[image: image6.png]




Assessment 1
Student Id:2231710

Student Name: Mohammed Naved Zakir Momin

Lecturer Name: Tushara Balendran

Contents

2INTRODUTION


2Information about the company:


3Definition of communication:


3Communication model


5Integrated Marketing Communications:


6New promotional strategies company can use to raise awareness of the brand:


8Branding and brand equity:


8Keller’s Brand Equity model:


11Customer journey and customer touch point for H&M organization


12Customer journey map :


13Total engagement model:


14CONCLUSION:


15REFERENCES




INTRODUTION
Marketing management can be describing as the practices of controlling as well as operations of different marketing activities. It is important for company to accurate manage its marketing practices for conducting business marketing activities in effective and efficient manner (Fowler and Thomas, 2023). There are several people involved in marketing management such as managers, professionals of marketing management, contractors and so on. All of this play important role in taking accurate and right decision for overall growth and development of business.  The main more of marketing management within an organization is to make sure that company is able to earn more profits by gaining new customers along with this expanding business practices in new customer base. Marketing management support business in developing company reputation as well as improving interactions of customers. In simple words marketing management can be describe as the development or implementation of strategic marketing process, activities or programs that is align with wider objectives of business. This includes usage of customer insight, tracking metrics and optimizing internal processes for achieving success. This report includes information about communication along with its concept. In this report communication model has been determined properly for identifying communication process. It includes integrated marketing communication along with the new promotional strategies that could be used by company for increasing brand awareness in market area. In this report banding and brand equity has been identified properly. Along with the Keller’s brand equity model has been determined with its advantages and disadvantages. 
Information about the company:
H&M is a well-known company that is focusing on providing high quality products and services to customers. H&M refers to the Hennes & Mauritz AB and this is a multinational clothing business. This company was established in year 1947 as well as founder of this company is Erling Persson. H&M is operating its business operations in retail sector area with the motive of increasing sales by offering its products and services to large number of customers (Jia, Zhang and Han, 2023). Head office of H&M company is located in Stockholm, Sweden and it is performing its business operations in worldwide market area. This company is focusing on developing products that is trending as well as able to meet with the demand of customers. H&M company is offering products and services to worldwide customers in order to increase profits of business. Mission and Vision of H&M company is mention below in detail –
· H&M vision statement – This company vision is to make changes that will lead to positive impact on climate by offering high quality fashionable products.

· H&M Mission statement – Its mission is to deliver fashionable and quality products to customers at best prices as well as sustainable manner to meeting customers’ needs. 

Definition of communication:
Communication can be described as the process of understanding as well as sharing meaning. This refers as the interaction between two or more people regarding some message or idea. This process continues and incorporates at least one sender and receiver to pass on the messages. These messages can either be any thoughts, creative mind, feelings, or contemplations (Akter and et.al., 2023). It is very important that communication process is very clear with accurate use of work in order to make receiver of the message more understandable. Communication is a two-way process that includes moving data or messages preliminary with one person or assembly then onto the next. The programme of the message from sender to recipient can be impacted by an huge scope of things. These integrate our opinion, the social condition, the medium used to inform, and, surprisingly.  In simple words communication is the process which involve sender who sends message and receiver who gets message. Communication is a continuous process that for the most part includes three parts specifically sender, message, and beneficiary. 
Communication model 
Communication model is very effective in order to provide guidelines and direction for determining process of communication. A communication model is a pictorial portrayal of the communication process, thoughts, contemplations, or ideas through charts, and so on. They can be viewed as systematic portrayals of the process that assist us with understanding how communication can be completed. Shannon and Weaver model of communication is one of the well known model of communication (Sleep, Gala and Harrison, 2023). This communication model was developed in year 1948 and founder of this model is Shannon and Weaver. Shannon was an American mathematician, Electronic engineer and Weaver was an American Scientist. 
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Figure 1Communication Theory
Source: Communication Theory, 2023
It model of communication is focusing on the significance of encoding and disentangling messages for them to be sent. This was the main model to recognize the presence of noise in communication that could upset or modify a message (Communication Theory, 2023.). This noise could allude to something like the static on a radio broadcast, yet it could remember spelling mistakes for composed communication or the receiver mishearing the message.

