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Executive summary
Understanding the consumer journey is a core need for any organization to project products and services effectively. The brands are making strategic efforts to compete in the consumer market hence recognizing the needs of the consumers holds a major significance. The report undertakes Lush, a British cosmetic brand to develop the market scope. The communication strategies to develop the market are a key consideration. The following report will be classified with communication models and processes for integrated marketing communication. The recognition of consumer touch points for the brand is a core aspect of the work. Based on the market approaches made by the brand recommendations will be framed to improve the plans to market development. 
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[bookmark: _Toc131543596]Introduction
 Effective communication and brand marketing are of the major essence in any organization to ensure effective growth and development of commercial objectives. Commercial platforms are needed to make strong strategies to connect with consumers. It not only enhances the operational reach but also enhances the core competencies of the companies over its rivals. Communication is a major tool to be used by business managers to engage with consumers and all other stakeholders.  The respective tool is critically used to inform people and all engaged parties regarding the business prospects and processes. The development of business processes is dependent on the quality of the relationship with the stakeholders. Communication measures are significantly used to support promotional strategies. As a result, the brands gain scope to boost commercial and operational awareness among the mass. The following report is focusing on the brand Lush, a cosmetic company originating from the United Kingdom. The application of communication models and promotional strategies is the means to develop the commercial bases of the company. The report majorly seeks to address the application benefits of marketing and communication approaches to the development of a strong market base. It is essential to keep on the engagement with the consumers as the rivalry range of cosmetic brand Lush is wide. This forces the brand to be competitive in consumer marketing making aggressive efforts to boost the reach of the products and services.  The purpose of the report is to set recommendations for the brand to optimally use the resources to meet the needs of the consumers and commercial objectives. 
[bookmark: _Toc131543597]When did the company start?
Lush retail limited is recognized as a cosmetic brand having its headquarters in Dorset, UK. The company was started back in 1995 and for 27 years the company is in operation. The founders of the company were Mark Constantine and Liz Weir. The brand initially started to sell beauty and natural products for hair care. Gradually the brand stepped into each range of beauty products for consumers from all planes (Artusi and Bellini, 2020). Currently, the company is operating from over 900 stores. To reach the audience at a large scale the brand established its operations on online platforms. 
[bookmark: _Toc131543598]Communication – conceptual understanding
Communication processes can be defined as the process of transmitting a set of data and information from one place to another. Communication is essentially realized among two or more people. The process demands the use of either verbal or non-verbal means of executing the communication. The process can also take place among computers when the information is transmitted from system to system (Chowdhury et al., 2020). Communication enables the parties to understand the meaning of the information being shared. As a result, the business platforms gain clarity regarding the information being shared.  Communication processes are a major tool used to coordinate the business processes such as teamwork. Communication allows sharing of data, information, thoughts, ideas, and opinion to execute the same decision-making processes (Horan et al., 2021). Commercial platforms are vitally needed to increase the level of engagement with all the associate stakeholders to increase business opportunities. 
[bookmark: _Toc131543599]Shannon and Weaver's communication model
The application of the communication model is effective in strategizing the communication processes in a business organization. The strategic application of the communication model guides the managers in team management and marketing efforts development. The Shannon and Weaver model of communication is the first and most effective model used in the development of communication strategies (Al-Fedaghi, 2020). The model is also known as a mathematical theory of communication. The purpose of the model is to critically design the communication between the sender and receiver. According to the Shannon and Weaver model of communication, it's the "noise" factor affecting the process of communication. The model was initially been developed to boost the technical communication processes (Kuznar and Yager, 2020). Later on, the model is applied in the diverse segment of communication. The respective model is essentially designed to offer seamless communication between the sender and the receivers. The model undertakes certain elements to state the process of communication. The aspects are sender, encoder, decoder, receiver, and feedback respectively. 
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Figure 1: Communication channel 
(Source: Weaver, 2018)
Sender – The person or platform initiating the process of sharing data and information is realized as the sender. The sender develops the message to be passed on using the cycle of communication and also ensures that the receiver has proposed the feedback (Foran and Lee, 2022)
Encoder – Undertaking the communication processes the application of tools ensures transmitting the message into signals (Niu et al., 2022). The element to encoder uses the approach to transform the information and data into signals so that no interference can be made with the communication processes.
Decoder- The decoder has the role to transform the signal into a message so that the same can be realized by the receiver. The binary data and information is converted into a message that is understandable and comfortable for the receiver.
Receiver- The messages and communication are all intended to reach the receiver only.  This is the destination for which the message is intended by the sender. 
Feedback – Feedback is a major consideration realized from the end of the receiver. Effective feedback completes the processes of communication (Tung et al., 2021).  Feedback is collected from the receiver and meant to reach the sender. The process allows the sender to understand whether the information is been well processed and understood by the receiver or not. 
Noise – Using a medium or channel a message is generally transferred from encoder to decoder. During the given process the message-transferring process may realize distraction from a range of noises such as horns, crowds, thunder and others. The existence of noise essentially affects the flow of communication and hence affects the overall process of sharing data and information (Dong et al., 2022). The process essentially demands eliminating the formation of noise and its impact on the communication flow.
[bookmark: _Toc131543600]Integrated marketing communication – definition
Marketing communication is a major tool in the development of strong brand reach among the mass regarding a product and services. Integrated marketing communication (IMC) can be understood as the approach used by brands to unify the elements of marketing and communication (Rehman, Gulzar and Aslam, 2022). This involves engagement of factors like social media, business development principles, advertising, public relations and others. The process allows both private and public business platforms to propose an engaging and competent experience to the consumers regarding a product or service. The process ensures sharp engagement of all the parties to associate the marketing and communication measures boosting the consumer scale and buying decisions. 
