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[bookmark: _Toc122475623]Introduction
Innovative marketing is explicated as a series of innovative activities and procedures that markets and converses new services and/or products to the targeted consumers (Baines, Fill and Rosengren, 2017). Innovation in the realm of marketing suggests an activity that entails novel ideas that have positive implications for a new service and product. The scope of innovative marketing encompasses undertaking rigorous research to develop effective comprehension of consumer requirements, trends, and behaviours, developing and launching new products and attractive pricing and so on. Nowadays, organisations have to manage their operation in an already cluttered marketplace. Therefore, generating profitability has emerged as one of the greatest challenges for contemporary organisations. As a result, conventional marketing approaches are no longer relevant for contemporary businesses to yield the expected dividend. As stated by Baines, Fill and Rosengren (2017), innovative marketing can go a long way for marketers in terms of tracking performance, and transform strategies in pursuit of enhancing the satisfaction level of consumers. In recent times, the advent of the epidemic, rapid digitalisation and amplifying consumer expectations have necessitated for companies to concentrate more on their marketing strategies in order to create a unique value proposition. Furthermore, the role played by effective marketing strategy in terms of ascertaining competitive edge is also well-established in literature.

This report aims to revolve around how Burberry can build innovative marketing strategies in order to raise brand awareness. Further, the report also elucidates the consumer journey throughout a myriad of communication channels in pursuit of fulfilling the expectations of the present and future stakeholders. As reported by Straker and Wrigley (2016), recently Burberry has encountered problems associated with branding and brand dilution. Further, the fashion sector of the UK is also cluttered with the domination of several indigenous and multinational luxury fashion brands. Therefore, Burberry is left with no alternative but to concentrate on innovative marketing tactics to secure sustainable competitive benefits. The report covers a concise background of Burberry, an explication of the communication model, a discussion about promotional strategies for brand awareness, an explication of branding and brand equity, a dissection of the customer journey and an application of the total engagement model on the brand.














[bookmark: _Toc122475624]Background of Burberry 
Burberry is a British luxury fashion brand that has managed to differentiate itself by offering tartan patterns and iconic trench coats. The luxury fashion brand's product range includes trench coats, footwear, leather accessories, fragrances and apparel and so on. The ambition of the luxury fashion brand is to utilise its brand story in pursuit of emboldening consumers’ love for the brand and maintaining an effective connection with them. As stated by Burberry plc (2022), the purpose of the company is empowered by its values. As a creativity-oriented, caring, open, forward-thinking fashion brand, Burberry has managed to dominate the luxury fashion brand for a long time. However, in recent times, a major challenge persists for the company is slowing growth and poor branding. The marketing tactics that the company has been using for a long time no longer bear relevance to paying the company expected dividends (The Guardian, 2022).

[bookmark: _Toc122475625]Definition of communication
[bookmark: _Toc122475626]As explicated by Gillespie and Schiffman (2018), communication can be considered a two-way procedure that entails effective transfer of messages or information from one individual to another. As stated by Gillespie and Schiffman (2018), communication is regarded as a continuous procedure that predominantly encompasses three elements, including sender, recipients and message. In the communication process, the role of the sender is to create the information and transfer it to the recipient. The term 'message' is concerned with knowledge, idea, feeling and truth generated by the sender desired for reference. A recipient is regarded as the last person within the chain of communication and the information sent by the sender. As avouched by Ottman (2017), communication in the realm of marketing can fetch several advantages, including developing and sustaining relationships, garnering innovation, amplifying transparency, dealing with hindrances associated with marketing and carrying out marketing activities effectively and professionally.

Diagram and explication of the communication model
In the realm of communication, Shannon-Weaver’s framework deals with several concepts associated with standard communication, including information source, channel, message, noise, information destination, channel, decode and encode and so on (Hilbert, 2020). The diagram is mentioned below:
[image: ]

Figure 1: Shannon-Weaver’s framework of communication 
(Source: Hilbert, 2020)

The Shannon-Weaver’s framework is regarded as a transmission model comprising five components. The first component namely the sender suggests the creator of the information culls desired message (Gillespie and Schiffman, 2018). The second element namely the encoder suggests the transmitter that changes the information into signals.  As stated by Hilbert (2020), the sender’s information changed into signals like Binary data that can be effective in terms of transmitting information through satellites or cables. The decoder in Shannon-Weaver’s framework suggests the place of reception that changes signals into the message. Finally, the Receiver suggests the message target of the sender. As stated by Hilbert (2020), depending on the decoded information, the receiver disperses their feedback to the sender. In case, the message is obstructed by any kind of noise, it can adversely impact the flow of communication between the receiver and sender. The transfer of a message from the side of the encoder to the side of the decoder happens with the assistance of a channel. During the procedure, the message can be affected or distracted by various circumstances and it may not be possible for the receiver to intercept the correct message. One of the salient advantages of the model is that it has divided the process of communication into multiple parts that can be understandable by communicators. Further, based on the point of view of the marketers, this model is effective to develop an effective comprehension of the major stumbling blocks of communication. As argued by Gillespie and Schiffman (2018), one of the major drawbacks of the model is that it is exponentially effective in the yardstick of person-to-person communication rather than mass or group audience.


