Page  of 


Page 3 of 21
























Student Name: Wioleta Teresa Knysz
Student ID: 1919631

Module: LCMB7001
Assignment: Marketing Management ( part 1 )
Lecturer: Tashara Balendran

Date: 30th August 2023

THE TANNING SHOP

HOW THE TANNING SHOP CAN CREATE INNOVATIVE MARKETING STRATEGIES FOR RAISING AWARNESS OF THE BRAND.
MANAGING AND EVALUTING THE CUSTOMER JOURNEY ACROSS A VARIETY OF COMMUNICATION CHANNELS TO ENSURE CURRENT AND FUTURE STAKEHOLDERS’ EXPECTATIONS ARE FULFIELD.



[image: ][image: ]





Table of content

1. Introduction.
2. Communication – sharing of meaning.
IMC – Integrated Marketing communication.

3. Stakeholders.

3.1 Internal stakeholder promotion. Employee of the month award.
3.2 External stakeholder promotion.
Decision Aid – differentiation.
Direct Marketing.
Digital Marketing.
Branding.
Direct Response marketing.
Relationship Marketing.

4. Customer Journey – Persona, Customer Journey Map and Touch Points.

5. Total Engagement Model.


6. Conclusion.

7.  List of References.

1. 
INTRODUCTION.

In the competitive world of business and marketing, several key concepts play a key role in shaping successful strategies and supporting customer relationships. These concepts include brand equity, customer touch points, customer journey maps, and the emergence of brand awareness. Gaining insight into these aspects is a compass for today's enterprises to navigate an ever-changing market landscape. Building strong brand equity generates customer trust and loyalty, allowing companies to benefit and stay competitive. From advertisements to customer service interactions, every touch point influences the customer's perception of the brand. Effectively managing these points ensures a consistent and positive brand experience. Journey mapping helps companies identify touch points, engagement opportunities, and ways to increase customer satisfaction. It's a strategic approach to creating seamless and meaningful interactions. As markets evolve and consumer awareness increases, brand awareness takes on a new dimension. Today, it's not just about visibility; it's about initiating conversations and creating emotional bonds. Growing brand awareness uses social media, influencer partnerships and innovative campaigns to attract audiences in fresh and engaging ways.
Understanding these concepts is essential for companies that want to thrive in the modern market. By recognizing the importance of brand equity, optimizing customer touch points, planning customer journeys and adopting innovative approaches to brand awareness, companies can build stronger connections, improve the quality of their offerings and differentiate themselves from the competition.
The report reviews the proposal for offline touch points, analysing the effectiveness of "Employee of the Month" award strategy for internal stakeholders and impactful external ventures such as free trials and skin cancer awareness events. These initiatives not only increase employee motivation but also contribute to strengthening social bonds and brand credibility. The report’s author explores the art of personalization through email marketing and differentiation strategy applied to tanning packages, allowing customers to choose options that suit their unique preferences.
Leveraging the power of social proof, the journey will cover the captivating world of skin tone transformation in motion, where visual storytelling comes to life. By engaging the target market with fascinating before and after narratives, we will stimulate their imagination and demonstrate the extraordinary impact of the brand’s offer.
The report will highlight unity in diversity as a key marketing strategy and explore how celebrating individuality and embracing diversity fosters a more inclusive brand image that resonates deeply with a broad spectrum of customers. The report’s author provides a comprehensive guide to optimizing offline and online touch points, driving innovation, authenticity, and incorporating into our brand marketing strategies.



2. COMMUNICATION - SHARING OF MEANING.


Communication involves the process of sending and receiving messages using spoken or unspoken methods that include speech, written content, visual aids, gestures, signals, and behaviour (Nordquist, 2019). This process facilitates the exchange of meanings (Nordquist, 2019). Therefore, communication involves a sender and a receiver, a message, and both parties' interpretation of the meaning of the message (Nordquist, 2019). The receiver provides feedback to the sender during and after sending the message (Nordquist, 2019). The context in which the message is transmitted, the environment and the possibility of interference while sending or receiving also play a role- if the receiver can observe the sender, he/she can decipher not only the explicit content of the message but also the nonverbal signals conveyed by the sender, which include emotions such as confidence and nervousness and convey attitudes ranging from professionalism to nonchalance (Nordquist, 2019).


