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[bookmark: _Toc132485344]Introduction
The underneath document discusses the emblem body shop globally. Body shop international is a British beauty and pores and skin care brand that changed into modified into based in 1976 by Anita Roddick. The enterprise is understood for its modern-day strategies, which include its dedication to the usage of natural components and moral sourcing practices. Body Shop’s unique technique of branding, emphasizing its determination for social and environmental reasons, has contributed significantly to its achievement (Lopes and Alves, 2018).
The agency's brand identity is constructed across the idea of "splendor with an ethical experience." This technique has helped firm keep establish an emotional reference to its clients, who respect the business enterprise's values and willpower toward sustainability. The record discusses the modern advertising strategies which can be utilized by the logo and the brand empathy. The report also discusses about the degrees of a patron journey and the purchaser touch factor. At the same time, the report can even gift a diagram and a critical representation of the body shop’s global customer adventure. The document will describe the brand and the emblem of fairness. It additionally discusses the diverse fashions and their relation with the brand. at the closing, the file may even provide suggestions for the logo.
[bookmark: _Toc132485345]Background
The famous brand body shop worldwide is a British multinational beauty organization that becomes based in 1976 by Dame Anita Roddick. The employer is famous for its moral and sustainable approach to beauty and personal care products. The famous brand became established with the aim of making powerful and best-quality skincare merchandise that can be cruelty-free, ethically sourced, and environmentally pleasant (Yang and Yuan, 2017).
Dame Anita Roddick, a social and environmental activist, released the body keep in Brighton, England, with the idea of making products that are natural, ethical, and effective. She became obsessed with the usage of commercial enterprise as a force for the top and worked towards developing a sustainable and accountable agency that could make a tremendous impact on society and the surroundings (Kytle and Ruggie, 2017).
The challenge of the body shop is to create products that increase people's lives while being moral, sustainable, and responsible. The corporation's vision is to be the world's maximum moral and sustainable global business. The body shop aims to apply its enterprise as a force for wonderful exchange and make a distinction inside the world through its dedication to sustainability, social justice, and animal welfare (Kumar and Pansari, 2016).
The logo values encompass ethical sourcing, honest change, community trade, and sustainability. The organization is committed to sourcing herbal and herbal substances from vendors who work out sustainable farming techniques and pay truthful wages to their personnel (Sen, et al., 2016). The firm continues moreover facilitates network exchange by way of partnering with small-scale farmers, manufacturers, and artisans in growing worldwide locations to offer them fair charges, help, and possibilities for financial growth (Gruber, 2018).
The body store has a number of merchandises that encompass skin care, make-up, hair care, fragrances, and body care. The enterprise's merchandise is not tested on animals and is cruelty-loose. The body store is dedicated to using herbal and natural substances in its products and avoiding the usage of dangerous chemicals and synthetic fragrances.
In conclusion, the body shop international is a global splendor corporation this is dedicated to moral and sustainable practices. The agency turned into founded by Dame Anita Roddick with the goal of creating effective and ethical skincare merchandise which are environmentally-friendly and socially accountable (Bhardwaj and Fairhurst, 2017). The firm’s keep's task is to complement people's lives even as being ethical, sustainable, and accountable, and it's imaginative and prescient is to be the arena's most ethical and sustainable global commercial enterprise. The agency's values include ethical sourcing, truthful trade, network exchange, and sustainability, and it offers quite a number of skincare, makeup, haircare, fragrances, and firm’s care products that are cruelty-loose and made with herbal and natural ingredients (Sen, et al., 2016).
[bookmark: _Toc132485346]Communication
Communication refers back to the procedure of replacing facts and messages among an organization and its target audience with the goal of promoting and promoting its services or products. communique in advertising includes the advent and dissemination of messages which can be designed to tell, convince, and influence customers' behavior (Belch and Belch, 2012).
Advertising verbal exchange can take much bureaucracy, inclusive of advertising, public relations, sales promotions, direct advertising, private promoting, and digital advertising and marketing. The aim of advertising verbal exchange is to reach and engage with the target market efficaciously and effectively, to construct brand attention and loyalty, and to in the end force income and revenue (Schultz, et al., 2013).
