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Chapter 1: Introduction
1.1. Background

The concept of communication has been deemed a crucial factor across the business economy. Katsikeas, Leonidou and Zeriti (2020) mentioned that it has also been identified as a vital component through which various business organisations can generate success within their marketing campaign. Vinerean (2019) stated that luxury manufacturer, unlike consumer care brands, is not focused on pleasing consumers from every economic segment. Park, Hyun and Thavisay (2021) mentioned that they divulge more in the aspect of high-end elements and mediums followed by owning extravagant properties to entice the right clients for sales. 
Figure : Brand Value of Dior from 2016-2022
Source: (Karthikeyan, 2023)
Dior also known as Christian Dior SE is a renowned French multinational luxury fashion line that emphasizes the aspect of making the clients feel empowered in their decision-making. Regiana and Berlianto (2022) stated that their communication strategy is on the lines of ensuring that the quality of service and products that they offer to their clients are satisfactory. Donze and Wubs (2019) mentioned that Dior has also been emphasizing developing wide arrays of advertisements that forms an effective mechanism in promoting and educating about their quality and standards within their consumers. 
Research Rationale 
The research will focus on identifying the factors for selecting the aspect of integrated communication marketing for promotion of luxury brands in order to entice new consumers through means of social factors. It will work towards investigating the personal interest of the individual and the inclination towards integrated communication helps in developing a successful outcome in terms of the business performance of the luxury brand . It will probe the role of integrated communication marketing along with digital marketing in the means of projecting business growth across the specific and targeted market for the luxury brand.   
1.2.Research Aim
The main aim of this research is to probe the concept of communication marketing and its importance in enticing new consumers through the means of social elements by luxury manufacturer Dior . 
1.3. Research Objectives
The main objectives of this research are as followed:-
· To determine current integration marketing communication strategies implemented by Dior.
· To investigate the current digital marketing strategies utilized by Dior.
· To analyse the impact of integrated marketing communication on the brand equity of Dior. 
· 
1.4. Research Questions
The research questions are as followed:-
· What are the current integration marketing strategies implemented by Dior?
· What is the current digital marketing strategies utilized by Dior?
· What are the impact of integrated marketing communication on the brand equity of Dior?
Chapter 2: Literature Review
2.1.0 Integrated Marketing communication
Integrated Marketing Communication plays a vital role in helping in generating brand based messages across a wider base of audience. It focuses on implementing all the essential components that help in generating an equivalent information that is focused on potential and existing end users. It helps in utilizing a longer direction  of generating brand based awareness that is being presented to the customers at a far more minimal expense. It is not just identified as a succeeding mechanism towards promotion of the brand but also a trustworthy mechanism that works towards sticking true with the organization at any expense. 
2.1.1.Digital Marketing 
Digital Marketing is being identified as a crucial component that utilizes the digital mechanism in order to nurture selling and promotion of a concerned product as well as service . It utilizes the mechanism of content marketing along with pay per click based marketing and the email marketing by means of social media optimization in order to help in promoting awareness of the brand amongst a larger set of audience. It helps the brand towards developing a target towards a certain coveted niche of audience through which they will work towards enticing new consumers towards the brand and develop a larger consumer base. 
2.2. Brand Equity
2.2.1.  Crucial Integrated marketing strategies implemented by Dior.


Figure: Communication Marketing Strategy of Christian Dior SE
Source: (Self-Developed)