IMC – INTEGRATED MARKETING COMMUNICATION

The rapid growth of offline, online, mobile and social media marketing offers great opportunities accompanied by significant obstacles (Kotler et al., 2020). It provides marketers with innovative tools to better understand and interact with customers (Kotler et al., 2020). The real challenge is to seamlessly connect these resources for further attractive benefits. An effective brand awareness strategy often combines online and offline approaches tailored to a specific target group and industry. The key is to create a consistent and memorable brand presence at various touch points, the integrated marketing communications (IMC) strategy (Kotler et al., 2020). This includes identifying the target audience and designing a harmonized promotional strategy to get the desired customer response.



3. STAKEHOLDERS

3.1 INTERNAL STAKEHOLDER PROMOTION

Employees constitute an additional group of brand recipients, comparable to both customers and potential customers, as well as the media (Middleton, 2010). This recognition highlights the importance of understanding how to engage with them (Middleton,2010). When an organization deals with the involvement of its employees in the brand, it happens at the intersection of effective leadership and the skilful practice of branding; there is a deep store of positive sentiment towards the company, a sense of accomplishment in its efforts and a desire to support the brand (Middleton, 2010). If an organization wants its employees to have faith in the brand and demonstrate a genuine connection with it, it must provide them with a sense of ownership (Middleton,2010). This involves giving employees autonomy to plan and oversee every aspect of their tasks, and once they truly understand the brand's narrative, their actions will effectively align (Middleton, 2010).

EMPLOYEE OF THE MONTH AWARD
Although the free tanning packages and discounted products are already a part of internal marketing strategy, it would be beneficial if The Tanning Shop introduce the ‘employee of the month award’.
Employee motivation, job satisfaction and a sense of belonging are of paramount importance in creating a thriving work environment. 
Objectives:
At the heart of our strategy is reviving employee motivation, boosting morale and cultivating a culture of achievement. The purpose of this award is to instil a sense of pride, excellence and belonging among employees by recognizing their outstanding contributions.
Target group:
This strategy has a wide range and is addressed to all employees of the organization. It strives to break hierarchical boundaries and inspire every employee, recognizing that exceptional performance can come from any role.
Award criteria and selection process:
The success of the strategy depends on transparent and impartial award criteria. Outstanding performance, collaboration, innovation, leadership and commitment are the cornerstones of the selection process. Nominations from both colleagues and managers ensure a fair and comprehensive assessment.
Nomination process:
Simplicity and accessibility define the nomination process. Employees are encouraged to submit nominations via online forms or physical documents, supported by specific examples in line with the award criteria.
Recognition and awards:
Apart from a symbolic "Employee of the Month" badge or certificate, measurable rewards such as cash bonuses or extra time off show recognition for their efforts. Non-monetary rewards, such as a premium parking space or a mention in a company newsletter, add an innovative touch.
Engagement in social media:
The strategy uses the power of social media to increase brand recognition. Success stories and winners’ profiles are shared with relevant hashtags to create a wave of engagement. Videos and interviews tell employee’s success stories, showing the positive impact of their contributions.
Recognition events:
The key element is social recognition. Regular events, whether monthly or quarterly, publicly announce and celebrate Employee of the Month. These events build a sense of unity and common achievements and is a unique form of business advertising in terms of attractiveness and empathy.
In summary, the Employee of the Month award marketing strategy is a long-term comprehensive plan to boost morale, recognition and motivation in the workplace. By promoting a culture of excellence and celebrating achievement, this strategy goes beyond the traditional sphere of rewards and becomes a dynamic force for positive change in our organization.
The strategy is closely related with other – public relation marketing due to customers interactions as in the final stage they can vote for ‘The Audience’ award.