Integrated marketing communication is a multi-dimensional field. The process of integration combines both traditional and modern media practices. It is effective in framing the marketing structure and targeting the same consumers (Hewett and Lemon, 2019). Integrated marketing processes are holistic measures of marketing. According to the respective strategic concerns the business aims and operational principles are to be improved rather than just enhancing the marketing efforts and messages to target the audiences. Integrated marketing communication allows the development of a powerful and coagulated approach to communicate and engage with consumers with definite products or services. 
Integrated marketing communication can also be defined as a process in which the internal stakeholders of the company are all associated together to propose marketing messages to the consumers. The engagement of heads from all departments is effective in understanding the product potency and scope of the business in realizing the support from the consumers for consistent growth and development (Sawaftah, 2020). The engagement of all departments ensures the realization of effective information regarding the product's strengths and weaknesses. The collective measures are effective in leveraging consumer attitudes.
[bookmark: _Toc131543601]New promotional strategies the company can use to raise the brand awareness
Lush is a big brand and operates on big platforms to reach consumers aggressively. The use of a new promotional strategy is a core necessity for the brand in the development of a strong consumer base in all targeted locations (Isyanto, Sapitri and Sinaga, 2020). The development of operational strength for the effective promotion of goods and services is vitally needed by the brand Lush to reach new launches among consumers. Lack of internal strength and competencies are the core concerns in the management of brand awareness. The following are the strategic concerns to be undertaken by Lush to enhance the scale of brand awareness and consumer engagement:
[bookmark: _Toc131543602]Promoting internal and stakeholder promotion
· Lush needs to make an aggressive effort to promote people working and engaged with the brand to effective job roles. The allocation of better job roles and responsibilities is effective in the development of resources for promotion (Rinny, Purba and Handiman, 2020). Employees in better work positions are effective in deriving commercial values and make justified efforts to boost brand awareness among consumers. 
· The engagement of stakeholders in the marketing processes enhances the overall value of the business. The stakeholders in the respective regards are the consumers, employees and managers (Alita, Putra and Darwis, 2021). The promotion of the brand can be progressed with support from the consumers by realizing the best feedback on the products and services. 
· The employees of the brand must undertake efforts to engage with the consumers on both traditional and online platforms (Hanson, Jiang and Dahl, 2019). It will be effective in classifying the needs and preferences of the consumers so that necessary changes can be made to the products and services. 
· Lush has massive rivals in the industry. The products are vastly homogeneous and need the management to make calculated efforts to use the resources in brand marketing and awareness creation. Along with maintaining the quality, the cost is to be structured by the managers being an essential stake of the company (Johnson et al., 2023). This will be effective in boosting the overall scope of the brand to get highlighted in the market despite strong competition. 
[bookmark: _Toc131543603]Branding and brand equity – Definition
To progress with the process of understanding communication impact and consumer journey, the classification of brand and brand equity concepts is a must. A brand can be realized as a name of a good that is been proposed by a particular company. For example – Lush is realized as a company while its products such as handmade soap are the brands. The soap brands are named as lotus flower, sultana of Soap, sea vegetables and others. Brands play a major role in defining the growth and scope of penetration in the consumer market (Haudi et al., 2022). Brand identity plays a major role in the development of the awareness level of consumers regarding brand services and product quality. The development of a strong brand is effective in distinguishing one company's goods and services from others. Brand ensures vast recognition among the consumers and market hence opening scopes to market reach. Effective branding is a tool in the development of commercial scopes and consumer support realization to a havoc extent. 
The term brand equity is one of the major concepts needed to understand the commercial value of the company's products. Brand equity can be realized as a process in which the value of a brand is realized and framed by the consumers using perception and experiences (TRAN, VO and DINH, 2020). The aspect is based on a range of factors such as brand recognition, loyalty scale of the consumer and satisfaction level of the consumers. The quality of the product and desirability towards the good shape the consumer perception affecting brand equity to a major extent. The management of Lush needs to develop positive brand equity to ensure consistent growth.
[bookmark: _Toc131543604]Keller’s brand equity
Developments of brand equity in Lush for all handmade products are vital. The products require a high cost of production. Therefore penetrating the same among consumers is a core needs for the LUSH brand so that major growth can be realized (Çınar, 2020). Keller's model of brand equity can also be realized as the CBBE model or consumer-based brand model. According to this mode, the development of a strong brand requires to development of an appropriate brand image. The consumers must have appropriate experiences from the brand so that the retention rate can be enhanced. The model is been proposed by Kevin Way Keller and has the following elements comprising the model:
Identity – The brand Lush is needed to have a strong identity regarding the products, services and targets to achieve. The development of strong self-identity is effective in projecting the brand in the right way. The segment critically determines the ways perceived by the consumers regarding the brand. The development of self-identity requires the brand to understand and research the thoughts of consumers about the products and services of the brand and the rate of accuracy in it (Tran et al., 2020). It is vital to make necessary adjustments to increase brand identity. 
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Figure 2: Keller’s brand equity model
(Source: Hawker, 2019)
Meaning – The factor stresses factors to performance and imagery. The performance of the brand is needed to stress the competence of the goods and services to satisfy the needs of the consumers. The analysis of product advertisement processes is recognized in the segment. Simultaneously the imagery factor allows an understanding of the competence of Lush to boost the social currency. The appearance of the brand among the consumers is a major consideration here so that the marketing and brand projection can be made more effective for consumer needs.
Response- Lush cosmetics in the given segment are needed to understand the ways people are associating with the brand. Undertaking feedback from the consumers to make necessary changes and adjustments is the core aspect of the given model element (Das, 2020). The feeling of the consumers towards the products and services plays a major role and thus are classified in the given arena. 
Relationship – Understanding the quality of the relationship to be made with the consumers. The developments of competent relationship with the consumers are the prime aspect and also a difficult consideration. The classification of brand resonance is key in determining the processes using which the consumer identifies itself with the LUSH brand. 
[bookmark: _Toc131543605]Advantages and disadvantages of the CBBE model
	Advantages of the model
	Disadvantages of the model

