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INTRODUCTION
The purpose of this report is to critically appraise how a chosen organisation is generating their innovative marketing strategies, to increase their brand awareness. The report will also focus on the customer journey in addition to critically analysing the journey through various communication channels, customer touchpoints, customer satisfaction. Therefore, this report will highlight recommendations for new promotions for the fulfilment of current and future stakeholders. The chosen organisation is a British and Global luxury fashion house named Burberry. 
Burberry brand was founded by Thomas Burberry in 1885 with an invention of a lightweight, breathable, tearproof and weatherproof material known as gabardine which was patented in 1888 and remains at the heart of the organisation till date (Burberry, 2021). Over the centuries of Burberry’s existence, many notable and celebrated people have been known to wear Burberry. For example, Dr Fritjof Nansen the Norwegian polar explorer and zoologist was the first in record to wear Burberry gabardine to the Poles; Captain Robert Falcon Scott the British explorer also wore his to the South Pole and the British Army in form of apparel and accessories in the 1940s (Burberry, 2021). Burberry have over the years of the organisation’s existence evolved in the luxury brand industry globally with the Burberry Trench Coat featuring the iconic check, believed by fashion icons to be timeless. The Burberry check is a classic British design staple that owners or customers treasure for a long time. Burberry’s Core Value and Purpose was derived from ‘Creativity Opens Spaces’ which is reinforced by four values; creatively driven organisation, they are proud of their heritage, they believe in being open and caring and forward thinking, subsequently leading to their vision statement:
“Our vision is to be the leading British luxury brand, delivering sustainable, high-quality and value for our stakeholders” (Burberry, 2021). 
Burberry purpose is in unlocking the power of imagination, pushing boundaries, and opening new opportunities for their employees, customers, and communities (Burberry, 2021). In today’s fashion world, Burberry as a brand is synonymous with high quality, high value, and excellence. Their products are distributed and sold all over the world, catering to different demographics, with their popularity currently growing substantially in China and other Asian countries.
The first section of this report will be focusing on communication, it’s definition and the Shannon and Weaver communication Model with diagrams to explain the functions and processes, also the definition of Integrated Marketing Communication (IMC). The second section will be an explanation of the new promotional strategies Burberry can apply to raise awareness of their brand through online and offline promotion. The next section presents brand and brand equity, what they mean and how different brands can be differentiated from another. Also, emphasis will be laid on the Keller’s Equity Model in relation to Burberry brand, including an analysis of the advantages and disadvantages of the model. Section 4 of this report will be discussing the stages in the customer journey as well as the customer touchpoints with the later in relation to one of Burberry’s brands and an explanation of the Pre-Purchase, Purchase and Post-Purchase touchpoints. Subsequently, the next section will showcase a visual diagram of Burberry’s customer journey map and an analysis of the map, laying emphasis on their strengths and weaknesses. Next section will be the explanation of Burberry’s customer satisfaction with the aid of the Total Engagement Model. Lastly is the conclusion and recommendations. The recommendation section will feature New Customer Touchpoints which Burberry could apply to their strategy.


















COMMUNICATION
DEFINITION OF COMMUNICATION:  Numerous Scholars and authors have come up with their definition of communication which are similar in meaning. Maund et al, (2017, p 47) defines communication as ‘the exchange of thoughts, information, or ideas that results in mutual understanding between two or more people’. It is the process of speaking, writing, and using the body language to share thoughts, feelings, and information with emphasis on effective communication which signifies an understanding between the sender and receiver. (Velentzas & Broni, 2014). Subsequently, communication can be simplified as a transmission of information, and a sharing of meaning. 
SHANNON AND WEAVER COMMUNICATION MODEL: Having defined Communication, it is necessary to introduce one of the models of communication. Models are essential tools for understanding communication (Adetan, 2007). Shannon and Weaver Communication Model.

[image: ]Fig 1. Shannon and Weaver Communication Model (Source: communicationtheory.org)
Shannon and Weaver’s model of communication is commonly used for the representation of effective communication. As shown in the diagram above and starting from the sender (information source) like the company, marketeer or advertiser, the message is transmitted with wording and imagery through a channel, to capture consumer’s attention. These messages which could be in form of Television, Magazine, Newspaper, and billboards is received and decoded by the receiver who are target market or audience through perception and understanding. A positive or negative feedback is then sent back to the company or advertiser for evaluation before the process starts again. It is important to note that the noise channel in the middle sometimes represents the advertising clutter, because of numerous messages received at once which could result into detachment.
INTEGRATED MARKETING COMMUNICATION (IMC): Fundamental to defining integrated marketing communication, it is necessary to first understand marketing communication. Marketing communication is aimed at key stakeholders and consumers within a target market by transmitting compelling information about an idea, products, or services. This is done with the aid of promotional mix like advertisements, direct selling and direct mail, public relations, sales promotions, the internet, and sponsorship (Dibb, et al., 2012). As a result of these promotional mix is the emergence of IMC which combines and correlate every marketing communication mechanism, method, and sources within a company into a coherent strategy for boosting the impact on consumers and other end users, at minimum cost (Dibb, et al., 2012). Integrated marketing communication has developed in recent times as most organisations employ a combination of different promotions for the purpose of achieving synergy in a product or service campaign. 
