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[bookmark: _Toc122370181]Introduction 
The entire course of a customer's interactions with a business, from the initial contact point until the customer departs, is called as the consumer journey. The first phase is the awareness stage, in which the consumer becomes acquainted with the company and starts engaging. The client will then explore the brand more often and purchase items. Only when the consumer completely stops interacting with the company does the customer experience come to an end. Organizations can use customer journey mapping to better understand customer behaviour and enhance the experience of customers. Organizations need a strategy for analyzing and processing data to properly manage customer journeys as an element of a powerful marketing platform overall.  Customer journey monitoring monitors customers through each of the client journey's phases and provides businesses with the data they need to engage with them at the most critical touchpoints (Rudkowski et al., 2020). The way that customers recognise and recall any business is through brand awareness. The more consumers are acquainted with the brand logo, content, and goods, the more brand recognition they have. Since it enables consumers to understand, retain, and feel at ease with the branding and goods, brand awareness is critical. This paper has critically examined one of the leading fashion retail companies of the UK, Primark to understand how the company manages their consumer journey and develop strategies to enhance their overall brand awareness. 
[bookmark: _Toc122370182]Company Background 
Leading retailer Primark focuses on selling clothing, footwear and accessories. The Weston family established the company in 1969 in Ireland. After being a triumph as Penneys, it sought to expand worldwide. The retailer runs 408 sites worldwide, including those in the USA, Portugal, Canada, Spain, the UK, Belgium, the Netherlands, France, Austria and the Republic of Ireland. The firm, which operates in the low-cost sector of the market, is well-preferred by clients seeking the latest fashionable goods at affordable prices. Primark always has emphasized affordability. The current goal of Primark is to reduce the cost of sustainable fashion for all customers. Primark's primary market, the UK, has witnessed a considerable boost in the brand's value over the past decade (Gaur, 2021). As of 2019, the nation's stores had a net worth of more than one billion British pounds. This ratio has stayed constant over the following decades, circling close to the billion-pound mark, which is fantastic given the economic problems the retail industry has experienced during this time. Primark, whose brand awareness level was 90% of the total in 2022, is well-known to the overwhelming bulk of customers of apparel stores in the UK (Zanjirani Farahani et al., 2022). Primark has a large following in the UK, as stated by the notion that just under 50% of people who recognized the retailer said they appreciate the brand and the same proportion have purchased from there. The following figure demonstrates the operating profit of Primark over the last decade: 
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Figure 1: Operating Profit of Primark 
(Source: Lokanan, 2021)
[bookmark: _Toc122370183]Definition of Communication 
A company or brand and a consumer can share data through customer or consumer support communication. There are many channels for customer communication including contacting customers through telephone, email or live chat. To quickly and adequately address customer complaints, the sales teams should possess the appropriate customer communication abilities. The companies underrate an effective customer communications plan because every customer interaction matters. When a business communicates with its consumers, it does so via a range of channels. Customer interaction skills are generally essential for assistance, advertising, and salespeople (Servaes, 2020). Nevertheless, with how business is conducted nowadays, everyone within the company may help engage customers. Due to this, today's corporate leaders emphasise corporate governance as a crucial component of delivering customers with distinctive experiences. Any company that wants to be successful over the long distance must emphasise client communication significantly. Effective communication in the initial phases of the relationship ensures that the service or product fulfils the client's urgent requirements. Companies can change and expand over time by staying in touch with their customers regularly to meet their needs. Companies must cultivate the excellent customer communication skills possible. Speaking pleasantly and efficiently is some of these characteristics (Wood et al., 2019). Furthermore, companies must use compassionate listening techniques while offering customer service. Practical communication skills are essential because they indicate to clients that the company comprehends their objectives instead of just what they express.
[bookmark: _Toc122370184]Integrated Marketing Communication 
The process of merging marketing communication factors, encompassing public relations, social networks, business development ideas, consumer analytics, and marketing, into a continuous brand image throughout different media channels are defined as integrated marketing communication (IMC) (Muhammedrisaevna et al., 2020). A multidisciplinary field termed “integrated marketing communication” combines the utilization of both traditional and digital media. As the title indicates, integrated marketing communications is a thorough marketing strategy that considers the bigger context of a firm’s objectives and the requirements for business expansion and sustainability. In other terms, IMC encourages the integration of such fields of study to generate a more robust and coordinated action approach instead of having advertising, marketing, consumer/audience analytics, media relations, and social networks be different teams or attempts within a company (Gordon-Isasi et al., 2022).