Effective communique in marketing calls for knowledge of the audience's options, needs, and behaviors. It additionally includes using appropriate verbal exchange channels and methods to attain the audience in the maximum relevant and impactful way. further, marketing conversation ought to be consistent with the brand's values and messaging, and ought to be evaluated frequently to make sure its effectiveness and ROI.
[bookmark: _Toc132485347]Communication model
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The communication model is a framework that illustrates the manner in ways messages are sent and received between a sender and a receiver. The model normally consists of the following additives: sender, message, channel, receiver, comments, and noise.
· Sender: The sender is the individual or company that initiates the verbal exchange way. The sender encodes the message and sends it through a communication channel to the receiver (Guffey and Loewy, 2015).
· Message: The message is the statistics, concept, or idea that the sender intends to hold to the receiver. The message can be conveyed thru diverse channels which include written, verbal, or seen.
· Channel: The channel is the medium via which the message is transmitted from the sender to the receiver. This channel could include various modes for communicating such as social media, telephone mediums, directly face-to-face, etc (Griffin, 2015).
· Receiver: The receiver is the individual or target market who receives the message from the sender. The receiver decodes the message and interprets what that means.
· comments: remarks are the reaction or response of the receiver to the message sent by the sender. comments can be high-quality, negative, or neutral and can be conveyed thru the verbal or nonverbal method (Devito, 2016).
· Noise: Noise is any interference or distortion which can disrupt the communication procedure. Noise may be bodily, semantic, or mental and might affect the readability and accuracy of the message.
[bookmark: _Toc132485348]Integrated marketing communication
Incorporated advertising communication (IMC) is a strategic approach to advertising that entails coordinating all verbal exchange efforts of a corporation to supply a clear and regular message to its target audience. The purpose of IMC is to create a unified and complete advertising message that integrates all aspects of the advertising blend, which includes advertising, public members of the family, personal selling, direct advertising, and income promotion (Chitty, et al., 2012).
The idea of IMC is based on the idea that clients reply higher to a consistent and coherent message throughout all advertising channels. by creating a unified message that is consistent throughout all verbal exchange channels, agencies can enhance their brand reputation and patron engagement (Duncan, T. R., and Everett, 2013).
The important thing to powerful IMC is cautiously making plans, coordinating, and assessment of all advertising conversation sports. This involves growing clear know-how of the audience, identifying the handiest conversation channels, and determining an appropriate message and tone for each channel.
[bookmark: _Toc132485349]New promotional strategies adopted by the brand
The firm is a worldwide beauty and private care emblem that has been regarded for its ethical and sustainable method. To maintain its aggressive part and grow brand attention, The firm has adopted revolutionary and promotional techniques both online and offline. Here are a number of the new techniques followed by way of the enterprise:
1) AR/VR technology: The body shop has delivered augmented fact (AR) and virtual fact (VR) technology to beautify the client's enjoyment. customers can use AR to strive out makeup and skin care products definitely, even as the VR era lets customers discover the brand's records and values (Hsuan, 2018).
2) personalized promotions: The body shop has followed a customized technique for its promotions, the usage of statistics to create targeted and applicable campaigns. This consists of customized email campaigns and product pointers based on a consumer's buy records (Kim and Park, 2016).
3) Pop-up stores: The body shop has created pop-up stores in strategic places, along with shopping shops and airports. these stores provide a completely unique buying reveal and permit the company to attain new audiences (Torres and Kvitastein, 2019).
4) Sustainability tasks: The body shop has continued to awareness of sustainability projects, which have emerged as a critical element of its logo identification. The business enterprise has introduced replenishment stations in shops and launched a recycling program to reduce waste.
5) Collaborations: The body shop has collaborated with different manufacturers and corporations to create unique merchandise and campaigns. as an instance, the organization partnered with Airlite to create packaging for its products and collaborated with Plan Global to release the "Dream Big" campaign to empower girls.
6) Social media partnerships: The body store has partnered with social media structures to create particular campaigns and interact with customers. for instance, the enterprise partnered with Instagram to launch the "Self-Love Rebellion" marketing campaign, which endorsed customers to percentage their self-love memories and studies.
