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1.0 INTRODUCTION 
In increasingly competitive markets, customers have a greater demands and choice over where they buy their goods and services. For a company to meet its business objectives, it is becoming essential for such organisation to find a viable alternative to find out what consumers need and identify the best way in which it can satisfy these needs and wants. Being able to adopt the customer behaviour and new technologies while maintaining a strong customer focus is essential to great marketing. Businesses are trying hard to increase their performance to achieve efficiency and productivity. Managers have been struggling with many challenges to succeed putting their companies ahead of competitors. Creating a competitive advantage can be difficult but a unique marketing strategy with clear objective and innovation is vital to ensure effective promotional activity.
In addition, one quality that unites the marketing strategy of all of the competitive businesses brands is innovation. Therefore effective digital marketing requires that brands have the ability to adopt to change and to grasp new opportunities’ being able to innovate allows brands to conceptualize new ideas and put them into practice when considering marketing communications within the corporate and marketing strategies of an organisation.
The aim of this report is to focus on how The Body Shop uses the customer’s end-to-end journey emphasizing on touch points to create innovative marketing strategies and raise awareness of the brands,  managing as well as evaluating the customer journey across a variety of communication channels to ensure current and future stakeholders expectations are met. The company is one of the UK’s and global retailer fragrances, skin care and hair products. 
The business started in Brighton, England in 1976. They now have over 3,000 stores in 66 countries and employ over 22,000 people who help them bring their unique blend of ethical beauty with a sense of humour and serious purpose to the world. Never afraid to stand out from the crowd and stand up for what’s right, they search the world for the finest ethically-sourced ingredients to create a range of naturally-inspired beauty products. Today the company’s dedication to use business as a force for good is stronger than ever. As part of their “Enrich Not Exploit Commitment”, they have made it their mission to enrich their products, people and the planet. That means working fairly with the farmers and suppliers and helping communities thrive through the Community Trade programme, being 100% vegetarian and always and forever being firmly against animal testing.
2.0 Marketing definition 

“The Chartered Institute of Marking defines marketing as the management process responsible for identifying, anticipating and satisfying customer requirements profitably. Marketing is the study of market forces and factors as well as the development of a company’s position to optimise its benefits from them. It is about getting the right product or service to the customer at the right price, in the right place, at the right time. Marketing is a key management discipline that enables the producers of goods and services to interpret customer wants, needs and desires and match, or exceed them in delivery to their targets consumers. Marketing depends upon key issues, the 7PS. As follow, product, price, place, promotion, people, process and physical evidence”.  

2.1 Planning a marketing strategy
According to the Chartered Institute of Marketing, planning a marking strategy starts with a detailed and ongoing investigation of the market and its submarkets or segments. Organisations look at the social, political, economic, cultural and technological trends which are shaping the market, their own position within it and the resources they can marshal to change or influence it. The marketing plan defining adjectives, targets, and performance measures is then developed with a financial budget. Planning a marketing strategy within the company is intimately bound up with the total business planning process because it linked to overall corporate strategy and requires endorsement from the heads. The marketing strategy needs to be reviewed by collaborating between marketing and other corporate activities, such as finance, research, development and production. 