	The major advantage of the model is the effective and sustainable development of consumer loyalty towards the brand.
	The team is needed to be skilful and talented to engage in the process of brand equity development. 

	The cost engaged in the consumer retention process is low allowing optimal allocation of resources 
	The ability to resonate with buyers is challenged due to the mass availability of data and information. Consumers also have access to reviews and feedback online thus shaping the perception towards the brand.

	The consumer lifetime value using the model is high as it consistently stresses analyzing consumer needs and thus seeks to make improvisation (Shay and Van Der Horst 2019). 
	





[bookmark: _Toc131543606]Customer journey and customer touch points for the company
[bookmark: _Toc131543607]Consumer touchpoints
The consumer touch points can be understood as the phase of the consumer journey and certain factors that impacts the overall experience of the consumers to a vast scale. The consumer seeks the best goods and services, therefore realizes the phases of awareness, evaluation and post-purchase. The awareness phase demands the consumers create a major understanding of the research processes to generate information on the products (McColl-Kennedy et al., 2019). The phase of active purchase forces the consumers to make an effective evaluation of the goods and services such that the competencies to meet their needs can be realized. In the post-purchase phase of the company, the consumers need a strong consumer support system and also share one's experiences on social media platforms. 
[bookmark: _Toc131543608]Consumer journey
	Journey 
	Experiences 

	Pre-purchase
	In the pre-purchase phase, the consumers of lush are more into understanding the proposed information regarding the products. There is an anticipation revolving around the goods and their prices (Gao, Melero and Sese, 2020). Consumers make calculative efforts to understand the competence of the brand and products over the rivals. For example- the consumer researches about the brand to understand the product variety

	During purchase
	During the purchase, the consumer realizes mixed feelings about the workability of the goods. The consumer makes rational decisions over the purchase processes and analyses the need for the product. For example – the consumer analyzes the usability of a product before making final decisions to purchase 

	Post-purchase
	In the post-purchase phase, the buyer seeks to check the product competence and reaches the manufacturer is any default is observed. For example – seeking the seller for refund on the products for being bad in quality.