for this reason, the body shop has followed more than a few modern and promotional strategies to increase brand cognizance and hold its competitive area. those techniques encompass AR/VR era, personalized promotions, pop-up stores, sustainability projects, collaborations, and social media partnerships. By way of continuing to attention to these tasks, the firm can hold to build its logo and engage with clients in new and innovative ways.
[bookmark: _Toc132485350]Brand and brand equity
A logo is a completely unique call, design, image, or different feature that distinguishes a service or product from its competition. It represents the identity of an organization or agency and is used to build popularity, loyalty, and trust amongst customers.
Brand fairness refers to the cost that a logo adds to a product or service beyond its purposeful advantages. it's miles the degree of a logo's potential to influence consumer perception, increase income, and command a top-class rate. Emblem fairness is built over the years through effective advertising, client revel, and brand consistency (Keller, 2013).
Sturdy emblem fairness can offer numerous advantages for an agency, which include extended patron loyalty, better market proportion, and extra-economic performance. It additionally enables to differentiation of an agency's products or services from its competitors, making it easier to go into new markets and introduce new merchandise.
To construct and maintain logo equity, groups want to focus on growing a superb logo picture, providing the services or products, and turning in a constant logo reveal across all touchpoints. It calls for extended-term funding in advertising and emblem-constructing sports to set up a strong emotional connection with customers and build lasting relationships (Aaker, 2012).
[bookmark: _Toc132485351]Keller’s brand equity model
The model is a theoretical framework for studying and measuring the value of a logo. It changed into evolved by branding professional Kevin Lane Keller and is extensively utilized by marketers to recognize the different components of logo price (Keller, 2013).
The version is primarily based on the concept that a logo's cost is made up of a set of interrelated components. these additives are grouped into four fundamental categories: brand loyalty, emblem focus, perceived best, and emblem institutions. consistent with Keller, each of those categories contributes to the overall fairness of the brand.
The body shop worldwide is a British cosmetics and skincare company that is widely diagnosed for its willpower to moral and sustainable industrial company practices. The business enterprise has a sturdy brand identification and a faithful client base. applying Keller's brand equity model to body shop global, we are able to see how the awesome additives of the version relate to the commercial enterprise corporation (Muhammad, et al., 2017).
• Logo Loyalty: the firm keep global has a completely dependable customer base, thank you in component to its moral and sustainable business practices. The organization has a strong determination to social and environmental causes, which resonates with plenty of its customers. This sturdy logo loyalty is a key issue of the agency's emblem fairness (Ha and Perks¸2017).
• Brand consciousness: body shop global has a nicely set up brand call and brand which might be recognizable to many humans. The employer has also invested heavily in advertising and advertising, which has helped to raise the attention of its merchandise and logo.
• Perceived high-quality: the firm keeps worldwide understood for the high first-class of its merchandise, which are crafted from herbal and ethically sourced ingredients. This commitment to best has helped to set up the company as a frontrunner in the cosmetics and skincare industry.
• Brand institutions: body keep worldwide has some high-quality brand associations, consisting of its commitment to ethical and sustainable enterprise practices. The business enterprise's branding also emphasizes its use of natural substances and its recognition of social and environmental reasons (Khare, et al., 2021).
The success of Keller's brand equity model encompasses its simplicity and versatility. The model is straightforward to apprehend and may be implemented in an extensive range of industries and products. The version additionally gives a framework for understanding the extraordinary additives of logo value, which could assist marketers to develop extra powerful branding techniques.
The disadvantages of the version consist of its reliance on subjective measures, which include brand loyalty and brand institutions. those measures may be tough to quantify and might vary depending on the character patron. The version also does now don't forget outside elements that can affect a brand's price, which include adjustments within the marketplace or financial situations (Keller, 2013).
In the end, Keller's emblem equity model offers a beneficial framework for analyzing and measuring the cost of an emblem. At the same time as an accomplished brand, one can truly see how the one-of-a-kind additives of the version relate to the business enterprise's sturdy brand identification and moral business corporation practices. even though the model has its limitations, it could be a valuable tool for marketers looking to develop powerful branding techniques (Lee, et al., 2015).