2.2 What is innovation?
The Zuckerman Committee in 1968, defined innovation as; "a series of technical, industrial and commercial steps", where as the 1996, the CBI/DTI Innovation Unit, who stated that innovation is; "the process of taking new ideas effectively and profitably through to satisfied customers".  The principal source of successful innovation is the knowledge and experience of people within an organisation, in particular, the owner/manager (50 Knight, 1995; 22 Cummins et al, 2000), (47 Kleindl, 1997).  Effective use of technology and adaptation of solutions used in other applications (50, Knight, 1995; 68 Rothwell, 1994). It is the introduction of change, morphed into its current standing which includes terms such as creativity, success, profitability and customer satisfaction, a finding reflected in literature (41, Johannessen et al. , 2001; 56 McAdam et al. , 2000; 49 Knight et al. , 1995). From a company perspective, innovation commonly refers to new products or processes which address customer needs more competitively and profitably than existing solutions 64, O'Regan and Ghobadian, 2005; 80, Zahra et al. , 1999), and comprise a key SME success factor  64, O'Regan and Ghobadian, 2005; 57, McEvily et al. , 2004; 4, Banbury and Mitchell, 1995).
2.3 Innovative Marketing Communication
Researchers linked the marketing behaviours of companies to innovation, through the formation and maintenance of material competitive differentiation (61, Morris and Lewis, 1995; 70 Sexton and Arbaugh, 1992). This linkage is underscored by 28, Drucker (1954, p. 37). In defining innovative marketing as "doing something new with ideas, products, service, or technology and refining these ideas to a market opportunity to meet the market demand in a new way", 48, Kleindl et al.(1996, p. 214) demonstrate that although innovation can include new-product development, it incorporates innovative developments in other aspects of marketing (22, Cummins et al. , 2000). Such innovation is based in part on continuous environmental assessment of dynamic markets, which is essential in order to guarantee the growth of the business within a highly competitive market, to combat threats from substitute products or services, potential new entrants and the increasing power of suppliers/buyers (72, Simpson and Taylor, 2000).  
2.4 Integrated Marketing Communication
“Researchers define communication as the process whereby thoughts are conveyed and meaning is shared between individuals or organisations. Marketing communications represent the collection of all elements in a brand’s marketing mix that facilitate exchanges by establishing shared meanings with the brand’s stakeholders. The stakeholders will consist of a range of groups such as existing and potential customers, employees, sponsors and the local community. The difficult task of integrating the various aspects of marketing communications and the ensuring a consistent core message to all stakeholders groups can only be achieved through a well-planned communications campaigns. The integration consistency and complementary needed to gain synergy and hence increased customer value and competitive advantage will only happen if a systematic and well defined process is followed”.    

2.5 Marketing communication planning
 “According to researchers, models of communication planning generally tend to be based on the planning framework of situation analysis objective setting, strategy development budgeting implementation and control (Cooper, 1997, Smith et al, 1997, Tucker Knapp, 2001, Fill, 2002). Each model has its benefits and drawbacks. Cooper (1997) demonstrates the cyclical nature of planning and emphasizes the creativity needed within communications planning. The key elements of Fill’s (2002) marketing communications planning framework such as context analysis, marketing objectives and positioning, marketing communications strategy, development of the promotion mix, implementation, evaluating and monitoring performance”. 

2.6 Brand Loyalty
 “Consultants define Brand loyalty as the tendency of consumers to continuously purchase one brand’s products over another. Consumer behaviour patterns demonstrate that consumers will continue to buy products from a company that has fostered a trusting relationship. Loyalty is extremely beneficial to businesses as it leads to repeat purchases by consumers, higher revenues, and customer referrals”.
2.7 Product Lifecycle Management
 “The product life cycle is an important concept in marketing. It describes the stages a product goes through from when it was first thought of until it finally is removed from the market. Not all products reach this final stage. Some continue to grow and others rise and fall. Product Lifecycle Management is a cross functional, integrated system the purpose of which is to understand fully, the lifecycle stage and maturity of the products and services being offered by the organisation. Essentially, it is how new business is developed, introduced, managed and retired within the organisation”.
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2.8 Customers relationship management
 “Customer relationship management is a term that refers to practices, strategies and technologies that companies use to manage and analyze customer interactions and data throughout the customer lifecycle, with the goal of improving business relationships with customers, assisting in customer retention and driving sales growth. Customer relationship management systems are designed to compile information on customers across different channels or points of contact between the customer and the company, which could include the company's website, telephone, live chat, direct mail, marketing materials and social media”.

