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Section 1: Introduction
Gucci was founded by a businessman and fashion designer called Guccio Giovanbaltista Giacinto Dario Maria Gucci in 1921 in the city of Florence in Italy (Gucci, 2022).
This report is based on the chosen company which is the Gucci brand. This report will be conducted with reliable sources that support all evidence mentioned. Secondary research will be implemented to critically appraise how Gucci can create an innovate marketing strategies for raising awareness of the Gucci brand, along with managing and evaluating the customer journey across a variety of communication channels to ensure the present and the future stakeholder’s expectations are fulfilled. Evidence will be supported with appropriated academical theories and real examples from the chosen company Gucci. The report will be decided as follows: firstly, a brief definition of the Gucci background will be mentioned. Secondly, a definition of communication along with a diagram explaining and explaining a communication model which is the Shannon-weaver. Towards the third section, the integrated marketing communication will be mentioned combined with an explanation of what new promotional strategies that Gucci can use to raise the awareness of the brand. Going into the fourth section a description of branding and brand equity will be giving in conjunction with how they built the brand equity with its customers. Still on the same section the Keller’s Brand Equity model will be explained and related to the company. This will also include a diagram, advantages, and disadvantages. Section five will involve the discussion of the customer journey and the customer touch points for the Gucci brand. Definition of touchpoints including the three stages: pre-purchase, purchase, and past purchase. Diagrams will be included as well. The total engagement model which the chosen is the customer satisfaction, and how do the model relate to the company. To conclude this report a conclusion will be gone along with recommendations that suggests new touchpoints. 



[bookmark: _Toc124197023]Section 2: Company background 
The brand Gucci was founded by a businessman and fashion designer called Guccio Giovanbaltista Giacinto Dario Maria Gucci in 1921 in the city of Florence in Italy (Gucci,2022). Gucci first commenced as a small luggage business company. Gucci is considered to be one of the top brands that is worldwide influenced and renowned. Gucci is a brand who sells womenswear, menswear, kids wear and accessories. Gucci is famous for their fashion and accessories along with having a business that is modern and innovative. The company aims to provide luxury items to its customers. The mission statement of the company is: “The company’s mission is to become the leader in the luxury market at a worldwide level”. Gucci is a company who is clear about their goals and strategies to captivate their target customers. The vision of the company is to always be ahead of its competitors. The company likes to ensure the satisfaction of its customers. The aim of the company is to always reinvent the brand under the modern days (Gucci, 2022).
[bookmark: _Toc124197024]Section 3: What is communication?
Transmission of information is defined to bd communication. The word communication refers to an act of exchange and sharing information. Using the academical terms communication is a process that involved a message, a sender, a medium, a Chanel, a receiver, a response and finally the feedback. Communication is the ability of sharing ideas and information on which it can be written or spoken, in other words communication is an interaction between two individuals or more (Luhmann, 1992).

[bookmark: _Toc124197025]What is the communication process?
Having a good communication skill is very important as it allows an effective business communication. Communication was aimed to pass indignation from one person to another. Hence why it exists an effective form of communication. The process involves steps for a successful communication. The components are as follows: the sender, message, channel of communication, decoding, receiver, and the feedback (Lunenburg, 2010).



[image: A flowchart of the communication process model, this time with "feedback" flowing from the "receiver" to the "sender".]









The diagram above shows the five steps of the process of communication 

[bookmark: _Toc124197026]Shannon and Weaver model of communication 
The Shannon and weaver model of communication is one of the models of communication. The model Shannon and weaver was developed in 1948 by Shannon who was an American mathematician electronic engineer and Weaver who was an American scientist. The model was developed for the ability of having an effective communication between the sender and receiver. The Shannon weaver model involves different concepts that if one’s following the steps, one’s can achieve an effective communication (Al-Fedaghi)