In addition, Integrated Marketing Communication creates a competitive edge and advantage for the company when used carefully through the different stages of a campaign. IMC becomes an effective promotional tool which starts from the company establishing their target audience by segmentation, targeting and positioning. Next is setting the promotional goals by the company which leads to working out the total cost for the campaign. The next level is to choose the combination of different promotions to use in form of online or offline promotions put together in the campaign. By assessing the outcome enables the company to know whether the goals set have been achieved or not. In simple terms, Integrated marketing communication could be defined as a combination of different promotion in a single campaign for the purpose of achieving synergy.

NEW PROMOTIONAL STRATEGIES FOR BURBERRY
For Burberry as a luxury fashion brand to raise more awareness of their brand, there are other promotional strategies which have not been focused on by the organisation. It is therefore important to explore these strategies in form of online and offline promotions. 
ONLINE PROMOTIONAL STRATEGY: An effective digital marketing approach that Burberry could add to their existing ones would be to have paid partnerships with influencers on social media who does not particularly fall into the ‘celebrity’ category. This would expand their digital marketing reach to a wider range of customers beyond their niche market. The effect is to capture a new market of consumers who might not have given the brand a thought because of thinking that their products are out of reach and too expensive. This forms an outlet into their sales promotions. Based on a wider market whose lifestyle, traits, personality, and opinions fall into the psychographic segmentation (qualtrics, 2021). Instagram and Facebook influencers especially are relatable to the masses which also creates an increased penetration strategy for the brand. Another online promotion could be in form of a ‘hashtag’ which runs across social media platforms such as Twitter, Instagram, Facebook, Pinterest, and LinkedIn. For instance, #Burberryunique could be a hashtag provided for people to click on to create a unique statement for Burberry brand which would be recognised all over the world. A move that could create awareness outside the niche Burberry market into generating new customers. 
In addition, creating video campaigns on ‘TikTok’ is another online promotion that would bring in a new dimension of younger consumers. As an example, collaboration of Burberry with chosen celebrities who would appear in a TikTok video wearing a Burberry brand. An introduction of a promotional competition online for people to win allocated Burberry products.
OFFLINE PROMOTIONAL STRATEGY: An innovative offline promotional strategy for raising awareness of the Burberry brand could be by going back to advertising on television, popular newspapers, and magazines; not limiting their promotions to niche magazines and newspapers. Consequently, creating an advertisement with a storyline depicting a regular person or family wearing Burberry products after saving some money throughout the year to feel the luxury of Burberry. The effect is targeting consumers to enable demand for the brand (pull strategy) consumers then reach out to retailers in demand for the products, creating demand on the consumer level.
What Burberry will be doing in effect is to improve on their current promotional strategies by integrating the traditional methods with the highly digital methods being employed currently. Another reason is seen in changing the perception of people from Burberry only accessible to the rich, to more people can afford some of their products on sale. Introducing loyalty cards for their repeat customers with the benefit of some percentage of discount in the next purchase or a gift from their accessory’s products could also be a new promotional strategy for the brand.
BRAND AND BRAND EQUITY
Brand: Various academics have come up with different definitions of a brand depending on the perspective it has been analysed. These different perspectives range from brand as a logo, as a company, as a legal instrument, as a value system, as a personality, as a relationship, and as an image in a customer’s mind (Maurya & Mishra, 2012). These factors come under the umbrella of the company’s perspective or the consumer’s perspective. Dibb, et al (2012, p. 319), defines a brand as “a name, term, design, symbol, or any other feature which identifies a seller’s goods or services distinctively from other sellers. A brand name possesses distinguishing characteristics such that without it, a company could not identify its products”. In brief, a brand can help communicate a collection of a company’s attributes as a recognised identity to consumers (Remy, 2013).
Brand Equity: Brand Equity is defined by Kotler et al. (2008, p.522) as “the positive differential effect that knowing the brand name has on customer response to the product or service”. An updated definition states that brand equity is “the differential effect that knowing the brand name has on customer response to the product and its marketing” (Kotler, et al. 2018). Another definition by Aaker (1991) defines it as a combination of assets and liabilities associated to a brand including the name and symbol which provides an added value or diminished value provided by the products or services to the company and customers. In simple terms, brand equity is the value of the brand. Value of the brand can be approached from two different perspectives which are the customer perspective and the company’s perspective. The financial value of the brand forms the company’s perspectives which is the brand equity. However, the customer places their value on the product or service to form a brand equity. For instance, a customer would place more value on a bag bought from Burberry because of the value that the name represents, compared to one bought from Matalan. This explains the customer’s brand equity leading to one of the brand equity models known as Keller’s Equity Model. 