3.2 EXTERNAL STAKEHOLDECI PROMOTION

DECISION AID – DIFFRENTIATION

In pursuit of sun-kissed glamour, there's no one-size-fits-all. Tanning enthusiasts come from all levels of experience, each looking for a personalized journey to the glow they desire. To meet this diversity, The Tanning Shop can prepare a wide range of tanning packages that are designed for beginners, advanced tanners and experts. Differentiation of these packs enhances the tanning experience, adapts to individual needs, and fosters a lasting bond with our valued customers.
For people who are just starting to tan, self-confidence is the key. Our beginner's package focuses on gradual tanning for a natural-looking glow without weighing your skin down. For those who want a deeper tan and confidence, our Advanced Tanning Pack offers a more intense glow. For seasoned tanners looking for a perfect, long-lasting tan, our expert pack enhances the tanning experience.
Recognizing the diverse preferences and goals of tanning enthusiasts, The Tanning Shop can provide a personalized and rewarding experience. Tailoring packages to the level of experience, enable customers to safely start their tanning journey, achieve the desired results and establish a lasting partnership with the company. Personalized tanning is a testament to brand commitment to customer satisfaction and skincare excellence, thus strong fundamental of organisational prestige.



DIRECT MARKETING

EMAILS - PERSONALIZATION MARKETING
By personalising emails, the subject becomes more noticeable (Wouters & Groen, 2020). A call to action is extremely important in any email as it broken barriers and build connection by asking questions and encouraging customers to consider whether this is the right time to buy (Wouters & Groen, 2020). Simply presenting the benefits as express instant tan, with no distraction in terms of extra information and pictures, also plays a role in influencing behaviour through email marketing.
In the ever-changing landscape of digital communications, email marketing continues to be a powerful tool for businesses to connect with their audiences. However, in a sea of emails, what sets a brand apart is the personal touch it gives to its message. In this essay, we delve into the art of personalization in email marketing, exploring its importance, strategies, benefits, and how it creates lasting customer relationships.
Personalization in email marketing goes beyond simply addressing the recipient by name. It's about tailoring content, offers and experiences based on individual preferences, behaviours and interactions. In a world where consumers are bombarded with generic messages, personalization stands out as an indicator of usefulness and usefulness. The true essence of personalization lies in its ability to create meaningful connections like a quick reminder about the tanning session, the upcoming summer and preparing the skin for the holidays to prevent burning or instant tan in the form of a spray tan to look stunning on Valentine’s.  When audiences feel that a brand understands their preferences and respects their choices, a sense of trust develops. This trust is built over time, leading to long-term relationships that go beyond one-off transactions.


DIGITAL MARKETING, ONLINE PROMOTION STRATEGY

An important aspect of digital marketing to keep in mind is matching demand with content (McGruer, 2020). When an organization understands its target customer and the specific problem it wants to solve, it can create demand-driven content that consistently wins engagement (McGruer, 2020).
A hint becomes effective when it is visible to the people for whom it is intended (Wouters & Groen,2020). If the prompt is left unheeded, the requested action will not be performed (Wouters & Groen, 2020). In short, the first and crucial step is to make it immediately catch your attention (Wouters & Groen, 2020). Therefore, dynamic techniques such as movement, optical illusions and intense emotions should be included in the design, as these are the most effective methods of attracting attention (Wouters & Groen, 2020).


MOTION - SKIN TONE TRANSFORMATION
Instead of attaching photos of tanned people, the company should focus on the videos or motion graphics that presents tanning as the process of darkening the skin colour using safe and controlled methods. The way of transformation from pale to get a sun-kissed or tan effect without exposing the skin to harmful UV rays and optimizing your tanning time will be the perfect stimulus to cause desire in the target group.