· The sender creates the information that they wish to send to an individual then the sender encodes the message on which is translated into a form that can be transmitted to an individual. For example, written letters are translated into ideas that are transformed into words. Then the medium is chosen which means the transmission of the message is commencing. Next, the receiver received the message. Then it decides de message then finally the receiver provides the feedback (Lunenburg, 2010).
[bookmark: _Toc124197027]Section 4: What is integrated Marketing Communications 
MC is the short form for integrated marketing communications. According to Professor Schultz, 1993 the IMC focuses on putting the customers at first in terms of marketing activities. It is a form of marketing communication that evaluates the potential roles and strategies of a variety of disciplines in communication. On the other hand Kotler et Al, 1999 states that integrated marketing communications refers to on an organisation coordinated and integrated in many channels of communication in which it delivers a clear statement of the company and its products/ services (Broderick and Pickton, 2005). 
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The diagram above shows the integrated marketing communications 
[bookmark: _Toc124197028]Section 5: New promotional strategies that Gucci can use to raise awareness of the brand

[bookmark: _Toc124197029]Push and pull marketing strategy 
Push and pull marketing strategy are a mix of online and offline strategies that helps a company to reach its customers and retain their loyalty. the direct marketing strategy is called push marketing as it shows the customers what products a company offers via marketing strategies such as social media. On the other hand, the pull marketing is more about drawing the attention of customers to the products, the aim is to create loyal customers by proving marketing firms to showcase what everyone is looking for. 
The outbound marketing which is the push is the quickest way in terms of sales as it is powered by what’s being pushed out to the audience via the company’s marketing. The inbound marketing which is the pull mainly starts internally as it focuses o gaining a marketable brand to existing and possible new customers (Brocato, 2010). 

Offline strategies: 
· Billboards: Gucci should adapt to using billboards in low class areas as this is an effective way to build awareness and promote the business products as low-class areas, they have low incomes. However, that does not mean that they can’t purchase the products. This is a strategy that will attract many eyes as this is placed on high traffic placed on which people can observe. 

· Advertisement: in terms of advertisement the brand Gucci should advertise more. Gucci should use more the media and newspaper media to outstand the brand. This is because Gucci mainly reaches to high class individuals However, the lower class can have the same possibilities to purchase a Gucci item. 


· Sales promotion: Gucci could possibly adapt to a new change and do the famous black Friday, as it will give the brand the ability to clear out old products at once and at the same time to introduce the arrival of new products. 

Online strategies: 
Direct marketing: using the data base to monitor customers, Gucci should more often sent emails that suggests new products, the brand could possibly send catalogues home showing what’s new in the market and what is coming out in the future as it engages with the customers and text messages as well to incentivizes the customers to look at the Gucci’s website. 

Digital marketing: the brand Gucci should build a mobile app on which it makes it easier to shop. The only method that Gucci has is either browser or store. By building an app it would be much visible for customers as ones use the mobile phone 24/7, it also creates a direct marketing channel and improves the engagement of customers.

[bookmark: _Toc124197030]Section 6: What is Branding and What is brand equity? 

What is branding 
Branding is defined as a process on which it helps to create a unique identity for a business on how to target the consumers and the audience. Branding is an effective marketing tool that is used to attract customers. Overall, branding is the visual design logo that identifies the company, and it is also determinate by the quality of products/ services, the customer service, also the prices of the company’s products. Branding also involves the ability of building a company website that describes what companies offer and many others features (Rooney, 1985).

What is branding equity 
Brand equity refers to the gains of the values in a company from its recognition in terms of brand name and when compared to other generic equivalents. Brand equity overall, is the customers perception, opinion, and experience about a company. Brand equity has a direct effect on the business reputation and sales (Aakar, 1992).


· the benefits of Gucci building a strong branding and brand equity is that it helps with the increase of sales, it helps with the retention of its customers and its recognition, it also allows the company to have a clear purpose and mission for the company and its customers. It attracts good qualities for the brand to evolve furthermore. By developing a strong brand equity, it helps Gucci to be ahead of its competitors and stand out. 

[bookmark: _Toc124197031]Keller’s Brand Equity model 
Keller’s brand equity model is also known as CBBE which it stands for customer-based brand equity. The model was developed by a marketing professor called Kevin Lane Keller in 1993. The model was developed to illustrate the customers relationships with brands.  Keller’s model it gives brand builders a framework to follow for an effective brand. The model is shaped by a pyramid which has four different levels that is focused on achieving an outcome that contributes towards the growth of brand equity. The identity, the meaning, the response, and relationship (Keller, 2001).
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The diagram above represents the Keller’s model pyramid 

The first step is identity: it is all about brand recognition and awareness: Gucci is a brand who has a slogan “double GG” this is because the brand was name after the founder of the brand Gucci which is Guccio Gucci. Gucci is famous for its fashion and accessories. Gucci uses cruelty-free leather alternatives as they have created a house-free of animal cruelty, only materials used for the products is crafted material from 77% raw plant-based materials. 

