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How Marks& Spencer can create innovative marketing strategies for raising awareness of the brand as well as managing and evaluating the customer journey across a variety of communication channels to ensure current and future stakeholders’ expectations are fulfilled.
Introduction
 Brand, in accordance to marketing strategy, is one of the core concepts for any successful business. It is strongly associated with the reputation of the organization. Therefore, brand comes on top of all assets on which an organization can rely for its business success. In highly competitive environment of marketing always a strong brand creates an attractive image for a particular product among competitors and impacts on the perception of consumers in favour of the organization as Jobber(2010) states in his book Principles and Practice of Marketing, that, strong brand names affect consumer perception and preferences.
The most powerful factor that can make a consumer differentiate a product from a similar one is brand because it reflects the benefit of the product in consumer’s mind. To establish brand for a company is not an easy job. It is a long, and a competitive journey of an uphill fight, known as customer journey. Through this journey which in turn connected to an organization’s product line as well as market mix, the brand of a company gets stronger and stronger until the company becomes solid and undefeatable in market rivalry.
This topic will analyse the strategy of brand building of the business organization, Marks and Spencer, one of the British leading retailers and the topic will critically analyse steps and the elements of brand building in M&S and the strong connection of creating brand to customer journey. 


  brand is a concept beyond logo.
The two concepts of brand and customer journey are closely related in any market strategy. Brand in its simple aspect is a combination of many things as Kotler.P, (2007),defines in his book Principles of Marketing, that, it can be symbol, sign, name, logo, design or a combination of all of these or some of them. All of these come under the name of brand and their main function is to identify and differentiate an organization from others. But still these names need to be understood beyond their word level to more meaningful function that it associates with marketing and value it carries, in mind of customer or business owner.  As Jobber.D (2010) indicates in his book Principles and Practice of Marketing, brand equity is measure of the strength of a brand in the market place by adding tangible value to a company through resulting sales and profits.  Band is a promise, it’s a non-stop activity of delivering benefits and services to the customer, thus brand becomes very instrumental means for creating loyalty to the customer. Branding sometimes turn into psychological impact, positive or negative regardless to its reality and this often depends on what kind of a message is delivered to the buyer and what media channel is used. The top brands in the global market such as Amazon, Coca-Cola, Apple, Toyota and many others now have huge impact on the customer while there are other companies produce similar products with the same quality but they cannot compete these top brands which means that the psychological impact of the brand is crucial in any business. 
Brand is strongly associated with the product and they both associated with the customer and this association is built, consolidated and maintained through the process of customer journey. The product, the channel, the price and the quality of services determine whether the customer’s experience with the brand is negative or positive. All the process where the customer interacts with the product whether touch points or channels are the main things that trigger the emotion of the customer and help establish brand for an organization. In this regard M&S can put great efforts to impact the customer in favour of its product and when such an impact is achieved, the costumer’s experience with the company becomes positive, impressive and indelible, because if a customer experiences frustration or happiness during the interaction with the company, the experience will stay in the memory of the customer and create awareness to that particular brand and it is very important that the company has to exert maximum effort to impact the customer positively at any touch point that interaction takes place. 

 Unique proposition makes M&S stronger.
 Unique selling proposition is the strategy that M&S can adopt to create a strong brand. Being unique requires many things to be done within selling strategy and here are some areas to be taken into consideration for the strategy that can be applied by M&S to create a strong brand. One of the crucial areas of marketing strategy, is how a brand can be transformed from mere logo or design to emotional concept. To materialize this goal, Marks& Spencer can put ultimate emphases on how to determine the purpose of the brand and its position through the quality of product, choosing target audience and adopting a strategy that helps the organization become better than its competitors in the market, in other words, M&S should define the target market and how its brand is different from other competitors. It is also very essential for the organization to allocate funds for reteaches so that it can determine what type of customers does the company have and how it responses to their needs. One way to determine the strength of the organization is to conduct SWOT analysis as Davies.E, (2014) explains in his book The Marketing Planning that, planning team, would have defined the market segments under review by using the information gathered through the SWOT analysis. And above all, the brand graphics should be visual, clear, inspired and supported by an attractive brand personality and associated with its product in a way that can make the customers talk about it at any time and answer positively questions like, what benefit does it bring to me, how does it reflect my image to others, what language do I use to describe the product of M&S and to what extent I am proud of the product etc. The answers to these questions lie in marketing strategy of M&S towards the customer, and they mainly about to what degree the customer is confident, comfortable, Valued, proud and successful.
Regarding M&S positioning strategy, the organization have to great extent gained a good position among its competitors, through the service quality it provides to the customers as well as the prices, whether the shopping environment or the degree to which its services are offered to the customers. According to UK retailers’ assessment, Marks & Spencer’s position is on a diagonal line, between the high-quality/ high price as Palmer .A (2011) states in his book Principles of Services Marketing. From the viewpoint of Palmer, the position of M&S is an attractive in light of positioning strategy which is a good indicator of its brand awareness among the customers. 