· Sender – This can be describe as the individual who is sending message to other.  Sender is considering as creator of message as well as responsible for choosing the channel or message and sending it. 
· Encoder – This refers to the transmitter that helps in converting message into signals. Encoding is used by sender to convey message or idea to other with the motive of making message understandable. 
· Channel – It is the medium that is used to send message. In communication process sender is able to convey its message to receiver through any channel. It is important to use effective channel for proper and accurate communication. 
· Decoder – It is refer as the machine that is used to convert signals into message so that receiver can easily understand the message.
· Receiver – This can be describing as the person who will get the message. Receiver is responsible for providing feedback as per the message. 
· Noise – Noise refer to the disturbance which affect communication process. Noise can be due to environment, people etc. In order to transfer message it is crucial to have a channel. Noise in generated while travelling from channel. 
The sender of message encodes the idea as well as sends it to the beneficiary from side to side a technological means like a telephone or telegraph (Lauzi and et.al., 2023). The sender changes over the idea into code sensible to the machine. The message is sent in codes through a medium. Before determining and deciphering the message, the recipient must decode it. At times, the receptor machine can also function as a decoder. Communication can be disrupted by noise in the channel, making it difficult for the receiver to decode the message and causing problems in the communication process. For instance, in a conversation, the brain acts as the sender, the mouth encodes the message into a particular language, the air serves as the medium, and someone else's ear acts as the receptor and decoder. The noise in the air can be disruptive, causing disapproval in the recipient's response. Therefore, the air serves as the communication channel, and noise serves as the disruptive element in this scenario.
Integrated Marketing Communications:
Integrated marketing communication is one of the most powerful concepts that helps business on bring more sales as well as enhancing marketing practices (What is Integrated Marketing Communication (IMC)? 2023). It is essential for organisation to consider effective integrated marketing communication in order to improve potential of company to attract large number of customers towards business.  Integrated marketing communications is the process of compulsory jointly a brand's inform to create it steady across all media that the brand use to arrive at its concern group. An necessary methodology guide communication and strategies utilize across all marketing channel. Integrated marketing communication is related to the multi channel attribution as well as omni channel marketing. There is some differences between these multi channel and integrated marketing communication (Dwivedi and et.al., 2023). Integrated marketing communication can be categorized as the process used to attach jointly marketing communication mechanism, for example, marketing, web-based entertainment, crowd investigation, company development standards, and advertising. 
There are various advantages that could be attain by H&M company throughout consideration of integrated marketing communication. It will lead to significantly improve results of organisation in terms of sales and profitability. Integrated marketing communication includes various types of marketing practices such as advertising, direct marketing, sales promotion and so on. All of these helps in attracting different types of customers base towards the products and services offered by H&M company.
This will lead to have significant impact on improving brand image of organisation as well as help in enhancing relationship with customers. Integrated marketing communication is a multidisciplinary field that combines traditional and new media practice. As opposed to having marketing, advertising, advertising, web-based entertainment, and customer examination be independent groups inside an organization, integrated marketing communications empower the combination of these discipline to make an all the more amazing and deliberate method.  Integrated marketing communication is considered to be very cost-effective process as it helps H&M company to carry out marketing practices in less amount. It is basic for organizations to go forward their brands well among the end-clients not exclusively to surpass contenders yet additionally to get by over the long haul (Iglesias and et.al., 2023). Brand advancement builds consciousness of items and services and in the long run expand their deals, returning high benefits and income for the business. Brand communication can go a long way towards promoting products and services among target consumers. The process entails identifying people who are most likely to purchase goods or services and expanding the brand via the use of various marketing tactics such as advertising and direct marketing, sales promotion and so on. All of these will lead to have positive impact on performance or profitability of H&M company. 
New promotional strategies company can use to raise awareness of the brand:
Promotion strategy can be described as the plan developed by companies for increasing demand of products and services in market area. H&M company needs to develop effective promotional strategies that will help organisation to enhance awareness of brand. This will lead to have positive impact on attracting large number of customers towards business and enhancing sales. Brand awareness is significant in light of the fact that it assists crowds with figuring out, reviews, and become alright with your branding and items. There will be various benefits and advantages that could be gain by respective company by increasing awareness of brand in market area. H&M company can construct brand awareness among your objective segment, you can assist your brand with becoming top-of-mind when these consumers are prepared to research and make a buy. Promotional strategies will help in developing accurate and appropriate plan for raising awareness of brand in market area. Different promotional strategies that could be used by H&M company in order to raise awareness of the brand is mention below –
· Paid advertising - Brand image play significant role in improving brand awareness in market area. H&M company should consider paid advertising as the promotional strategy for enhancing brand awareness. It is essential for H&M company to focus on improving overall image of brand with the motive of increasing awareness of brand.  Solid branding is fundamental if company have any desire to stick in the memory of likely clients. Paid advertising is one of the most effective promotional strategies as it assists in developing positive image of brand in market area. H&M company needs to consider accurate. Paid advertising consists of different ways such as television ads, Radio, newspaper and magazine ads, billboards and so on. One of the most incredible ways of making areas of strength for a picture is to utilize predictable visuals across all channels. Brand image is the impression of H&M brand in the personalities of the clients (Afandi, Eltivia and Sakdiyah, 2023). H&M brand image is created in view of client's associations and involvement in respective brand. Through this promotional strategy H&M company will be able to raise its brand awareness as well as attract large number of customers.
· Content marketing – This is considered as one of the most creative and attractive promotional strategy as it will help in influence large number of customers towards business. This type of promotional strategy includes blogs post, videos, social media post, podcasts, reports, SEO and so on. The chance that H&M company can recount to story well, it won't just resound with your interest group however will likewise bring about expanded brand awareness (Iglesias and et.al., 2023). H&M company can utilize blog entries or virtual entertainment to jump into discussions that are as of now occurring on these points to acquaint interest groups with your organization. Marketing in the course of content prompt business expansion. Having content on respective company site gives persons motivations to visit, gain from, and become clients. H&M company can't draw in people to place without content. 
Branding and brand equity:
Branding is the process of create a strong positive insight of company and its products in customer’s mind. Effective branding help H&M company to differentiate themselves from their competitor and build a loyal customer base. Branding in stores is very different as compared to online branding. In stores it includes placing of goods according to their size, needs but online customer can select and it will be delivered at their doorstep. Branding in stores is more experimental as people can walk around and pick things easily according to their requirement.