Second step is the meaning: is about communicating what values are offered for the marketplace, why is the brand different from others, why customers should care about the brand instead of the competitors: The brand Gucci was developed by the owner. However, it was under direction of his sim called Aldo Gucci. The company provides good services and products to its customers. To help the environment the company uses eco-friendly materials. Gucci has a program called “Gucci off the grid”. Gucci provides a collection made from organic cotton and etc… this is called ECONYL. Gucci gives to a charity called UNICEF the brand has raised over 5 million for the charity.

Third step is the response: how does the brand perceived; how does customers respond to the brand messaging. What’s does the customers think and feel about the company: From primary research Gucci had more positive than negative comments. The company engages with its customers and takes in every feedback that they receive. Customers say that “Gucci had amazing quality products” on the other hand customers also says that “the text on the website is very small and Gucci should take this into consideration”. Gucci responds to its customers on the social media platforms such as Instagram, Twitter, and Facebook as they always whiling to improve its services and products. 

The final step is relationships: it’s about how does the brand connect to the audience, it’s all about resonance, does the customers self-identify with the brand: Gucci has a Facebook community for all Gucci loyal member on which it allows each customer to see the next products and services. The emails, Gucci allows sent reminders to customers in relations of them forgetting what’s in their basket and what’s new on the website

[bookmark: _Toc124197032]Advantages and Disadvantages of the Keller’s model
 Advantages 
By using the Keller’s model and following all the steps companies will have a successful brand strategy
Disadvantages
Feelings doesn’t play a part in terms of the marketing field. Therefore, the resonance needs to be modified 
[bookmark: _Toc124197033]Section 7: What is Customer Journey?
Customer journey is defined as the multiple phases that a customer goes through when interacting with one’s business in terms of buying a product or a service. Customer journey is a strategy that is used to gain insight from the experiences of customers throughout their buying process. The customer journey as five stages which are the awareness, the consideration, the decision, the retention, and the advocacy (Temkin, 2010).
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The diagram above represents the customer journey. 

Awareness is the first step; it involves the overall information about the company’s products and services to the target customer. What consumers are doing and what brands do.
Consideration is the second step; focuses on promotion. Customers are beginning to compare the company’s services and products to other possible markets. 
Decision is the third stage; focuses on the customers decisions, this step defines that customers are ready to pick from their options and make a purchase 
Stage four the retention; focus on the retention of customers. Customers become loyal via regular usage. 
The final stage is advocacy; on which it focuses on the feedback, customer can give their opinion regards their products or services.

[bookmark: _Toc124197034]Section 8: What is customer touchpoint?
The purpose of a customer touchpoint is a process when a customer interacts with a brand directly or indirectly. Overall, the touchpoints sum up the customer journey which are the main keys that influences the customer experience. Customer touchpoints involves the before a purchase, during the purchase and the after a purchase (Maechler et al, 2016). 
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The diagram above represents the customer touchpoints 

Gucci customer touchpoints 

Pre-purchase 
Social media- it’s a low cost to no money fork of engagement, it is an effective way to reach a large amount of people at one and it promotes the brand Gucci, and it builds the relationship with potential customers instantly enhancing the reputation of the brand. 

Online advertisement- using the banner ads methods to reach its customer. It facilitates individuals to click and go straight to the Gucci website, it is a form to draw attention to the site. 

Digital marketing- publication of promotional videos to promote the brand as it is easier as some people don’t like to read videos are the best option as attracts one’s attention 

Company events- an exhibition of the brand as a conference is a good idea to introduce the brand to customers who are already awake of the brand products and services. Gucci can even ask famous celebrities to exhibit the brand

Peer referral- one’s always trusting their peers. Therefore, if one purchases an item then they can refer the product to their friends and family. The brand can growth by using the word-of-mouth 

Purchase 
Conversations with company representatives- is direct conversation that the customer has with the store. For example, at the Gucci store as soon as a client arrives at the store the team members always ensures that the customers are fine and if they need help. 

Product catalogs- the complimentary catalog that gives the customer a brief review about the product before making a purchase. This can be found on the Gucci website or the catalog of the company. 