[bookmark: _Toc122475627]Definition of integrated marketing communication framework 
As stated by Finne and Grönroos (2017), analogising to traditional communication, integrated communication is regarded as an exponentially complicated procedure and it is concerned with the effective use of time and various organisational resources. Integrated marketing communication, eminently abbreviated as IMC, is the tactic that takes the marketing department of a business from distinguished functions to one interlinked approach. As stated by Finne and Grönroos (2017), some of the frequently applied tools in the realm of integrated marketing encompass promotion, advertising, direct sales, public relations and personal communication and so on.


Figure 2: Predominant tools associated with IMC
(Source: Self-developed)

[bookmark: _Toc122475628]New promotional strategies for Burberry for raising awareness of the brand 

In the 21st Century, the rapid development and dispersion of technology effectuated an exponential expansion of various mechanisms associated with marketing communication and its various instruments (Baines, Fill and Rosengren, 2017). As argued by Jin et al. (2016), the growing popularity of tracking and accumulating data related to customers and gaining learning about their desires and determining the course of their buying behaviour has effectuated the creation of an individualised association between companies and customers. At present, Burberry has been passing through challenging times since the brand started to ooze its popularity on account of its alliance with chav culture (The Guardian, 2022). The term chav is utilised to mention a section of individuals residing in London who clad clothes coming from distinguished brands but lacked unique breeding, sense and taste. It has decreased the sale of the company to a great extent. In order to ensure brand restoration, the role of chalking new promotional strategies cannot be overstated considering the present context of Burberry.
 
Extensive social media promotion:
Social media has become an indispensable communication channel for businesses irrespective of their sectors. As stated by Ramanathan, Subramanian and Parrott (2017), social media has emerged as a crucial source of consumer data and intelligence. As stated by Williams (2022), Burberry has a social media marketing strategy in various parts of the globe. However, such marketing initiatives are conventional in nature and lack the touch of modernism. Therefore, apart from posting content on multiple social media platforms, Burberry can focus on Instagram Reels and TikTok. It is predominantly because customers prefer to receive fashion inspiration and communication from multiple sources. As stated by Cui (2022), one of the most remarkable social media promotion strategies is to motivate the target audience through various popular social media and impart their ideas regarding the way of styling clothing. Instagram reels can endow Burberry with the opportunity of complying with trends for generating videos like 'outwear of the day'. Further, it is also essential for Burberry to inspire testimonials and reviews on the official social media handles of the company. Further, Burberry can incorporate photo reviews to heighten its brand image in the social circle.

Incorporation of micro-moment marketing:
As stated by Rosario and Cruz (2019), the recent pandemic has resulted in a radical alteration in the behaviour of fashion consumers. Thus, the present-day battle is minds, dollars and hearts are conquered in micro-moments of preference shaping and decision-making that takes place throughout the whole customer journey. As stated by Rosario and Cruz (2019), Micro-moment takes place when people turn toward a device reflexively in pursuit of acting on a requirement to acquire learn about something, accomplish something, observe something, explore something and finally purchase something. As averred by Rosario and Cruz (2019), the effective brands of the future will be those who possess a strategy for comprehending and addressing the needs of the consumers within micro-moments. In order to excel in micro-moment marketing, it is essential to evolve a comprehensive strategy. It can facilitate Burberry in terms of dispersing pertinent content within micro-moments. Further, as a part of this innovative marketing approach, Burberry can offer multiple payment options in order to make the purchase happen. 
 
Incorporation of push and pull advertising strategy: 
Push marketing is regarded as a type of promotional strategy was owners of the brand and enterprise intend to take their services and products to the consumers directly (Anderson et al., 2016). As a part of push marketing strategy, Burberry can utilise a push notification tool to make its products available to purchasers. While launching new products, Burberry can consider this strategy in order to receive special patronage within a cluttered market. For instance, when a consumer visits Burberry showroom, the sales department can push a particular product to the consumer even if he/she does not require the product.