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Figure 2: Integrated Marketing Communications
(Source: Butkouskaya et al., 2021)
Companies should effectively market their businesses to customers if they expect to surpass competitors and flourish over the long term. Brand promotion increases customer perception of products and services, eventually increasing sales and generating significant revenue and profit for the company. Brand communication is a measure companies will take to gain customer awareness of their products and services. Brand communication can significantly assist the marketing of services and products among potential clients (Blakeman, 2018). The procedure entails identifying people who are most likely to purchase goods or services (also referred to as target consumers) and exposing the brand to them through employing any of the following methods: advertising, personal selling, sales promotion, public relations, direct marketing, social media, and so on. 
[bookmark: _Toc122370185]Current Promotions used by Primark
Primark is expanding rapidly beyond merely being a fashion retailer. Its main storefront in Birmingham is developing quickly into a well-known tourist destination. In contemporary times, it is an achievement for a business to convince customers to visit a brick-and-mortar location instead of ordering online. Due to its marketing techniques, Primark can maintain a position of strength in the industry. Furthermore, it assists Primark in accomplishing its objectives and goals. Among the few businesses, Primark does not participate in traditional advertising (Maharaj, 2021). It is reliant on word-of-mouth marketing. This may be caused by a shortage of skilled workers, inadequate advertisers, or even budgetary constraints. The biggest and arguably most effective method of marketing used by Primark is word-of-mouth. More customers are allured to the store since satisfied customers spread the news about it. Similarly, to how Primark makes extensive use of social media platforms such as Instagram, Twitter and Pinterest, it quickly obtains millions of shares and likes online. Its assistance for social causes also has a very positive impact on brand growth. In 2018, Primark and UNICEF announced a $4.5 million pledge to assist a program to help underprivileged kids in Cambodia enrol in and finish their education (al Habibi, 2019).
Another reason might be top-level management's reluctance to modify its promotional strategy. Considering that the corporation’s sales are acceptable despite the lack of promotions, this resistance to change could indicate complacency. Owing to the absence of e-commerce to back them, the uneven branding across the Primark brick-and-mortar stores could also damage the brand's reputation. The Primark website is usually used for promotional purposes while promoting their values effectively (Ramesh, 2022). Through unveiling its new website, Primark has disclosed the most current stage of its digital strategy. The new website, which has been created to help connect the journey across online shopping and in-person buying, includes a plethora of products from Primark's best-selling categories, in addition to a new model, enhanced navigation, and a feature that lets people check availability of stock in their nearby shop.
[bookmark: _Toc122370186]Branding and Brand Equity
Using elements like a logo, mission and vision statement, style, and a consistent theme across all marketing communications, branding usually aims to provide consumers with a robust and favourable opinion of a firm, its goods or its services. Effective branding allows companies to distinguish themselves from their rivals and establish a dedicated customer base. Brand equity is the worth of owning a recognizable and perfect brand and the degree of influence a strong brand has over customers' perceptions. Companies build brand equity by providing consumers with pleasant experiences that motivate them to stay with them rather than transferring to rivals who offer comparable goods (Theurer et al., 2018). Brand equity is often created by awareness-raising efforts that speak to the ideals of the targeted customer, delivering promises and criteria when customers use the product, and engagement and retention efforts. As stated, brand equity is the potential of a brand. It is the direct contrast between a product's value whenever it bears a brand name and its value if it does not. 
The effects it can have on ROI are a massive benefit of developing substantial brand equity. Companies that successfully manage to brand often exceed their competitors in terms of revenue while spending less overall on advertising, manufacturing, or other expenditures. For example, substantial brand equity assists the company in charging higher prices. Customers will shell out more than that to purchase from a brand when they appreciate the values it maintains and the excellence of the products it provides (Hunt, 2019). There are numerous benefits to establishing brand equity, however the most crucial one is the ability to boost business revenue. A brand can utilize this road map after evaluating its brand equity's prospective value.
[bookmark: _Toc122370187]Keller’s Brand Equity Model to Primark 
Keller, a famous researcher and professor of branding, has established a CBBE brand equity model in which brand equity tackles four critical questions related to how customers understand a brand and their required attitudes toward it. 
[image: ]
Figure 3: Keller’s Brand Equity Model 
(Source: Picus, 2022)
Salience
Depth of brand awareness: Accomplishing the correct brand identity is likely to involve the development of brand salience with the consumers. Brand salience pertains to brand awareness, for instance, how comfortably and often the brand is flourished under diverse circumstances or situations. Brand awareness can be classified based on the depth and breadth of the brand. The depth of brand awareness is associated with the probability of the brand which will come to mind. Moreover, the breadth of brand awareness is associated with the wide range of usage and purchase scenarios where the brand component comes to mind among the consumers, depending heavily on the brand's corporation and the knowledge in memory (Karangi and Lowe, 2021). The letter "I" of the initial Primark logo has been developed of a diagonal line that went perpendicular to the left column of the letter "M," as well as a solid sea-blue dot that was placed between the "I" and the "R," was its most unique characteristic. Although staying modern and self-assured, it has a subtle and sophisticated look. The turquoise colour scheme differentiates the Primark logo from the brand's competitors (Muñoz et al., 2020).