SOCIAL PROOF 
Imitating the actions of others is a natural human tendency. There are many uncertainties before making a purchase, and social confirmation of the quality of a product or service plays a significant role in shaping the final choice (Wouters & Groen, 2020). Therefore, the evidence should exude credibility, not give the impression of mere advertising. In order to effectively leverage the impact of social proof in the online sphere of the company, the organization should prioritize collecting feedback in the early stages (Wouters & Groen, 2020).
Social proof has a significant impact, especially when a company encourages individuals to engage in unfamiliar activities (Wouters & Groen, 2020). In such cases, social proof proves to be very effective due to its ability to build trust (Wouters & Groen, 2020). As such, this principle has the greatest impact at the beginning of the customer journey (Wouters & Groen, 2020). Showing that others behave similarly or have done so in the past gives visitors a sense of companionship and strengthens their confidence in making decisions (Wouters & Groen, 2020). Only 20% of consumers decide their preferences solely on the basis of discounted prices; the other 80% look for additional details and try to formulate their choices based on mixture of various factors e.g., quality, value, reliability, service, standing, pride of ownership and the overriding trust they place in the brand (Kennedy, 2021).
 Therefore, tanning transformation can be demonstrated by real life customers who like to show themselves on social media, increase their reach or share their experience through various hashtags pined to the post:
#GlowUp #TanningJourney #BronzedBeauty #SunKissedSkin #TanningGoals #TanningExperience #ConfidentInMySkin #TanningAdventure #EmbraceTheGlow #TheTanningShop #GlowingFromWithin #TanningResults #TanningTime #BronzeAndBeautiful #LoveMyTan #TanningStudio #MyTanningStory #TanLife #RadiantSkin


SOCIAL MEDIA INFLUENCE
The essence of influence in social media is to establish brand and gain recognition as an outstanding authority at the market (McGruer, 2020). This platform changed communication, moving from one-sided and unchanging interactions to dynamic participatory conversations (McGruer, 2020). This transformation allows brands and social media users to build real, meaningful relationships (McGruer, 2020). Achieving success depends on human interaction and networking, not simply promoting companies and brands (McGruer, 2020). It is worth adopting an innovative perspective and approaching social media as a documentary film, giving insight into the essence of the brand and business (McGruer,2020). Inviting the observer as a guest and not a client to the world of the brand, sharing everyday life and what is behind the stage, constant offering help and support not only increases brand visibility, but also cultivates strong relationships and fosters online trust (McGruer, 2020). Therefore, tFR excellent social media presence should focus on:

INFORMATIVE DAYS (80/20 RULE) – 80% OF CONTENT SHOULD BE VALUABLE FOR THE AUDIENCE IN TERMS OF KNOWLEDGE AND RESOLVING QUERIES
TIPS AHT TRICKS POST

The first and most important task of a brand starting its activity on social media is to focus on what makes it stand out from the rest (Kennedy, 2021). Thus, social proof, motion contents publishing and demonstrating diversity and equity would be beneficial.


BRANDING

The brand includes all the ideas about the company that different recipients have, residing in their minds and hearts (Middleton, 2010). It is the totality of what customers and prospects perceive, experience, express, hear, read, see, imagine, speculate, and even aspire to in relation to an organization's products, services, and identity (Middleton, 2010). Therefore, the brand provides the organization with stability, development opportunities, loyalty and a lasting presence (Middleton, 2010). The brand acts as a form of shorthand, when introducing the company or product to make initial contact with individuals, both current and potential customers and as a tool that customers can use when making choices and making decisions (Middleton, 2010).

IDENTITY - POSITIONING STRTEGIES

The brand identity should be designed to make a strong connection with a very j target group (Kennedy,2021). Therefore, the slogan "Time to Shine" may not be entirely appropriate if the company wants to engage a wider segment of the target market and attract attention. If an organization is working to shape a brand identity, it should also cultivate a customer culture to build a sense of brand ownership (Kennedy, 2021).