2.9 Market Segmentation
Market segmentation is the process of dividing a market of potential customers into groups, or segments, based on different characteristics. The segments created are composed of consumers who will respond similarly to marketing strategies and who share traits such as similar interests, needs, or locations.
3.0 Customer’s End-to-end Journey experience Lifecycle
Akendy uses the framework of its End to end experience Lifecycle to make us understand a customer, user, products or service experience. This framework includes a customer experience lifecycle and user experience lifecycle which maps the journey of an end-to-end experience  from initially learning about the product or service through all Experience Point including aware, explore, compare, purchase, out-of-box, set up, use, maintain, upgrade and recycle. The End-to-End Experience Lifecycle frames the Return on experience at varying Experience Points in the total experience lifecycle.  Each experience point in the lifecycle will require unique attention during the creation of an appropriate experience. The end to end experience lifecycle is formed of   the customer experience, user experience, brand experience, product experience, services experience and client experience. 
3.1 Touchpoints and Customer Journey
Customer journeys include many things that happen before, during, and after the experience of a product or service. Journeys can be long, stretching across multiple channels and touch points, and often lasting days or weeks. Bringing a new customer on board is a classic example. Another is resolving a technical issue, upgrading a product, or helping a customer to move a service to a new home.  In contrast, those that provide the customer with the best experience from start to finish along the journey can expect to enhance customer satisfaction, improve sales and retention, reduce end-to-end service cost, and strengthen employee satisfaction. This is especially true in today’s multi touch points, multichannel, always-on, hypercompetitive consumer markets. The explosion of potential customer interaction points, across new channels, devices, applications, and more makes consistency of service and experience across channels nigh impossible unless you are managing the journey, and not simply individual touch points. 
3.2 Innovating Marketing Strategies for raising awareness at BODY SHOP

“According to Kapferer, a brand is a name that influences buyer. The body shop experienced huge increase from its first launch in year 1976, at the rate of 50% annually, by differentiating itself as champion of human rights and fair trade”.  
According to the Body Shop website, the company understands that providing for digital-era consumers pre-purchase, is just as important as allowing them to sample products at makeup stands and counters. For this reason they designed an app”.
“L’Oréal’s Makeup Genius app allowed users to use their phones to do a digital makeover. The brand recruited the same team behind the makeup of “The Curious Case of Benjamin Button” to provide the realistic visual effects needed. Consumers responded positively; the app was down load”.
The brand has also displayed boldness in other digital channels, creating a unique line “Em-Cosmetics” for hugely influential makeup blogger. They stated that “What consumers really want is a consistent experience with the brand and products at all touch points.” Video-sharing platforms such as YouTube are recognized as being hugely influential in modern purchase journeys, and BODY SHOP clearly recognizes this.
“The well-known cosmetic companies, including Body Shop, are strongly advertising their outstanding high tech applied in their products and emphasizing how much beauty, youth and lovely images their band products can attract consumers, especially female consumers. These bands put a lot of efforts and money on super models or stars endorsements, colour page ads magazine, media advertising in order to build their beauty creator myth. They also spend a lot of money on bottles and package designs to support their luxury prices.
 The body shop succeeded in differentiating itself as anti glitz, anti waster, and natural ingredients according to its five core brand values:
The company’s business has been built on giving back to communities. Founded by the late Anita Roddick 40 years ago she pioneered the idea that a successful business could simultaneously be a force for good and positive change. However, since a buyout from L'Oreal followed by Roddick’s death in 2007 and the injection of a new chief executive  coupled with a general trend for companies to invest more effort into their CSR strategies and shout loudly about it by The Body Shop’s own admission it’s been comparatively “quieter” in the last few years.
 “The retail giant took a hard look last year at how it could become fit for the future and the kind of impact it wanted to have over the next 40 years”.
· In order for the Body Shop to achieve its objectives of increasing its growth and markets shares, the company has to ensure to put in place a well planned communications campaigns and a well defined process should follow. The company should implement something new with ideas, products, services or technology,  refining these ideas to their market opportunity to meet their market demands in a new way,
· The company should consider new products developments and incorporate such developments in other aspects of the marketing strategies. Such as continuous environmental assessment of dynamic markets to guarantee the growth and increase their markets shares and stay ahead of the competitive market.  
· For the Body Shop to increase their customer loyalty it has to combat threats from substitute products or services, potentials new entrants and the increasing power of suppliers. The company also has to communicate its keys quality and valued messages,  
3.3 Managing and evaluating the customer journey across a variety of Communications channels at BODY SHOP 