The role of digital and co-branding.
Brand awareness is also strongly related to the factor of public exposure to the brand through the digital world, which is so called massive brand awareness. This is another important area that M&S can consider it in its marketing strategy. Today many people depend on the digital sources to obtain information, particularly in shopping. Jobber.D,and Ellis.F (2013) state this fact in their book Principle and Practice of Marketing, by saying, “ In recent years it was found digital is the ‘ central plank’ which all communication agencies must be able to deliver. The role of technology in marketing is very huge as it is underlined by Zeithaml.V, Bitner.M and Gremler.D(2009) in their book, Services Marketing. Also Ryan.D (2017), notes in his book Understanding Digital Marketing that, technology has the ability to open up completely new market and to radically shake up existing one.
 A high percentage of shoppers conduct on-line searches for their purchases through websites and social media before they go shopping or choosing a product, in view of this fact, M&S needs to build a necessary digital dominance to raise brand awareness among the customers. Not only the digital factor is the means for creating and widening brand awareness of M&S but also the company needs to have a partnership with another well-established organization to increase its brand awareness. Co- branding is increasingly becoming very effective in any marketing strategy as Baines.P, and Fill.C. (2011) state in their book Marketing that the principle behind co- branding is that the combined power of the two brands generates increased consumer appeal and attraction.

The customer is first.
 Customer service is a very important area though which brand is established and where the customer journey can start its mission and ends it. At the phase of customer service M&S can offer great and wonderful services to its customers at different stages. If M&S have provided good services to customers, it is no doubt that the customers will refer in consistent manner to its product. Special services create unique brand; therefore M&S should start to provide special services before shopping starts and from the day one and it should carry on during shopping phase and after shopping.  Through service cycles the company can show its customers quality of care to their interest until the customers differentiate the brand of the organization and feel they are valued by the M&S. When people start to differentiate the brand of the organization, they will advertise for the brand on behalf of M&S through telling their own experience (customer story) with the product of the organization. Some services have good reaction while others not as Zeilthaml.A, Bitner.M, and Gremler .D (2009) indicate in their book, Services Marketing that all services are experiences- some are mundane, whereas others are exciting and unique. The service of the organization can be offered from now and then in accordance to the rapid change of the market and its development in a creative way, which is interpreted by the term innovation. Market is not statistic nor the customer desire so M&S needs to respond to the change of the market and the change of customer’s desire by adopting creativity whether in services or in quality of product so that it can avoid any brand decline in the future. Types of service, like warranty, bonus, free delivery, gifts for special occasions as well as the routine services can help brand be distinguished and the customer journey attractive and more fruitful for the company. Quality of services makes the customer visit regularly the organization without any hesitation. When the product of M&S is characterized by a guarantee of refunding the customer, it will enhance the brand and makes it unique in a highly completive market of today. There is a variety of distinctive things that M&S can do to occupy a unique position among all brands in the market and all of them combine with each other to give the organization a unique feature and this uniqueness is the secret of the success and in the end stands as the brand of the company.


Marks& Spencer is one of the major retailers of UK that works within highly competitive market which means it must cope with the requirements of UK markets. On the top of the requirements is raising of brand awareness a long with creating customer journey. Any effective strategy of awareness is closely related to the relation between the product, service and the customer. M&S can set a strategy of the product and service that could be the strongest means for creating a positive image of the company in the mind of the customer. In achieving such an important goal, M&S have to define who its target customer is, and to do so there are four decisive factors called market mix to be considered; price, place, product and promotion. Answering the question of target customer needs to know things like the way of life the customers live, the place they live, the job they do, the place of work and their concerns. All these things help the company to decide what type of product it is going to produce for its customers. Brand awareness and customer journey start at the early stage of defining the target customer because the type and the quality of product that meet the desire of the customer can play very vital role to attract customers and it also makes customers talk about that particular product of M&S with people and can share their feeling with them and this kind of interaction is called brand story. In its marketing strategy M&S needs to differentiate the two important concepts of Product-oriented and Customer-oriented, because if an organization puts its weigh on how to sell its product in a large quantity without giving any consideration to the desires of the customer, it probably loses the battle of attracting customers at some point of today’s heavy market competition, and this is the critical area that Mortimer.R., Brooks.G., Smith.C and Haim.A (2009), in their book Marketing for DUMMIES, clearly underline the idea of balancing product with the needs of the customers, by stating that “ when you understand how customers think and what they like, you can develop products or services that meet those needs and come up with appropriate and appealing ways to communicate them”, the strategy that can help the organization easily map a journey to its customers.   So M&S in its marketing strategy can work for balancing between the product and the desires of the customers and their satisfaction   When M&S is able to impact on the customer through its product and the customers start sharing the experience they have about the product of the company with others the true massage about the company is conveyed to the public and they will easily get all information about it and the image of the company is established. Price is also like product, plays fundamental role in increasing the reputation of brand if price turns into a factor of attraction to the customers. Therefore M&S can introduce a flexible and attractive price policy to its product in all areas where its business is active, such energy, bank, mortgage, food and clothing and home. There are a variety of ways that M&S  can use to make the customer happy and loyal to the company. M&S, instead of applying traditional ways of pricing it is very encouraging to change the strategy from sales to other special ways such as free shipping, customer rewarding, offering gifts and donation to Charites. When the customers receive service of free shipping or they receive warm welcome from the staff members giving some gifts or regularly they receive some bonus for their shopping from M&S, the company definitely establish very strong relation with the customers and such services turn into great assets and strengthen the brand of the company. It is also very important that M&S have to maintain sustainability in its overall strategy of creating brand awareness.