DIVERSITY AND EQUITY - VARIOS SKIN TYPES AND CULTURES 
In a world that celebrates diversity and individuality, The Tanning Shop should proudly promote its brand as welcoming environment where people of all cultures, skin tones and genders can come together to enjoy their unique beauty and enhance their natural glow. The brand should demonstrate understanding that cultural background can influence a person's attitude towards tanning, which is why the company respects every single persona entering the shop. Therefore, the staff should be trained to ensure that tanning is not only safe and effective, but also culturally sensitive. Organisation must value the uniqueness of each person's journey, and its goal should be to provide you with comfort and confidence throughout the entire process. Tanning is no longer restricted to one gender; it is a practice followed by everyone. Thus, the company can stand proud to serve men who want to enhance their appearance The concept of beauty has evolved and we celebrate the fact that people of all genders can take control of their appearance and feel empowered.


MEANING

The brand revolves around meaning, and values are crucial in creating and maintaining that meaning and the combination of uniqueness, authenticity, and engaging storytelling provides insight into how these values are shaped and used (Middleton,2010).

PUBLIC RELATION. IMAGE AND REPUTATION - SKIN CANCER CONFERENCES 
The Tanning Shop hailed as co-responsible for skin cancer due to the type of the service, may reverse the attack organising the event that brings together a community committed to raising skin cancer awareness and promoting prevention. The charity event is a powerful strategy to demonstrate organization's commitment to making a difference in the fight against skin cancer. Together, with other attendees, healthcare professionals and supporters who share the passion for raising skin cancer awareness, The Tanning Shop can shed light on skin cancer, educate its communities and work towards a world where skin health is a priority for everyone. That impactful event supports a cause that could save lives, building unite to raise awareness, promote prevention and make lasting change in the fight against skin cancer. Interactive workshops led by doctors, skin care experts and dermatologists will shed light on the root of skin cancer, which is not at all related to the artificial tanning itself, but to excessive sunbathing and skin burns. Therefore, all participants will gain essential knowledge about skin health, early detection and sun protection practices which build their trust and confidence fe tanning customer journey.


DIRECT RESPONSE MARKETING

The primary advantage of a direct response marketing campaign is its ability to generate an immediate revenue stream by offering discounts or time-limited offers quickly, capitalizing on the audience's sense of urgency (Taylor, 2022). While advertising campaigns often target specific regions or local markets, direct response marketing extends an organization's reach to markets and geographies that it typically does not cover (Taylor, 202Thi This greatly expands the potential customer base and, individually, can contribute significantly to the company's remarkable revenue growth (Taylor, 2022).

OFF PEAK FREEBIE DAY EVERY WEEK – COUPONS METRO PRESS
Competitive market, companies are always looking for innovative ways to engage customers and stand out from the crowd. This is especially true for sunbeds shops, where creating a compelling CTA (call to action) is critical to attracting a steady stream of customers. Therefore, the concept of Off-Peak Freebie Day may increase customer engagement and drive business growth by offering customers a free tanning session during off-peak hours, usually on a specific day of the week. By designating a specific day for this special occasion, customers feel the need to take advantage of the offer urgently before it expires. This sense of urgency prompts immediate action, forcing individuals to book free tanning sessions immediately. By introducing an off-peak Freebie Day, businesses can effectively distribute customer visits, ensuring a more balanced flow of customers. This not only maximizes resource utilisation, but also improves the overall customer experience by reducing wait times and overcrowding.
In addition, the strategic positioning of this offering cultivates customer loyalty and engagement. Regular weekly off-peak Freebie Day celebrations create a routine that customers can look forward to. Regular contact with the brand fosters a deeper bond and intimacy, thanks to which customers are more likely to return for paid sessions in the future. 
From a financial point of view, this strategy, while offering free sessions, contributes to generating revenue in many ways. First, the free sessions serve as a teaser, introducing potential customers to the quality and experience of tanning services. Second, as customers experience the benefits of tanning sessions, they are more likely to reach for and invest in paid packages to continue their journey towards their desired skin tone. The weekly Off-Peak Freebie Day is a prime example of a direct marketing initiative that not only captures immediate attention but may also fosters long-term customer engagement. By leveraging the psychology of urgency, optimizing off-peak hours, and nurturing customer loyalty, The Tanning Shop can elevate its brand, nurture a loyal customer base, and ultimately increase its operating revenue.