According to the BODY SHOP website, earlier this year, The Body Shop was sold by L’Oreal to Brazilian firm Natura in a deal believed to be worth £885m. Sales at the company sank 5% to £813m in 2016, down from £854m the year before.
 In truth, its performance outside of the UK has been suspect for quite some time, while many of its core customers have switched to newer entrants in the cosmetics market such as Lush.
 The company’s new owners are helping the brand to relocate its historic purpose-driven spirit to reignite sales. 
“The business was founded as a force for good and Natura is helping them to revive that activist spirit.
 “The business maybe let its rivals speak louder about their social purpose, but that’s going to change. They know consumers are more loyal to brands whose actions consistently reflect their own beliefs.”
One of the first major campaigns under Natura has been The Body Shop’s ‘Forever Against Animal Testing’ campaign, which was launched back in June. And started from the (20 September), it will bring their campaign to life by using the mobile wallets built into devices such as the iPhone.
Upon signing the campaign’s petition online, mobile users will be directed to a landing page where they will have the option to add the ‘Forever Against Animal Testing’ wallet pass to their smart phone. 
The brand will then use the wallet pass, created by Urban Airship, to send weekly updates to users on the political progress of the campaign (including updates on how many signatures it has amassed) and potentially reward them with special offers should they share the pass with a set number of friends. In effect, it serves as both a certificate for people who have already signed the petition and a way to extend its life beyond a person’s signature.
The company states that the CRM programme development at The Body Shop, the mobile wallets will become a bigger channel among marketers. They say it makes great business for 
The Body Shop will be more mobile-savvy when it comes to getting people to engage with its more politically-driven campaigns in the future.
 “The audience at The Body Shop skews towards the under 35s. So they are looking for more opportunities to engage with these people in an environment that feels native.
To increase their productivity quickly, the Body Shop need to implement new innovation practices, such as the process of taking new ideas effectively and profitably through to satisfied customers".  The principal source of successful innovation is the knowledge and experience of people within an organisation, in particular, the owner/manager.  As effective use of technology and adaptation of solutions are good in other applications.  It is the introduction of change, morphed into its current standing which includes terms such as creativity, success, profitability and customer satisfaction. From a company perspective, innovation commonly refers to new products or processes which address customer needs more competitively and profitably than existing solutions.

4.0 CONCLUSION

In recent years, the United Kingdom retail industry has experienced challenges conditions. However, against this though economic backdrop conditions, innovative marketing strategic communications has provided the basis for much of continued interest in one to one marketing and customer relationship management. It has the potential to bring together the concepts of integration, alignment, measurement and accountability in communications (Baker Mitchell, 2000). In addition innovation marketing strategies are incredibly valuable commodity for digital era brands. The Body Shop brand explored above display a clear focus on customer centric experience and innovative marketing practices which enables them to design and provide for consumers in ways that enhance those experiences, in ways consumers may not yet even expect. 

Innovative Marketing strategies are crucial for great marketing because there will always be room to improve brand relationships and experience with consumers. Ensuring that innovative practices are able to exert their influence on a brand’s marketing efforts allows brands to be consumer centric and challenge for the future. The Body Shop needs to evaluate customer trends and monitor their competitors very often in order to remain competitive. Also, in order to get a high market growth and attract more customers, The Body Shop should do more advertising, launch promotional campaigns and expand their brands and market to men.    
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