[bookmark: _Toc132485352]Customer journey
The client journey refers back to the series of interactions and studies that a customer has with a brand from initial awareness to put up-purchase assessment. It includes all the touchpoints a consumer has with a logo, both online and offline. knowledge of the purchaser journey is critical for groups as it enables them to perceive opportunities to enhance client reports and ultimately pressure revenue growth (Meyer-Waarden, 2019).
[bookmark: _Toc132485353]Degrees of customer touchpoint
The purchaser adventure may be divided into three stages: pre-purchase, purchase, and publish-buy. inside the pre-buy level, clients end up aware of an emblem and begin considering its services or products. This degree includes touchpoints which include marketing, social media, and phrase-of-mouth referrals. In the acquisition stage, customers make a decision to buy a product or service (Lemon and Verhoef, 2016). This stage includes touchpoints such as online buying carts, checkout tactics, and in-keep reviews. At the submit-purchase level, clients compare their revel in with the emblem and determine whether to end up repeat customers. This stage includes touchpoints including customer support, compliance with-up emails, and loyalty packages. through expertise in the client journey and optimizing touchpoints in every degree, corporations can create a tremendous and memorable client enjoyment that ends in a lengthy-time period of loyalty and boom (Rosenbaum and Massiah, 2011).
[bookmark: _Toc132485354]Diagram of a customer journey map for the organization
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(Mantrabrandhouse, 2019)
1. Attention level: this is the preliminary degree of the client adventure, where capacity customers emerge as privy to the logo. this could arise via advertising, social media, word-of-mouth referrals, or different advertising and marketing channels (Tsiotsou and Vlachopoulou, 2018).
2. Consideration stage: once clients emerge as privy to body store international, they'll take into account the brand as a capacity option for their needs. for the duration of this stage, clients may browse the company's website, read reviews, or examine fees with competitors.
3. Purchase level: If a client comes to a decision to purchase from a body store worldwide, they'll navigate through the purchasing procedure, whether that be online or in-store. This stage consists of touchpoints including online shopping carts, checkout procedures, and in-store reports (Stadler Blank and Talbot, 2012).
4. Submit-buy stage: After the acquisition is entire, customers examine their experience with body shop global. This stage includes touchpoints along with follow-up emails, customer support, and loyalty programs to encourage repeat business.
At some point in the purchaser adventure, body shop worldwide makes a specialty of their values of sustainability and moral commercial enterprise practices. this is obtrusive inside the organization's packaging, product factors, and social media presence. The purchaser journey for a body shop international is centered on growing a terrific and extremely good revel for customers that aligns with their values.
Examples of touchpoints for the brand:
Pre-purchase stage:
· Social media structures like Facebook, Instagram, Twitter, and YouTube may be used to showcase the logo's philosophy, highlight new product launches, and percentage testimonies about the emblem's impact on society.
· The logo's website can function as blog posts, informative articles, and tutorials on skincare and makeup routines.
Purchase stage:
· The brand's e-commerce internet site must be person-friendly, informative, and visually attractive.
· Presenting unfastened samples, reductions, and unique offers to customers who buy can boost the probability of them returning to the website.
Post-Purchase Stage:
· Customized submit-purchase emails that thank customers for their purchase and provide tips on a way to use the product can be an excellent way to hold engagement.
· Feedback surveys can help the emblem apprehend the consumer’s enjoy and discover areas for development.
[bookmark: _Toc132485355]Strengths and weaknesses
[bookmark: _Toc132485356]Strengths:
· Clear and organized: The customer journey map for frame shop global is nicely-structured and easy to apprehend. It follows a logical sequence of levels, making it easy to perceive touchpoints and regions for development.
· Recognition of values: The map emphasizes the organization's values of sustainability and ethical commercial enterprise practices, which is a key differentiator for the emblem. This focus allows the creation of completely unique and high-quality consumer enjoyment.
· Complete: The map consists of a huge variety of online and offline touchpoints, giving a complete view of the consumer journey. This allows the agency to pick out areas where they may excel and regions needing improvement.
Weaknesses:
· Loss of element: The map no longer provides specific information on particular touchpoints, making it difficult to identify precise areas for development. Without greater detail, it could be hard for the organization to make significant modifications to the patron experience.
· Constrained purchaser comments: The map does now not contain client feedback, which is important for know-how the customer revel in. Without remarks from customers, the enterprise may additionally pass over important insights into areas that require development.
· Lack of flexibility: The map affords a linear view of the consumer adventure, which might not as it should be replicate the manner client’s interaction with the brand. Customers might also flow backward and forward among tiers or pass ranges altogether, which the map does now not account for. This loss of flexibility could result in missed opportunities to improve the purchaser experience.
Total engagement model
The total engagement version is a business framework that aims to engage customers with a logo on more than one tier, including cognitive, emotional, behavioral, and social engagement. This version acknowledges that customers are not just rational choice-makers but are also prompted by their emotions and social connections.
The whole engagement version can be associated with body store global, a company that locations a sturdy emphasis on enticing customers past simply selling merchandise. The agency's project is centered around its commitment to social and environmental duty, and it actively communicates this message to its clients thru various channels (Gallaugher and Ransbotham, 2018).
One example of the firm’s use of the whole engagement version is its "community truthful alternate" software, wherein the company companions with suppliers in developing nations to supply elements for its merchandise. thru this software, the organization not most effectively supports sustainable livelihoods but additionally engages customers with memories and facts approximately the communities it really works with (Mohr and Webb, 2015).
Another instance is the business enterprise's attention on animal welfare, which is obvious in its products and advertising and marketing campaigns. The employer's commitment to this purpose appeals to customers who share these values, leading to extended emotional and social engagement with the logo (Monteiro and Alegre, 2019).
By using the full engagement model, the body store international can create a more significant courting with its clients that is going past just selling products. This method no longer simplest leads to elevated patron loyalty but also aligns with the employer's values and mission.
[bookmark: _Toc132485357]Recommendations
Body shop global has a sturdy brand popularity constructed around its values of ethical and sustainable enterprise practices. but, so as to keep growing and appeal to new customers, the enterprise can discover new touchpoints and ways to interact with clients. here are a few pointers:
• Augmented reality (AR) era: using AR can provide an immersive reveal for customers when attempting to body-keep the merchandise. for example, customers can attempt exclusive sun shades or makeup or see how a particular skincare product works on their pores and skin earlier than shopping. this will enhance the overall consumer experience and improve conversion charges (Mahadik and Lahiri, 2021).
• customized product tips: by leveraging information and analytics, body keep worldwide can create an extra personalized experience for customers. this will encompass focused product pointers primarily based on a purchaser's buy records, browsing behavior, and options. this can enhance patron pride and drive sales growth.
• Subscription-based total offerings: The organization can discover the choice of providing a subscription-based carrier for its famous products. this could provide convenience and accessibility to customers who frequently use body shop merchandise, even as additionally making sure a constant flow of revenue for the company (Kwon and Park, 2019).
• Social media advertising and marketing: even as body save worldwide already has a robust social media presence, there's an opportunity to enlarge its reach and engagement with clients. The organization can collaborate with influencers or social media personalities to create content material that promotes its values and products. this could assist to draw a new audience and boom emblem attention (Kim, et al., 2020).
By means of enforcing these hints, body shop global can create new touchpoints and enhance the overall patron reveal, at the same time as staying real to its values and challenge.
[bookmark: _Toc132485358]Conclusion
From the above report, it is concluded that body shop international is a frontrunner in the splendor industry with its commitment to ethical and sustainable practices. Through innovation and client engagement, the brand has maintained its competitive aspect and robust brand fairness. Know-how of the consumer journey and leveraging the total engagement version can assist the body shop worldwide, in addition, enhance its courting with customers. Through exploring new touchpoints and methods of interaction with customers, the logo can keep drawing new clients at the same time as staying true to its values of moral and sustainable commercial enterprise practices.