RELATIONSHIP MARKETING

Customer relationship management involves actively interacting with customers, building and maintaining profitable customer connections by offering exceptional value and satisfaction (Kotler et al., 2020). Customer engagement marketing aims to incorporate the brand into customer discussions and lifestyles, which can be achieved by directly and consistently engaging customers in shaping dialogues, meetings and communities related to the brand (Kotler et al., 2020). In return, the company acquires value from customers in the form of profits and customer loyalty (Kotler et al., 2020).


FREE TRIALS
In the business world, empowering customers as experts is a strategy that could revolutionize the quality of brand. When customers are treated like experts during free trials, they become co-creators of product development. Real-time feedback helps identify strengths and weaknesses, ensuring that the end product meets their needs. This approach also fosters a sense of ownership by encouraging customers to actively contribute to product evolution.
In addition, engaging customers as experts increases brand loyalty. When customers feel valued and heard, they are more likely to build lasting relationships with the brand. Their insights contribute to significant improvements by fostering a two-way dialogue that strengthens customer-business connections.
There are huge benefits to treating customers as experts during free trials. It improves product quality, strengthens brand loyalty and transforms trial experiences into shared journeys. By recognizing the unique perspective that customers bring, companies pave the way for innovation, growth and shared success. When customers are treated like experts during free trials, they become co-creators of product development. Real-time feedback helps identify strengths and weaknesses, ensuring that the end product meets their needs. This approach also fosters a sense of ownership by encouraging customers to actively contribute to product evolution.
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4. CUSTOMER JOURNEY – PERSONA, CUSTOMER JURNEY MAP AND TOUCH POINTS.

To understand customer behaviour, it is important to monitor various instances of interaction between a company and a customer, called touch points (Pantouvakis & Gerov, 2022). These points of contact trigger different types of responses – cognitive, emotional, behavioural, sensory, social and spiritual (Pantouvakis & Gerov, 2022). As a customer progresses through their journey, they generate multiple responses, each of which contributes to a unique experience (Pantouvakis & Gerov, 2022). The progression of these experiences makes up the stages of the customer journey (Pantouvakis & Gerov, 2022). Therefore, the customer journey encompasses the journey a customer takes from need recognition to post-use behaviour, including all the touch points where the company and the customer interact to create a variety of responses or distinct experiences (Pantouvakis & Gerov, 2022).

Stages of The Tanning Shop customer journey:

PREPURCHASE EXSISTING TOUCHPOINTS:
SOCIAL MEDIA, STORES’ DISPLAY AND POSTERS PROMOTING TATANNED SKIN, SPONSORSHIP (TV SHOWS, EMPLOYEES’ FREE OF CHARGE AND DISCOUNTED TANNING PACKAGES AS A SOCIAL PROOF)

Awareness: The customer learns about the existence of the solarium through marketing activities, referrals or online searches. They may come across advertisements, social media posts, or recommendations from friends.
Research and Consideration: Interested customers are starting to research more carefully about sunbed shops. They research the services offered, prices and reviews. They compare the store with competitors and assess whether it meets their tanning goals.
Decision: Based on the conducted research, the client decides whether to choose The Tanning Shop or consider other options. They take into account factors such as location, services and the overall image of the store.