Krizanova et al.(2019) mentioned that the possible occurrence is based on enticing the consumers by engaging them through a vast variety of products and services. Li, Larimo and Leonidou (2021) stated that the details that are being generated are by focusing on developing awareness and focusing on increasing the engagement of the consumers about their products and services. It is being identified that Public Relations across fashion labels are highly instrumental in developing communication through means of a message across their target market and also amongst possible new clients in order to project visibility across the economy. Wang (2023) stated that the element of public relations plays a crucial part in the course of communication marketing for luxury brands like Dior. To garner better visibility Dior especially focuses on collaborating amongst the influencers to develop their presence across the online platform. Dior tends to frequently utilise influencer marketing as their vital communication marketing strategy to entice new clients and also to attract new followers that will help them gain better customers. Rustikova (2022) stated that Dior believes that the rising younger generation forms the majority of their customers and has a far better response across the online platform. Luxury labels like the one of Dior have been able to succeed through propagating exclusivity which interprets the fact that the ones who are purchasing from Dior are not just affording a product but they are affording a exquisite lifestyle. It generally gravitates that consumers develop a notion that they can afford a product that the majority of them are unable to acquire or entertain. Through communication marketing, Dior has been over the years able to generate an impeccable brand identity by ensuring to maintain their visibility through means of wide arrays of marketing-based campaigns. It helps them in developing an alignment of their overall vision and conjoins a communication that passes the message about the unique and rising brand value and identity of the brand. It has been identified as a cornucopia of style which is being mastered through sophistication and also through effective strategies which can enamour the globe through its visual appeal.
2.2.2. Digital Marketing strategies implemented by Dior


Figure: Online sales of personalised luxury products through communication marketing
Source: (Luxury Brands, 2021)
French Multinational Luxury Fashion Label Dior also happens to employ the benefits of media in its course of communication marketing. They are highly aware of the fact that the amount of power held by media highly resonates with the public audience. Hence adapting that power confers as an effective strategy in terms of their communication marketing will garner better revenue. Kukreja (2023) identified that historically Dior has relied on various kinds of advertisement-based campaigns to enhance their profitability and revenue. One of the most effective outcomes was noted as and when Dior focused on launching Miss Dior perfume whose advertisement was being published in the Shape USA which featured their brand ambassador Natalie Portman causing them to cash about Dollar 354,000 US Dollar. Luxury brands mostly focus on celebrity-based endorsement as it will hit true to their target market and help them in garnering their competitive edge. Most of the time, the context of communication marketing concerning advertisement identifies how the personality of the celebrity syncs with their products and services. These luxury brands also tend to invite celebrities whose personality sync with the aura and heritage of their brand and focus on generating the maximal effect. 

2.2.3. Impact of Integrated Communication Marketing on the Brand Equity of Dior


Figure: Younger generation forms the new clients for luxury marketers
Source: (Recommend, 2022)
 Renowned Luxury label Dior has articulated the concept of personal selling as a means of communication marketing tactics for their exquisite line of fragrances. This practice is mostly instrumentalized within their offline stores wherein the personnel are being trained on the ways through which they can communicate and guide the clients to identify the fragrance of their cadre. Liu, Lu and Qi (2021) mentioned that they are being trained in such a manner that they are well-versed in the company's product so that effective communication can be generated between the consumers and the store personnel. This aspect helps the personnel to entice new clients by persuading them towards buying the product and how it excels above the fragrances offered by other labels. In many situations, it has been noted that Dior sales personnel happen to promote their goods by offering personalised service to the consumers that convinces them to impulsively purchase the product. Maksimova and Savolainen (2021) stated that the concept of personnel form of selling forms a crucial aspect within the purchasing process which works towards enticing the profitability of the company’s overall revenue that increases their sales outcome. In this very situation, the consumers are being made to feel empowered through the wide variety of information offered by the sales personnel leading towards the consumers which influences their buying decision. It further adds up the satisfaction level that is being experienced by the consumer from the product and services being offered by the company. 
2.3. Brand Equity
2.3.1. RACE Model
Reach: In this stage the brand focuses on generating awareness in order to develop an understanding of the company through its products and services (Dykstra et al. 2020). In this aspect . Dior focuses on collaborating with renowned fashion brands like Elle, Vogue, Harper Bazaar and many more to generate increased brand awareness amongst the elite group of consumers. 
Act : In this stage, the brand focuses on ensuring that the business is able to generate a certain volume of interaction across the online and offline medium in order to develop leads. In this aspect, Dior focuses on offering rewards and gifts to their consumers by developing a complimentary membership that will influence the consumers to undertake positive buying decisions.  
Convert: In this stage, the brand focuses on undertaking the actual transition of transforming a potential consumer to an existing buyer . In this aspect, Dior helps in offering personalized recommendations to their buyers both on the offline and online platform that influences their decision towards buying a concerned product from the brand. 
Engage: In this stage, the brand focuses on maintaining a strong and a long term relationship with their consumers that acts as a profitability aspect for the business of the company. In this aspect, Dior offers a digital loyalty programme that promotes consumer engagement in relation to sales of their product. 
2.3.2. Advantage of RACE Model of Dior
The RACE model of integration communication marketing of DIOR is suitable only for the digital marketing based approach of the luxury brand in relation towards launching new set of products as well as services. It is identified as the simplest model developed by the company (Chaffey and Patron, 2022). 