Breadth of Brand Awareness: Primark provides various product categories suitable for kids, adults, and genders. Primark is an excellent choice for customers who want trendy clothes at a decent cost. Primark promotes to consumers that they don't have to spend a lot of cash on expensive clothing that they will only wear once. 
Performance and Imagery 
Performance usually pertains to the way products are likely to attempt to meet consumers’ functional requirements. Since Primark’s notion is to wear fashionable and disposable design, the quality of their clothes is excellent but less than some of the premium brands. Individuals with lower income who are youthful and fashion-conscious prefer to shop at Primark. They are obsessed with how they look and strive to be trendy. Consumers may drive past Primark stores and be drawn in by their store windows (Ferreira et al., 2019). If visitors don't buy anything they love today, it will be sold out the subsequent time since Primark's clothing is so rapidly changed. Primark, therefore, creates psychological concepts to enable customers to buy its clothes without considering them. Trendy, modern, high fashion, and individualistic better describe Primark. The self-assured, young target audience is attracted to Primark's trendy personality.
Judgement and feelings
Judgement focuses on the consumers’ evaluations and opinions of the brand. Brand judgement is crucial since it mainly determines the behaviours and actions the consumer will take towards the brand. This takes into consideration the brand quality, credibility, respect and superiority. Primark is undoubtedly a recognized and trustworthy brand. It has been continually offering fashion products for females, males and children. Even though it copes with the design of most other premium brands, it completely satisfies the consumers’ requirements for chasing modern fashion (Javed et al., 2020).
On the other hand, brand feelings are the consumers’ reactions and emotional responses to the brand. Such feelings can be intense or mild and both unfavourable and favourable. Primark successfully develops fewer emotions regarding fun, wealth, and security. Also, Primark expands more on self-respect. Individuals purchasing Primark can sense that they are different, unique, superior, trendy and individualistic. 
Brand Resonance 
The last stage of the model usually concentrates on the ultimate connection along with the level of identification the consumer has with a particular brand. Brand resonance alludes to the nature of this interrelationship and level to which the consumers are likely to feel “in-sync” with the brand. Owing to Primark's limited supply of fast fashion accessories and absence of regular restocking, likely, they will soon run out. Customers are conscious of this and are interested in going to Primark's store to examine the newly released products. When they enjoy those products, they cannot help but buy them (Molitor, 2019). Consequently, the goods would have gone when they returned the next time. There are numerous repeat customers and a high purchase rate. Primark stylishly manages its online community. Its website mainly provides details about recently opened stores or design changes for this season. Moreover, Primark only sometimes posts and engages with its consumers. There is no difficulty when it is done this way since it suits Primark's nature.
[bookmark: _Toc122370188]Customer Journey and Customer Touchpoints of Primark 
Primark has been developing a superior consumer experience via the co-creation with its consumers. Primark is a prominent retail giant which believes in delivering online, in-store and out-of-store experiences to the consumers. An excellent Omni channel encounter throughout all potential customer journeys is essential in the client's age. Social networks and smartphones have added new channels to the customer journey, but Primark must avoid creating new media entirely (Palazón et al., 2022). Customers want the ability to communicate seamlessly with both digital and traditional channels and connect to the brands and products instead of the silos. Organizations should understand that each client touchpoint provides a chance to enhance the overall customer experience. Primark is familiar with various customer categories and all possible pathways in the customer journey.