PURCHASEPE EXISTING TOUCHPOINTS:
TRAINED STAFF, EYE CATCHING STORES DEISGN, WEBSITE ALLOWING ONLINE BOOKING AND REGISTRATION, PRODUCTS, VARIOS OFFERS FOR TANNING PACKAGES AND SPRAY TANS INDIVIDUALLY DESIGNED TO SUDENTS NEEDS, PEOPLE AVOIDING UV TANNING, SAVERS

Reservation: If the customer chooses the solarium, he/she proceeds to book the date and specific type of the sunbed. This can be done via the store's website, app or by calling to the chosen store.
Pre-appointment Preparation: Before the appointment, the client can prepare by selecting the tanning method, gather personal advice and recommendation, and buy in store tanning lotion accelerating the tan.

Tanning session: This is where the main service takes place. The client undergoes the selected tanning method, regardless of whether it is spray tanning, sunbeds or another option.


POSTPURCHASE EXISTING TOUCHPOINTS:
SOCIAL MEDIA, OFFERS SENDED VIA EMAIL AND TEXT MESSAGE, PRODUCTS

After-tan care: After a tanning session, the client may receive tips on after-tan care, such as moisturizing and avoiding excessive exposure to the sun.
Feedback and follow-up: The store may ask for feedback to gauge customer satisfaction.
Repeat visits: Satisfied customers are more likely to return for additional tanning sessions. They become returning guests, contributing to the store's customer retention.
Recommendations and support: Extremely satisfied customers can recommend the solarium to their friends and family, becoming supporters of the company.
Long-term loyalty: Consistent positive experiences lead to long-term loyalty. Customers who consistently receive excellent service and achieve their desired tanning results are likely to remain loyal customers.

Understanding and optimizing each step of the customer journey can help the organization tailor their services and communications to provide customers with a smooth and positive experience.



PERSONA – TYPICAL TANING SALON CUSTOMER

Name: Vanessa
Age: 28
Profession: Marketing specialist
Lifestyle: active and sociable

Background:
Vanessa is foreigner living and working in London as marketing specialist who values activity and a healthy lifestyle. She is also fashion conscious and likes to look her best at meetings.

Tanning goals:
Vanessa is looking for a sun-kissed glow to enhance her appearance. She believes that a tan gives her energy and complements her styling. However, she is aware of the rules of safe tanning and prefers alternative tanning methods that do not involve harmful UV radiation.

Preferences:

Convenience matters: Vanessa's busy schedule requires a tanning salon that offers flexible session times and is located close to her workplace or gym.
Versatile Options: She appreciates a salon that offers a variety of tanning methods, such as spray tans and self-tanning lotions, allowing her to choose what suits her schedule and preferences.
Natural Look: Vanessa prefers a natural-looking tan that highlights her skin tone without appearing too dark or artificial.
Knowledgeable staff: Vanessa appreciates tanning specialists who respects foreigners in terms of skin types, religion and different level of English who can guide her through her options, help her achieve her desired shade, and provide after-sun care advice.
Shopping behaviour:
Vanessa is willing to pay a reasonable price for high-quality tanning services according to her preferences. She is more likely to choose salons that emphasize skin safety and offer innovative solutions in the field of UV-free tanning.

Marketing approach:
To attract customers like Vanessa, a tanning salon should highlight a variety of tanning methods and show before and after photos of a natural-looking tan. Offering introductory packages, loyalty rewards e.g., free trials, respect and understanding, expert advice on achieving the perfect tan according to skin type and preferences may also go down well with customer like Sarah.


CUSTOMER JOUNEY MAP 

A customer journey map is a visual representation or diagram that shows the steps a customer takes along their journey, highlighting key touch points and interactions along the way. It provides a detailed and structured view of the customer's experience, emotions, motivations and pain points at every stage. A customer journey map often includes information about customer personas, goals, actions, thoughts, and feelings as they progress through the journey. It serves as a tool for companies to better understand the customer perspective and optimize interactions to ensure a smooth and positive experience. Therefore, The Tanning Shop needs illustrate the customers’ journey to spot all shortcomings and strengthens of the service provided and improve the quality of brand. The customer journey can indicate how many questions the client has left unanswered - is tanning safe, what if they burn, how long will it take to build the colour they want, can their skin tone also change positively when using spray tans and UV tanning? Customers satisfaction or dissatisfaction may sagest level of team competence, equipment quality and service performance. Recording the rate of returning customers will help the company look for the root cause for such behaviour.