2.3.3. Disadvantage of RACE Model of Dior
The disadvantage that is interlinked with the model is that there is lack of awareness in relation to its implementation and possible negative implementation over the overall resulting outcome. A clear scope and goal is required to be developed for the model to be implemented . The prevalence of RACE Model across small sized organizations happens to be a challenging aspect. 
2.4. Recommendation of the communication marketing strategies for boosting the success rate of Dior in attracting new clients. 



Figure: Evolution of Global Luxury Market
Source: (Mirwani, 2022)
Sales promotion is an important aspect that Dior needs to consider in order to enhance their visual communication marketing aspect. As and when the Dior Fragrance that was being sold amongst the consumers , a form of rebate was being inclusive to its price that was being able to attract a larger set of consumers at special offers or during major events like the Christmas Holidays or for the Black Friday. Nyuland (2020) stated that many times, various Dior merchants focused on offering free samples and gifts in order to formulate their sales promotion. This aspect helped Dior to stand apart amongst other luxury fashion labels like Gucci , Channel , Bvlgari as they were able to produce a large volume of gifts which acted as an additional factor in increasing their hype by means non-verbal ways of communication marketing. This aspects also helps in boosting the clients in garnering additional amendments like the amount of savings that the customers are able to develop by acquiring the products at the time of their special discounts and offers . This aspects catapults new consumers towards the brand by enhancing their purchasing decision and also helping them consider the amount of perceived benefits that are levied with the purchase of their product. 
Chapter 3: Research Methodology


Figure: Saunders Research Onion
Source: (Research Onion, 2023)
For this research, the researcher utilised the Saunders Research Onion to offer a detailed illustration of the several phases that were being undertaken to construct the research.  
3.1. Research Philosophy 
Research Philosophy aims towards developing the foundation of the study that is utilised to define the objectives of the research. Abu-Alhaija (2019) mentioned that it helps in addressing the varied assumptions being developed by the researcher to sync with the purpose of the research. For this research, the researcher has utilised the positivism form of research philosophy. The researcher has utilised existing studies being researched by several researchers which are being further evaluated and utilised to define the objectives within the research. 

3.2.Research Methods 
For this research the researcher has utilised the Quantitative research method to effectively address the research question and help in defining the overall process of the facts stated about the importance of communication marketing for enticing new clients by luxury manufacturers in the course of analysing and processing it within the research in a far more detailed manner. 
3.3.Sampling
For this research, the research has utilised the convenience form of sampling to generate a greater sense and idea about the aspect of communication marketing employed by luxury manufacturers for attracting new clients to boost their business. In this sample around 50 participants will be selected and they will send survey questionnaires through their official email id.  
3.4. Data Collection Method
The data collection method is a trivial factor within the research methodology. For this research, the researcher has utilised the primary data collection method wherein the researcher will help in generating a survey within 50 participants comprising 8-10 survey questions related to the topic. 
3.5. Data Analysis
Data Analysis is an important aspect of the research methodology.. For this research, the researcher has utilised thematic data analysis wherein the research elements about the communication marketing utilised by luxury marketers for attracting new clients are being discussed in detail under various themes. 
3.6. Research Ethics
Research Ethics forms a vital factor across the research methodology. The research focused on identifying the importance of communication marketing to help luxury marketers for enticing new clients through social elements. The researcher has ensured that all the information that is being used is accurate and genuine. 
Chapter 4: Resources and Planning
4.1. Project Timeline
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