an integrated strategy to bolster its online and offline channel for a more cohesive and uninterrupted customer experience. 
[bookmark: _Toc144242768]Conclusion:
It is critical for any organisation to have a comprehensive brand awareness in other to survive in the everchanging competitive luxury market. Integrated marketing communications is the cornerstone of any striving organisation, this is geared towards merging customer values and organisational values to attain successful marketing. Harrods should continue to develop areas of communications with is consumers to identify new styles of data analytics so that effective engagement with its consumers is efficient and organise its customer touch point concisely. It is fundamental that marketing strategies are controlled effectively for every brand in its marketing portfolio.
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