In its marketing strategy, M&S can emphasize on how to make the customer feels its brand. Creating a competitive brand of a company depends on the vision of that particular company regardless of its size, its capital and the type of product at which the company aim to sell it in the market. The vision of M&S is decisive to make its brand strongly connected to the customer, thorough the quality of the product, its price and the channel through which the product is distributed and all this process must result in happiness of the customer. To achieve happiness to the customer is the key point of the company success and its not easy to have a happy customer unless the customer is understood to what extent he/she has experienced with the product and service of M&S when they contacted to it or engaged with the staff, off- line or on-line. Through the engagement the customer feels happy or unhappy, so the vision of M&S should give top priority to customer happiness. When customers come in contact with M&S they need to be treated and provided services as they like. At every stage the customer goes through, M&S can provide quality service and make the journey more fruitful for the company and thus a strong brand of M&S is created. However, the customer’s impression on the brand is not only determined by product but there are also many factors play a vital role to impact negatively or positively on the customer. A positive experience means that the brand has become a source of delight to the customer.
Linking communication channels and touch points to brand building.
Marks & Spencer needs to design a clear strategy for linking its brand to communication channels and the touch points on which the company depends when providing services to customers. There is a wide range of set of communication channels and touch points to be considered by M&S. Some of which come on top in terms of efficiency, but it is useful for M&S not to ignore any of the communication channels and touch points, to develop and improve all of them and make them vital, effective and attractive means for creating positive impression on customers, the strategy which in the end helps create and establish a strong brand for the company.
One of the most effective tools for attracting and exciting customers, is the social media, which can be used by M&S to promote its product. Social media is the best tool that can effectively create and convert touch points of the company to a strong brand. For instance, Googol is an attainable source through which customers receive required information about the organization and You Tube also can provide customers with films about M&S, above all M&S has every opportunity to maximize the function of its website so as it becomes the most influential touch point of the organization. In a highly competitive retail market of UK,   Marks and Spencer needs to focus on the wider scope of the market strategy rather than focusing on particular parts like, product and price, it is also very important to consider the area of promotion, known as marketing communication and it impacts on the customer journey through the various touch points. The wider strategy of marketing helps M&S adopt integrated marketing communication to provide best services to the customer and create   a strong brand. It is a very efficient and fundamental as Fill.C (2009) states in his book, Marketing communication that at a strategic level, IMC has its roots in the overall business strategy of an organization.  Communication channels are essential for having the customer satisfied with the company’s product, persuaded and become loyal to the organization. All the communication channels that created or chosen by M&S can focus on the goals that cope with the, desire, attention and interests of the customers and the channels should be able to carry and deliver a clear message to the customer, for instance, the message to be delivered to a customer from M&S about its products can make the a customer take an immediate action to buy them. M&S can deliver a message about types of fruit in its food store, advertising their freshness or ingredients or are they organic or non-organic. When the message is sent and the customers have received it through the different channels of the company and in different forms, whether, voice, photos or text, the customer will think over the products and might decide to buy the products. If the customer’s decision is positive, the second step, is the influences of the touching points where the customers interact with the organization. At the stage of interaction with the customers M&S have very good opportunity to raise the awareness of its brand through the different touchpoints it uses, whether they are face-to-face, or emails, or text messages, or phone call, or invoice, so on, hundreds of them are available and for M&S can utilize them in a meaningful manner so that the interaction can strongly and positively impact on the customer. 
In conclusion, brand building strategy is a long process, starts at early stage of a business, i.e., before shopping, during shopping and after shopping. To build a strong brand, M&S can adopt a clear marketing strategy throughout whole the process, then the strategy is put into practice, first by creating a brand in its tangible form, then the organization can work hard for transforming the tangible form of the brand to the conceptual and intangible form through quality of the  product, services and promotion.
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