[bookmark: _Toc131543609]Consumer journey map for the company
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Figure 3: Consumer journey map 
(Source: Gaskin, 2021)
The above map states the scope of the consumers to Lush brand to develop a competent understanding of the products and develop the purchase decision accordingly. The consumer uses online platforms to gain awareness of the products of Lush products (Handmade soaps). Consumers seek to search for relevant information to tally whether the product will fulfil their needs. The consumer further checks the reputation and hence progresses for purchase. In the post-purchase phase, the consumer demands to share experiences on all social media platforms.
Strengths and weakness of consumer journey map 
Strengths 
The major strength is been effective realization of consumer needs so that product diversification can be ensured. The process allows measuring the behaviour of the consumers based in on the cultural aspect. This required ensuring that all the FMCG products are in accordance to the cultural need. The map benefits in cultural understanding and meeting the commercial objectives accordingly.
Weaknesses 
The major weakness of the map is accuracy. The macro factors focusing on socio-cultural aspects are subjective in nature. Objective analysis of impact is not possible. Hence the application of the map allows to assume the behaviour of the consumers which can be otherwise affective the business diversely.
[bookmark: _Toc131543610]Total engagement model
Considering the total engagement model for Lush’s handmade soap, the model seeks to develop corporate engagement of organization, employees and consumers. The engagement model is stressed in the development of consumer value propositions so that the retention rate of buyers can be enhanced. The model also engages in boosting the workplace culture so that the needs and preferences of the employees can be made engaging to productivity (Firdinata and Hendriyani, 2021). The total engagement model states that both employees and the organization have a definite role towards the management of employees. The employees of the lush brand are obligated to ensure the best consumer experiences to the consumers. It is essential to gain better feedback and increase the market reach of the brand. 
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Figure4: Total engagement model
(Source: Roberts et al., 2017)
On the other hand the organization Lush is responsible to increase the awareness scale of the employees towards the products and services so that rational purchasing decisions can be realized by the company’s consumer base. The model will benefit the brand in targeting the audiences effectively using planned measures so that the cost can be controlled. The process also requires that the company engage in employee training so that better engagement with the consumers can be ensured. 
The brand can undertake social media platform to communicate with the consumers to effective management of cultural needs. This is recommended to develop the commercial platform accordingly. Understanding the requirements of the users is vital in diversifying the products. This will support in the process of cost management.
[bookmark: _Toc131543611]Conclusion
Based on the above report analysis, the brand Lush is realized to have a strong product base and is unique in its feature and approach. Targeting the consumers is a complex aspect of the brand. It is essential to undertake strategic measures so that the market competition and its impact can be minimized. The business organization is needed to focus on consumer needs and hence develop strong brand awareness. Despite of competent line of products proposed by the brand, the beauty sector manufactures a similar range of goods and thus faces massive competition. As a result, strategic marketing of goods and services proposed by Lush is to be marketed among the consumers using a range of means and strategies. The consumer plays a key role in defining the operational scope of the brand. Serving the needs of the consumers is effective in gaining vast market exposure and the ability to generate more profit. To comply with the concerns following are the proposed set of recommendations for the company i.e., lush to effectively progress in the market. Compliance with the recommendation will benefit the company in consumer retention and brand management. 
[bookmark: _Toc131543612]Recommendation
· The brand Lush is needed to invest in social media marketing processes aggressively. The brand has competent websites displaying all its products. Yet to reach a wide pool of audiences the use of social media marketing is the key tool that will benefit the company in consumer targeting and product penetration (Ebrahim, 2020). The processes will be effective in reaching consumers at remote locations. This is because loading webpage is a troublesome concern in remote areas which is not the case with social media platforms such as Facebook. 
· The training of the employees is a must to handle consumer complaints effectively. The post-purchase phase of the consumers determines their interest and experiences towards the products and services. The brand is needed to develop employee skills to resolve the concerns of the consumers on time. This will ensure the effective development of competence to sustain in future competition. 
· The cost of marketing is to be controlled by limiting traditional marketing and enhancing online marketing. Consumers are aggressively using online platforms to gain awareness regarding products and services (Olson et al., 2021). Cosmetic products are massively undertaken for review and vlogs and thus are premium sources to boost consumer knowledge towards the products. These approaches will save resources and can be utilized in some other segments to enhance the experiences of the users. 
· Strategies for online research on consumer preference are suggested to increase the product features and value based on market needs. The research will benefit in developing soaps as needed in the market hence manufacturing loss can be mitigated. 
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