5. TOTAL ENGAGEMET MODEL 

Customer engagement refers to observable behaviours, mental attitude, willingness to take action, and next steps in a customer's decision journey (Ng et al., 2020).
The Total Commitment Model serves as a tool to illustrate the importance of the interconnected relationships between committed employees and engaged customers in achieving an organization's long-term goal (Alpert & Roberts, 2010). This model focuses on harmonizing four key aspects: brand promotion, company culture, customer experience and value offered to customers (Alpert & Roberts, 2010). As a result, the company's value proposition becomes a core component of its brand, while the culture is structured to cultivate an atmosphere in which employees can consistently deliver the value proposition and intended customer experience through the organization's distinct approach (Alpert & Roberts, 2010).

Advantages and disadvantages of implementing the total engagement model based on proposed marketing strategies for The Tanning Shop:

Advantages:

Better customer service: By combining brand advertising, culture, customer experience and value proposition, The Tanning Shop can create a consistent and enjoyable customer journey, leading to increased customer satisfaction.
Increased customer retention: Focusing on providing exceptional and consistent customer service associated with respect to diversity can lead to higher customer retention rates and word of mouth.
Increased employee satisfaction: A positive company culture that supports the delivery of the value proposition and cares for the crew can increase employee morale, job satisfaction and motivation.
Differentiated brand identity: Implementing the diversity and equity strategy and participation in skin cancer awareness can help tanning salons establish a distinct brand identity that stands out in a competitive market.
Long-term growth: The total engagement model's emphasis on long-term goals encourages the salon to focus on sustainability and customer loyalty.
Disadvantages:

Resource-intensive: Implementing a total engagement model can require significant resources in terms of time, money, and training to align the brand, culture, experience, and value proposition.
Resistance to change: Existing employees may resist changes in the company's culture or processes due to personal perception to diversity, which can lead to potential on boarding challenges.
Inconsistent implementation: Without careful management, there is a risk of inconsistent model execution, which can lead to confusion among customers and staff.
Delayed results: The benefits of the total engagement model may not be immediately apparent and it may take some time for the salon to see a significant improvement in customer engagement and business results.


RECOMMENDATION – NEW TOUCHPOINTS THAT COMPANY SHOUD

PREPURCHASE:
SOCIAL MEDIA, COUPONS IN METRO PRESS, STORES’ DISPLAY AND POSTERS (BUSES/UNDERGROUND) PROMOTING DIVERSITY AND EQUITY, EVENTS, WORD OF MOUNTH, SOCIAL PROOF (REVIEWS)

PURCHASEPE:
HIGLY ENGAGED IN PURCHASE PROCESS STAFF, MODERN UNIQE STORES ADAPTED TO DIFFERENT CULTURES, WEBSITE WITHOUT UNNECESSERY DISTRUBTION, PERSONALIZED SPACE FOR TANNING CREAM AND ESSENTIALS AT FAVOURITE STORE

POSTPURCHASE:
FOLLOW UP PERSONALIZED EMAILES, THANK YOU EMAILS, CUSTOMER SUPPORT, PARTICIPATIPERSO INTERNAL EMPLOYEE OF THE MONTH COMPETITION, SOCIAL MEDIA


6. CONLUSION.

In today's dynamic landscape, embracing diversity and is essential to supporting inclusion and expanding a brand's reach. Internally, a strong marketing strategy enables employees to promote the brand, reinforcing a consistent message. Externally effective marketing strategies including health awareness reach diverse audiences, and social proof strengthens brand credibility. The interplay of these elements creates a solid brand image that not only reflects values, but also establishes a strong bond with customers, fostering lasting loyalty and meaningful engagement.
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