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Figure 4: Consumer journey map of Primark
(Source: Marques, 2018)
Consumers continue to appreciate the convenience of online shopping, which is generating a decline in foot traffic for brick-and-mortar stores. Additionally, Primark has transformed in order to contend with online rivals. These rivals, like ASOS, Boohoo and Pretty Little Thing, don't operate actual brick-and-mortar stores, resulting in much lower overhead expenses than Primark. These online shops can offer consumers lower prices and advantages like next-day shipping and student discounts that Primark does not offer. Primark has significantly invested in an in-store campaign to effectively make going into their stores worthwhile in order to compensate for this. This strategy is based on user experience marketing and offers a tangible commodity that competitors cannot replicate. Primark focuses little on marketing, investing only 0.3% of its sales and mainly on promoting its new stores (Guimarães, 2020). The store is Primark's most crucial touch point. The thoughtful design of Primark stores promotes clients to feel good and relaxed and encourages them to purchase things. The store employees can immediately solicit customer feedback via interactions with clients in the meantime. The picture below shows one of the main outlets of Primark which reflects the company’s current mission of facilitating direct communication with the consumers: 

[image: ]
Figure: 5: Primark Store
(Source: Khan, 2021)
Social media is another important touch point of Primark. Primark refreshes its Facebook page as often as possible to enhance its online visibility. The posts primarily discuss fashion, the latest developments, and its latest items. Weekly updates to the lookbooks are based primarily on the introduction of new products that have transitory life cycles. Primark released an app for the iPhone, iPad, Android, and Windows Mobile (Marques, 2018). Users of the app can discover the latest clothing choices from Zara for men, teenagers, and children, as well as access online content from Primark featuring Lookbook, Campaign, Folks and more. And perhaps the most markedly: it enables online shopping. 
[bookmark: _Toc122370189]Promotional Strategies to be used by Primark to Raise Brand Awareness
Maintaining efficient communication between a brand and a client requires promotion, which aims to persuade and inform various groups. A company can raise awareness of a name, a new product, or an existing one through a series of actions known as promotion. Additionally, it increases fundamental and selection demand, which lowers relative prices. Other goals of advertising include getting people to try a product, finding prospects, keeping repeat customers, or minimizing sales swings. Additionally, it combines marketing research with sales facilitation, allowing a business to collect feedback from the market, which is the key component of the effective communication (Humne, 2020). Primark can employ the promotion mix, which consists of marketing, personal selling, public relations, sales promotion, as well as the most recent addition direct marketing to establish and maintain favourable relationships with customers. It provides a large selection of explicitly stated and direct media that make it easier to reach specific customer groups with messages that are more individualized. Magazines, TV shows, product placements in music videos or video games, internet catalogues, and emailing devoted customers are examples of new media. This results in a narrowcasting strategy or the demise of transmissions to narrow audiences (Nagaraj, 2020).
Primark should devote a large amount of effort to marketing and advertising because these activities can significantly increase sales and revenue. Celebrities, the media, and bloggers should be used to extend the advertising message. In addition to this, the prominent company Primark might also think about social media, video, and printing to spread awareness of its goods and services among its clients. This is so that potential buyers would become more aware of the company thanks to all of these techniques (De Miguel-Pérez, and Aramendia-Muneta, 2022). Magazines continue to be one of the most effective advertising platforms in the fashion marketing industry, despite social media's rapid rise in the marketing communications.
They fall into two categories. First of all, industry professionals such as buyers, designers, manufacturers, and retail executives are the primary audience for trade journals. They have a significant role in setting fashion trends and uniting the sector. The consumer is the main focus of the other classification. Bulks of customer these days regard magazines as reliable sources of information on fashion trends. Additionally, by selecting and subscribing for a particular magazine, they essentially grant consent for the publication of advertisements for brands they want to own. The close relationship that exists between consumers and a journal fosters trust in both the editorial content and any embedded advertising.
Social media implementation as a promotional tool can encourage a "pull" technique rather than a "push" one, in which two-way dialogue can be started. The fashion events, Tweeting, Instagramming, and blogging can be developed into vital and rapid instruments that can generate excitement about forthcoming trends or "must-have" things. Additionally, Pinterest boards work as an online version of mood boards that can persuade a follower to make a real-world purchase for Primark (Nagaraj, 2020). Primark's fashion marketing specialists should decide to use broadcast media to advertise their products because it can assist in increasing the potential client base. The television is an ideal medium for fashion advertising because of the live activity and vibrant colours. Hence, it can be said that Primark should understand that by engaging with their target audience on social media and the other traditional mediums, they can increase sales significantly. Through recognition, devotion, and involvement, they will be capable of monetizing their image and interact with customers (Ramesh, 2022).
[bookmark: _Toc122370190]Conclusion 
Thus, Primark has been attempting to enhance its brand awareness by adopting a cluster of strategic measures through its different touch points and successfully managing its consumer journey. The primary purpose of this company is to acknowledge the content to be placed for the consumers. The company constantly strives to provide consumers with the goods they crave, from email campaigns to storytelling versus advertising campaigns. The brand properly acknowledges the needs of the consumers, which is a vital source for the brand's promotional strategy, which allows the consumers to remain extremely loyal to this gigantic fashion brand. The company tries to offer excellent value at all the phases of the consumer journey map of the retail company, which enables the company to lead towards the way to greatness.
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