Pull marketing strategy is concerned with alluring consumers to come and support the services and products offered by a brand (Anderson et al., 2016). Pull marketing ascertains that some conditions are emplaced to ascertain that consumers can be inspired to look for a specific brand. This marketing is effective in terms of fostering long-term associations with consumers. However, in modern times, traditional advertising cannot be adequate to excel in pull marketing. Therefore, the incorporation of a sustainability advertising strategy can be beneficial for Burberry to get desired success in pull marketing and revive its brand. As stated by Quesenberry (2020), sustainability advertising is concerned with communication triggered towards promoting economic, environmental and social advantages of services, and products with the assistance of paid advertising in media in pursuit of facilitating responsible conduct of the customers. The advent of the Covid-19 pandemic has amplified the necessity of making alterations in advertising; media spending enforcing brands and business entities to rethink their existing and future advertising campaigns. Therefore, infusing sustainability into advertising has become key aspect to generate success in pull marketing. 

[bookmark: _Toc122475629]Explication of the concept of branding and brand equity 
Branding is explicated as the procedure of establishing a unique identity for a business entity in the target customers' minds. Primarily branding is comprised of visual design, logo, tone of voice and mission of a company (Theurer et al., 2018). Branding is also comprised of product quality, consumer service and pricing of a company. On the other hand, brand equity relates to a value premium that has been generated by an enterprise from a commodity with an acknowledgeable name when compared with generic counterparts (Theurer et al., 2018). Positive brand equity motivates consumers to pay higher pricing for availing of its products.

[bookmark: _Toc122475630]Explication of Keller’s Brand Equity model to Burberry 
Keller’s Brand Equity Model is situated on the conception that for building a strong brand, it is essential to develop effective consumer perception (Godey et al., 2016). In order to understand the present state of brand equity of Burberry, Keller's model has been considered below:
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Figure 3: Keller’s CBBE Model 
(Source: Godey et al., 2016)

Resonance:
In Keller's Model, brand resonance suggests how well a consumer associates with a branded component (Godey et al., 2016). It suggests the way someone ideates a brand and its goals and values. Brand resonance frameworks are utilised for developing association and rapport with the consumers. By launching social media-driven initiatives like 'The Art of Trench', Burberry has managed to create rapport with consumers (Sehar, Ashraf and Azam, 2019). However, the company can foster accessible and elicit brand responses in order to garner further improvement in this domain. 

Brand judgement: 
Brand judgement is associated with the outcome of the opinion of the consumer while drawing an analogy with the other (Sehar, Ashraf and Azam, 2019). The two distinct features that have contributed to the establishment of brand judgement for Burberry encompass quality trench coats and immaculate prints. Further, consumers judge Burberry based on its classical style and expansiveness.
 
Band feelings: 
Brand feeling stands for the feeling of the consumers and the way consumers are attached to a product or service at the emotional level (Godey et al., 2016). Burberry products are capable to offer a sense of attainment and satisfaction to the consumer. Further, world-class consumer service has also contributed to the generation of brand feelings. 

Brand imagery: 
As stated by Godey et al. (2016), brand imagery explicates the brand with the help of the visuals it utilises. Visuals can emerge in multiple forms like social media content, illustrations and print materials and so on (Sehar, Ashraf and Azam, 2019). For a long time, Burberry has fostered celebrity-driven endorsement to evolve brand imagery. However, one of the weaknesses is Burberry is subjected to Chav culture. Development of fake products has negatively impacted the image of Burberry in the milieu of the fashion industry (The Guardian, 2022). Direct selling can be a pertinent strategy for Burberry in terms of combating the negative repercussion of Chav culture. 

Brand salience: 
Brand salience suggests the magnitude to which consumers think about a brand when they remain in the midst of buying decisions (Sehar, Ashraf and Azam, 2019). Brand salience does not entail brand awareness; however, it is immensely effective in gaining new consumers. Burberry has become identical to Chav culture to such an extent that it has affected the consumer acquisition rate of fashion consumers (The Guardian, 2022). Therefore, Burberry can resort to emotional stories entailing its rich British heritage to create long-term bonding with target consumers. 

[bookmark: _Toc122475631]Discussion of consumer journey and consumer touchpoints for Burberry

The term 'customer journey' is concerned with all stages a buyer persona undergoes from figuring out the need to acquire the goods (Følstad and Kvale, 2018). In order to structure an effective consumer journey the customers of Burberry, the AIDA model has been applied below:

Application of AIDA Model: 
The AIDA model is capable to set up a unique methodology to provide the required knowledge to consumers' minds and exhibit the phases necessitates to nurture leads and create sales (Ullal and Hawaldar, 2018). The four phases of the Model have been applied to create a compelling consumer journey strategy for Burberry.
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Figure 4: AIDA Model 
(Source: Ullal and Hawaldar, 2018)
Attention:
The first phase of the AIDA model is related to making consumers acquaint with the offerings of a company (Ullal and Hawaldar, 2018). At this stage, Burberry can send a tailored and personalised message to consumes and a push and pull strategy in order to ignite emotional reactions among the consumers. Moreover, the company can also resort to social marketing in order to glean positive consumer perception.