[bookmark: _Toc132485359]References
Aaker, D. A., 2012. Building strong brands. Simon and Schuster.
Belch, G. E., and Belch, M. A., 2012. Advertising and promotion: An integrated marketing communications perspective. McGraw-Hill Education.
Bhardwaj, V., and Fairhurst, A., 2017. Fast fashion: Response to changes in the fashion industry. The International Review of Retail, Distribution and Consumer Research, 27(1), 114-120.
Chitty, W., Barker, N., Valos, M., and Shimp, T. A., 2012. Integrated Marketing Communications (4th ed.). Cengage Learning.
Devito, J. A., 2016. The Interpersonal Communication Book. Pearson. https://books.google.com/books?id=JjKkDAAAQBAJ
Duncan, T. R., and Everett, S. E., 2013. Client perceptions of integrated marketing communications programs. Journal of Advertising Research, 53(1), 84-98. https://doi.org/10.2501/JAR-53-1-084-098
Gallaugher, J., and Ransbotham, S., 2018. Information Systems: A Manager's Guide to Harnessing Technology. FlatWorld.
Griffin, E. A., 2015. A First Look at Communication Theory. McGraw Hill Education.
Gruber, M., 2018. The Body Shop's sustainable supply chain. Harvard Business School Case, 9-617-026.
Guffey, M. E., and Loewy, D., 2015. Essentials of Business Communication. Cengage Learning. https://books.google.com/books?id=rJhTBQAAQBAJ
Ha, J., and Perks, H., 2017. Effects of brand equity components on consumer purchase intention and brand loyalty: An examination of cosmetic brands. Journal of Global Fashion Marketing, 8(3), 232-242.
Hsuan, J., 2018. Exploring the Use of Augmented Reality in the Beauty Industry. In Proceedings of the 2018 International Conference on Information Management and Technology pp. 50-53. ACM. doi: 10.1145/3232357.3232382
Keller, K. L., 2013. Strategic brand management: Building, measuring, and managing brand equity. Pearson Education India.
Keller, K. L., 2013. Strategic brand management: Building, measuring, and managing brand equity. Pearson Education.
Keller, K. L., 2013. Strategic brand management: Building, measuring, and managing brand equity. Pearson Education India.
Khare, A., Rakesh, S., and Kumar, S., 2021. The Impact of Brand Equity Components on Purchase Decision of Cosmetics Brands: An Empirical Analysis. Journal of Business and Management Sciences, 9(1), 1-10.
Kim, H. Y., Kim, M., and Kim, H., 2020. The subscription-based business model: An exploratory study on drivers and barriers. Journal of Business Research, 116, 104-115. https://doi.org/10.1016/j.jbusres.2020.05.021
Kim, M., and Park, H., 2016. Personalization of advertising on social network sites: An examination of gender differences in attitudes and recall. Computers in Human Behavior, 57, 30-40. doi: 10.1016/j.chb.2015.12.052
Kumar, V., and Pansari, A., 2016. Measuring the benefits of employee engagement. Harvard Business Review, 94(2), 52-61.
Kwon, W. S., and Park, H. J., 2019. Personalized recommendations for mobile shopping applications: An empirical evaluation of alternative recommendation mechanisms. Sustainability, 11(1), 164. https://doi.org/10.3390/su11010164
Kytle, B., and Ruggie, J. G., 2017. Corporate social responsibility as risk management: A model for multinationals. Corporate Social Responsibility and Environmental Management, 24(2), 87-99. https://doi.org/10.1002/csr.1404
Lee, J., Park, D. H., and Ahn, J., 2015. The effect of social media communication on consumer perceptions of brands. Journal of Marketing Communications, 21(2), 189-206.
Lemon, K. N., and Verhoef, P. C., 2016. Understanding customer experience throughout the customer journey. Journal of Marketing, 80(6), 69-96. https://doi.org/10.1509/jm.15.0420