Certain elements of branding are available in stores and online (Afandi, Eltivia and Sakdiyah, 2023). Brand equity refers to the value of the brand which business generates from the product with a recognizable name (Brand Equity: Definition, Importance, Effect on Profit Margin, and Examples, 2023). H&M company has constructive brand equity customers are eagerly to pay a high price for its product even though they could get the same thing from the competitor.  Customers are drawn to products and services with a good reputation; therefore, brand equity has a direct impact on sales volume and corporate profitability. When a company wishes to extend its product line, brand equity is important. More over consumer perception include both knowledge and knowledge with a brand or its product builds brand equity. If the brand equity is positive than it will beneficial for the organisation its financials and its product. Brand has three basic components- consumer insight negative or positive possessions and the resultant worth.

Keller’s Brand Equity model:
The Keller brand equity model is a customer-centric brand equity model created by marketing professor Kevin Lane Keller in his popular textbook "Strategic Brand Management". (Lauzi et al., 2023). The idea of brand equity model is to build a strong brand in front of the customers so that they will buy. Correct type of knowledge must be built about H&M make so that customer will have optimistic thoughts belief’s opinion and perception.

There are some steps which include that how this model can be applied-
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Figure 2Keller’s Brand Equity Model
Source: Keller’s Brand Equity Model — What It Is & How to Use It, 2023
Step 1- There should be identity of the brand that customer recognises and aware about it. Market research should be done to gain knowledge that how customer see the brand what are their demands. Identity of the H&M brand can be done by exploring different market segments through which decision making of the product can be done. Differentiation of brand can be done with other brands that why customers are choosing those brands. In last what kind of changes can be done in the H&M product branding so that customer must address it to other two.

Step 2- To effectively communicate a brand's meaning and values to customers, it is important to highlight how well the product meets their needs. Kevin Lane Keller's brand equity model identifies five categories of product performance that contribute to a brand's success, including primary characteristics and features, product reliability, durability, and serviceability. Imagery refers that product is satisfying to the customers’ wants at social and psychological level. H&M Brand is meeting their wants through customer experience or targeted marketing by considering about type of experiences that customer needs to give for the brand promotion.

Step 3- Brand Response falls into two categories judgements and feelings. 

· Quality- customers judge about the quality of the product and this will result their feeling of buying that they want to buy or not. Improvement of quality of the H&M brand is very important for attracting more customers.
· Credibility- It includes innovation, trustworthiness and likability. Innovation is very important for H&M branding as research can be done and some messages on packaging can be initiated for better result.

· Consideration- It includes the needs of the consumer that it is fulfilling according to their consideration or not. Customers judge the product according to their exclusive needs.