Product reviews- customers while shopping can see the reviews of the products to motivate them to buy it. Gucci had good reviews and even if they have bad the company allows ensure to make customers experience better. The feedbacks are always important for the growth of the company. 

Website- well design websites to facilitates the customers while they’re making a purchase. As an example, a customer had once complained to Gucci about their small letters on the website, the company took that into consideration and now the letters are much bigger. 

Point of sale- the last touchpoint before making a purchase. At this point customer are getting more excited to purchase the goods. Gucci provides all the best for the customers purchase as an example the package of each product is well designed and eco-friendly. 

Post-Purchase
Thank you letter- Gucci store always provide a thank you letter to its customers. This is a great way that the company uses to show that they care about its customers this builds a customer rapport and a long-term relationship between the store and the customer.

Product feedback surveys- it’s all about the customers thoughts about the product. It evaluates the customer’s experience. Hence why Gucci always values the feedback from its customers as allows them to learn more and grow.

Upselling/ cross-selling emails- Gucci uses the upsell method to engage with its customers via email. They promote exclusive products and services via the email as this catches their attention and it helps with the increase of the average order value.

[bookmark: _Toc124197035]What is a customer journey map? 
Customer journey map is a diagram on which visualises the engagement that a customer had with the brand and its products or service. The diagram illustrates each stage that a customer’s goes through in terms of engagement with the company (Temkin, 2010). 

The benefits of customer journal map
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This diagram shows the customer journal map 


Gucci customer journey map

	Customer journey map
	Awareness
	Evaluation
	Decision 
	Retention
	Advocacy

	Website
	
	Review of available bags and it’s prices (3)
	
	Review of new bags and other additional products (7)
	

	Store
	
	Evaluation of the new bags (5)
	Purchase of the new bag (6)
	
	

	Instore support
	
	
	
	
	

	Social media 
	
	
	
	
	

	Product reviews 
	
	 Review of the new Gucci bags (4)
	
	
	

	Word of mouth
	
	
	
	
	Express positive how the bag is amazing with good quality (8)

	Emails 
	 Receiving email of new available bags (2)
	
	
	
	

	Thank you, letters, 
	
	
	
	
	Existing customer with mobile operation (1)



[bookmark: _Toc124197036]Section 9: The Total Engagement model 

The to0tal engagement model is an approach that business uses to be able to build a relationship with its customers. Business can have an effective strategy to tailor and understand the customers, on how they use their products or services. The total engagement model has four key elements which are the brand advertising, the culture, the customer experience, and the customer value purpose (Watson, 2004).
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This diagram above shows the Total engagement model 
Brand advertising - Gucci is a famous luxurious brand that sells fashion and accessories. Gucci is an exclusive and timeless brand. Gucci has stayed true its core values with its amazing quality of products and innovation. The company provides a hood presentation, good packaging and good prices and services. Ok store Gucci tends to create customers experience unique. 

Culture - the brand Gucci has its own goals which is the ability of the brand to become the number one luxury market in the worldwide. Gucci has reinvented a whole modern approach to ensure that the brand is always at the top trend. Gucci is s very desirable fashion brand. As well, Gucci employees are invested in the company goals. From research the employees at Gucci are very proud to work within the company.

Customer experience- Gucci delivers great experiences to customers. Gucci can personalise products for each client by choice. In terms of packaging, it is dealt with care and is eco-friendly. Gucci has tangible and intangible services to ensure the satisfaction of customers.

Customer value purpose- Gucci always tends to be different from its competitors. The main differentiation is that Gucci is built in two pillars the craftsmanship and heritage. Also, the sensuality, the brand Gucci is based on sensual character as it’s based on liver brand archetype.
[bookmark: _Toc124197037]Section 10: Conclusion/ Recommendation 

Gucci is a luxurious fashion and accessories brand. Reliable sources are present through the report so readers can understand the content of this report. One’s can take from this report the models and strategies that Gucci uses to engage with its customers. Recommendations of what new customers touchpoint should Gucci adapt, will be presented at the end of the report. 

· recommendations
. Gucci should adapt to advertising more their products as it only reaches the higher-class people. Lower-class individuals don’t really get ads from Gucci. Lower class people can afford Gucci products too. 
. Gucci should adapt to have a loyalty card as this would engage more and retain the customers. 
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