Lemos, I., and Cardoso, G., 2019. The importance of customer journey mapping for customer experience management. In Advances in Intelligent Systems and Computing Vol. 1029, pp. 284-292. Springer. doi: 10.1007/978-3-319-98654-8_28
Lopes, A. B., and Alves, H., 2018. The Body Shop: a brand with a purpose. Journal of Brand Management, 25(6), 555-566. https://doi.org/10.1057/s41262-018-0108-8
Mahadik, D., and Lahiri, N., 2021. Impact of augmented reality on consumer decision-making: A study on cosmetic industry. Journal of Retailing and Consumer Services, 61, 102590. https://doi.org/10.1016/j.jretconser.2021.102590
Mantrabrandhouse, 2019. THE BODY SHOP. [Online] 
Available at: https://www.mantrabrandhouse.com/the-body-shop
McKeever, M., and Melewar, T. C., 2014. A model of customer engagement: The role of customer contact employees. Journal of Business Research, 67(11), 2280-2288. doi: 10.1016/j.jbusres.2014.06.014
Meyer-Waarden, L., 2019. The role of the customer journey in customer loyalty and retention: A cross-cultural perspective. Journal of Business Research, 98, 238-246. doi: 10.1016/j.jbusres.2019.01.045
Mohr, I., and Webb, D. J., 2015. The effects of corporate social responsibility and price on consumer responses. Journal of Consumer Affairs, 49(1), 186-210.
Monteiro, P., and Alegre, J., 2019. Customer engagement in the digital era: a systematic literature review and future research directions. Journal of Business Research, 100, 444-459.
Muhammad, A., Shukor, S. A., and Yee, C. S., 2017. The impact of brand equity components on purchase intention: A study among cosmetic customers in Malaysia. International Journal of Academic Research in Business and Social Sciences, 7(1), 314-327.
Rosenbaum, M. S., and Massiah, C., 2011. Examining the role of the customer experience in creating service brand equity. Journal of Retailing and Consumer Services, 18(3), 192-197. https://doi.org/10.1016/j.jretconser.2011.01.005
Schultz, D. E., Patti, C. H., and Kitchen, P. J., 2013. Communicating brands: Integrated marketing communication and brand management. John Wiley & Sons.
Sen, S., Bhattacharya, C. B., and Korschun, H., 2016. Corporate social responsibility: A review and research agenda. International Journal of Management Reviews, 18(4), 357-381. https://doi.org/10.1111/ijmr.12061
Sen, S., Bhattacharya, C. B., and Korschun, H., 2016. Corporate social responsibility: A review and research agenda. International Journal of Management Reviews, 18(4), 357-381. https://doi.org/10.1111/ijmr.12061
Stadler Blank, M., and Talbot, J., 2012. Engaging customers with sustainability: Insights from the cosmetics and personal care sector. Journal of Business Ethics, 108(2), 203-213. https://doi.org/10.1007/s10551-011-1109-7
Torres, A., and Kvitastein, O., 2019. Pop-up stores: Benefits, challenges and managerial implications. Journal of Retailing and Consumer Services, 50, 86-97. doi: 10.1016/j.jretconser.2019.03.003
Tsiotsou, R. H., and Vlachopoulou, M., 2018. Exploring the customer journey: A literature review. Journal of Service Theory and Practice, 28(2), 196-227. https://doi.org/10.1108/JSTP-10-2016-0233
Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M., and Schlesinger, L. A., 2009. Customer experience creation: Determinants, dynamics and management strategies. Journal of Retailing, 85(1), 31-41. doi: 10.1016/j.jretai.2008.11.001
Yang, X., and Yuan, L. (2017). The impact of corporate social responsibility on customer loyalty: A study of the Body Shop. Journal of Retailing and Consumer Services, 39, 278-284. https://doi.org/10.1016/j.jretconser.2017.08.012