Interest: 
Piping consumer interest has emerged as one of the major challenges for fashion brands in a highly cluttered fashion industry (Godey et al., 2016). In order to maintain consumer interest, Burberry can partner with leading social media influencers, voice actors and interesting characters. Creating brand stories can also be an effective approach for Burberry in terms of resonating with humans. 

Desire:
Desire can be generated by various means, including showing exclusive product features and exhibiting versatility and showing superiority compared to similar products (Zol-ala and Mohamadpour, 2019). It also suggests the value proposition of a product that can propel a consumer in opting for a specific service or product, leading to consumer decisions concerning the purchase. The utilisation of Image-based reviews can be effective for the company to get social proof that can stimulate consumer desire. 

Action: 
The final phase of the model is associated with making the sale of a specific service or product happens. At this stage, Burberry can utilise Micro-Moment marketing in order to offer concise information and multiple purchasing options so that the consumer can make the final purchase. 

Incorporation of consumer journey map and explication:
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Figure 5: Consumer journey map and touchpoints of Burberry
(Source: Self-developed)
Awareness:
In order to disperse general information about products, Burberry can incorporate social media handles, personal messaging via social media and sending a personalised message via push marketing. Moreover, it is also essential to offer an AI-driven voice-assisted website so that consumer develops a good first impression. 

Research: 
Consumers can undertake extensive research before considering any product or service. The website should be innovative enough and needs to be power by an AI-driven algorithm so that consumers can find the relevant information. As stated by Baines, Fill and Rosengren (2017), offering concise information is the key in today’s consumer decision-making journey to stimulate consumers to move further.

Choice: 
Brands usually emphasise on extensive promotion during the choice phase of the consumer decision-making journey. In order to convince prospective purchasers, Burberry can resort to micro-moment marketing. As stated by Baines, Fill and Rosengren (2017), it is essential for consumers when then take entry in the want-to-purchase moment. 

Purchase:
This phase instigates visitors to initiate a specific action and motivates the consumer to proceed to purchase. For instance, by tracking consumer time-spending on mobile apps or websites., the company with the assistance of AI can inspire the consumers to add products to their cart or sign up. 

Post-purchase:
As avouched by Finne and Grönroos (2017), ascertaining a positive post-purchase experience is essential for brands in order to amplify the prospect of re-purchase. Smooth exchange and return processes can generate re-purchase intention among the consumers of Burberry. 

Brand advocacy: 
At this phase of the consumer journey map, it is essential for Burberry to develop a pertinent strategy so that positive word of mouth can be generated. Reaching digital influencers and encouraging consumers to post images decked with Burberry branded clothes can be effective to generate brand advocacy. 

[bookmark: _Toc122475632]The application of the total engagement framework 
The total engagement framework states that it is crucial to set up a collaborative and strategic association between engaged staff members and engaged consumers if an enterprise intends to accomplish long-term growth (Grover and Kar, 2020). These associations are conjoined together in the Total Engagement Framework that emphasises fine-tuning four predominant components pertaining to brand advertising, consumer experience, and culture and consumer value propositions (Grover and Kar, 2020). Therefore, it is essential that the value proposition of Burberry needs be an essential aspect of the company’s brand. Further, sustainability and regenerative leadership concepts need to be embedded into the company’s internal culture so that it can render a superior consumer experience. Further, in order to generate a compelling consumer experience, it is essential for the company to conjoin both emotional and physical components. For instance, the company can create compelling video messages containing emotional appeal powered by attractive visuals to grab consumer attention. Finally, as a part of the value proposition, Burberry needs to offer bio-degradable clothing products bearing exceptional quality and print. 
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Figure 6: Total engagement framework 
(Source: Grover and Kar, 2020)
[bookmark: _Toc122475633]Conclusion 
[bookmark: _Toc122475634]In conclusion, it can be stated that the present-day business environment has become highly complicated due to increasing competition, quickly changing customer behaviour and increasing competitive rivalry. Therefore, crafting innovative marketing has emerged as the need of the hour for Burberry since the company has been facing band dilution and poor growth. Based on the findings, it is evident that social media focus, micro-moment marketing and sustainability advertising can be effective for Burberry to excel in marketing in a competitive fashion landscape. Further, based on, Keller's brand equity model, it is found that Burberry needs to work on getting rid of Chav culture. Finally, based on the consumer journey map, it is evident that innovative marketing tools like AI, mobile applications, AI-assisted voice search and algorithms can be effective Burberry to influence consumer purchasing behaviour positively.
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