· Superiority- Customers will access the brand with the other competitive brands. Customer will react to the brand according to their feelings mentally and emotionally. If it is satisfying their needs than it gives a positive result and vice versa.

Step 4- Brand Resonance is at the top of the pyramid it is the most desirable and difficult level to reach. It is divided in four categories-

· Behavioural Loyalty- It includes usual purchases of H&M products and services by potential customers.
· Attitude attachment- Customers love H&M brand or the product.

· Sense of community- Clients are associated with the H&M brand and the product. Society and what type of people are linked with the product. Community preference towards the product is basically strong or not.

· Actively engagement- Customers are actively engaged towards the product or not. They are taking interest in buying the product or not. This could include following the brand, liking on social media or not, subscribing for the brand.

Advantages of keller brand equity model-

· Customer loyalty- Every company wants a loyal customer base and if there is strong brand presence and awareness than customer preference is more towards the product.

· Lesser cost- Brand spends less price on consumer preservation because their instant focus is on giving a better knowledge to the customer.

· Better profit margin- Without profits no business would stay alive in the market.  When company have strong brand equity in the market it enjoy the benefit of better and higher profit margins.

· High customer life time value- with stable and successful brand equity in the market there will be higher earning longer client lifetime worth.

Disadvantages of keller brand equity model-

· Lower margin achievement.

· High branding investment cost

· Lack of brand consistency.

· Weak customer loyalty

· Poor use of business insights and disconnected sales metrics

· High customer retention cost require skilled sales team

Customer journey and customer touch point for H&M organization
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Figure 3True Customer Engagement is a journey
Source: True Customer Engagement is a journey, 2023
Customer journey can be explain as the set of interaction that customers has with brand, product or business in order to make decision related to purchase (Lauzi and et.al., 2023). Customer touch points refer to the different stages in which customers meets the band during the purchasing process. Different customer touch points for H&M company are mention below –
· Online advertisement 

· Video tutorials

· Marketing campaign initiatives

· Blog posts

· Print advertisements

· Social media 

Customer journey map :
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Figure 4Customer journey map
Source: How to Create an Effective Customer Journey Map, 2023
This can be describe as the visual presentation of storyline that includes every interaction of a customer with the product, services or brand. Customer journey map is very important in order to understand the customer process, perceptions as well as needs as it helps in directly connecting with customer mindset (Afandi, Eltivia and Sakdiyah, 2023). Different components of customer journey map that will provide assistance to H&M company are customer stage, buyers personas, customer touch points and emotions. 

Customer journey map includes awareness, consideration, purchase, and service and loyalty expansion. Awareness is the first stage of creating a customer journey and in this company includes different phases such as inquiry, comparison, purchase and installation (How to Create an Effective Customer Journey Map, 2023). Once customer has proper awareness about the different types of products available in market area then customer will shift to consideration of most accurate products. At this stage customers will consider H&M company products for moving to next phase of customer journey map that is purchase (Lauzi and et.al., 2023). In this stage customer will purchase the product that is able to meet their needs and wants. Service is essential part of customer journey map as in this H&M company will focus on providing high quality services. Loyalty expansion is the last stage of customer journey map as in this customer will expand their loyalty towards H&M company.
Total engagement model:
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Figure 5Total engagement model
Source: The total engagement model, 2023
This is one of the most effective models that helps in aligning the four crucial elements of customer value proposition, brand advertising, customer experiences and customer. Total engagement model is significant in order to engage and develop effective relationship with potential customers (Afandi, Eltivia and Sakdiyah, 2023). This model assists H&M company to improve customer satisfaction level, customer retention, revenues and so on. This is helpful for respective business for can help you create products that are clear and tailored to customers' needs. H&M company will be able to develop strong trustworthiness with its potential customers as well as developing better relationship so that they keep on purchasing products from respective company. This is very helpful approach for H&M company to connect with the customers as well as create long lasting relationship with customers. 
CONCLUSION:
From the above report it can be concluded that marketing management play very important and crucial role within organisation. It is essential that company is performing its marketing practices in effective and efficient manner in order to influence large number of customers towards business. Communication process continues and incorporates at least one sender and receiver to pass on the messages. It is important that communication process flows smoothly in order to pass required set of message in accurate and appropriate manner. Integrated marketing communications is the process of necessary jointly a brand's inform to make it steady crossways all media that the brand uses to reach your destination at its interest collection or potential customer base. 
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