18

image3.jpeg
A TYPICAL CUSTOMER JOURNEY

 CREATED FOR THE BODY SHOP/#~

JouRNEY [l el o e R
(VL LI QR e TeouoH o eARLY oNs e rint i JHGSUREABOUETHEMLATERON I ™10l cipNT oo o eln:

26%

THE OPEN

STAGE
Ut
ny g

s

PEOPLE ARE CONSTANTLY ONLINE SEARCH
BEING MADE FAMILIAR AND ADVERTS

WTHROBICS IO AN
ONTHE LOOK OUT FOR s

THERE ARE
6 STAGES T0
THE JOURNEY

TRIGGER & =10%

L eios ] > 0% 4448
TV ADS AND SEENG LS 24% A I o
PRODUCTS IN STORE BECOME AWARE | A > TUNED IN %
HELP BUILD AWARENESS. s peorly e s
ONLINE ASPECTS (scich & NEN PRRUCTS & et g, 29% 448
SEAUTY NEsTES HELP YO [ WELLAS KNOWING WheRe beomgny eSO oSO e
7 LOCATE PRODUCTS TO FIND THEM ey e 2008444
SO

already had the ‘ummn PRIS
brand they bt NEEDS e IMPORTANT HERE

inmind efore the Focus on USER FOR EVERYDAY,
Expor stage INSPIRATION REVENS NEW BRAND
nouern voun AR PURCHASES
PERSONAL W]
REQUIREMENTS IS IS (73
as vou starT 10 LRSI

ComparE s MECCEETTTER
REQUIREMENTS

3IN4

ey had the brand they
Sought nmind before
the Choose'stage

EXPLORE

USER REVIEW VIDEOS Loonero | CHoOSE

Goomithe

|| HELP PEOPLE CONFIRM CONFIRMATION
THE CHOICE IS RIGHT, oF THE oot

ESPECIALLY FOR UNDER 355 i i
BEFORE BUYING
PS ?

T oG ek PTouckPolN ]

10LOCATE rve SEARCH RESULTS,

T BEST DEAL svm. i

I AND IN STORE ADS

HELP LOCATE THE
BEST DEALS

 eeos |

BOTH SHARING
ENJOYING

& CONFIRMING
l THE CHOICE IS DONE & SHARING

IN PERSON || THEPRODUCT WhLsT ALso

usE
AND ONLINE CONFIRMING = ume
(SOCALMEDA, YOUUED | | Y0U MADE THE RIGHTCHOICE | ot

Akey journey for the Body Shop is an CONFIDENCE As such there is more of a need PRis akey touchpoint for this,
EVERY DAY PRODUCT PURCHASE 1S LOWER than the  —" for products tobe VISIBLE— along with INFLUENCER POSTS,
average journey EARLY ON in the journey SAMPLE PRODUCTS and TV ADS.





image1.jpeg
University of Wales
Trinity Saint David




image2.png
Channel

(<
%—' Message W‘

Noise

‘M Feedback 4—%