KELLER’S BRAND EQUITY MODEL: (relate this to the company or brand and the advantages and disadvantages of KBEM). Keller’s Brand Equity Model was developed by Professor Kevin Lane Keller which was published in one of his books ‘Strategic Brand Management’ in 1993. It was defined by Keller in 2003 as the variation in consumer’s reaction to marketing activities which hinges on customer’s positive feelings about the brand, product, or services (Sanaz & Hongyi, 2015). It is regarded as the best-known customer-based brand equity model in the marketing field. As shown in Fig. 2, Keller’s Brand Equity Model is represented in form of a pyramid which highlights four different stages of the journey. The first level is the brand identity, next is brand meaning, followed by brand response, with brand relationship at the top. To create a strong and effective brand, a company must build a solid pyramid from the bottom level of the brand identity through to the top level with brand relationships with customers.
[image: ]
Fig 2: Keller’s Brand Equity Model (Source: ResearchGate)
In the case of Burberry brand, focus will be on how the company builds value with their customers or target market with the aid of Keller’s brand equity model pyramid in Fig 2. Beginning with ‘Identity’ which raises the question of “Who are you?” which in turn identifies the importance of the brand to the consumers. Burberry is known and recognised by its consumers as a global luxury brand, grounded in the Burberry heritage, an outwear pioneer with a unique British perspective, and a high-quality fashion company (Burberry, 2021). ‘Salience’, regarding the Burberry brand relates to knowledge and recognition of Burberry’s products with the iconic check on most if not all their products ranging from apparels to accessories. Burberry uses effective positioning strategy by combining benefit positioning, competitive positioning, and the user positioning strategy to create a functional luxury brand. This move has helped to drive Burberry from being perceived as a high-end niche market into the current market of functionality and luxury, compared with high-end luxury brands like Gucci and Louis Vuitton. Consequently, Burberry products range from high prices for the apparels to affordable (mid) prices for some of their accessories: for the benefit and capture of the younger customers. In the current world of technology advancement, Burberry’s integrated, consumer-led, and secure technology has become part of their identity (Burberry, 2021).
‘Meaning’ raises the question “What are you?” in which answers can be found with the ‘Imagery’ and ‘Performance’ of Burberry brand in the minds of the customers. In connection with Burberry’s performance is the product reliability, high-quality, durability, and meeting customer’s functional needs. Burberry’s brand image benefits from meeting their customer’s social and psychological needs from the various community activities it sponsors, by using the societal marketing concept. As demonstrated by Burberry partnering with Marcus Rashford the footballer and youth advocate by providing funds and books in association with the National Literacy Trust, supporting libraries as a safe place for learning; thereby helping disadvantaged children across Manchester, Yorkshire, and London in literacy skills development (MarketingWeek, 2021). Amongst many other relevant imageries used by Burberry to build meaning with their target market is by launching an emergency relief appeal in April 2020 to support frontline workers and communities around the world adversely affected by COVID-19 (Burberry, 2021). These activities give the Burberry brand more ‘Meaning’ to the consumers as not just a luxury brand but one that cares for the community which differentiates the brand from competitors.
Progressing through the pyramid from ‘Meaning’ is ‘Response’ and as shown in Fig 2 asks the question “What about you?” which showcases customer’s ‘Feelings’ and ‘Judgements’ about the brand or products, highlighting the branding objectives of positive accessible reactions. The ‘Response’ in this stage means the feedback from the customer after buying the product. ‘Brand feelings’ is demonstrated by the emotional response and reaction from the customer to the brand, and ‘Brand judgements’ is basically the summation of customer’s thoughts and judgement of the brand (Remy, 2013).  In the case of Burberry, the brand is delivering on the image created as the expectations are in sync with what the brand promises the customers and the customers experiences. For example, one of the strategies used by Burberry for adding more value and eliciting a positive response from their customers is by ‘mass-customisation’ such as offering personalisation of products like bags and scarves. Burberry offers personalisation and monogram service especially on their leather accessories (bags for men and women) and scarves for a truly bespoke piece, with the customer’s initials or a loved one’s initials emblazoned on the chosen item (Burberry, 2021). This personalisation strategy could be identified also as emotive, which connects to ‘meaning’ stage on the pyramid and further adds to differentiation from competitors.
Reports shows that due to Burberry’s personalisation and monogram campaign known as #MyBurberry and promoted online by Cara Delevingne and Kate Moss, customers response has been generally very positive, which makes the brand status the darling of the fashion and digital world (Campaign, 2014). Burberry’s official Instagram page however recorded mixed messages showing a small percentage of people with negative comments on a sample personalised scarf with an initial. Having said that, majority of comments shows positive response towards the campaign. In addition, Burberry continues to be innovative in their promotional strategy by using a multi-sensory approach in one of their latest advertisements on YouTube. A combination of visual and audio was used in the two-minute film titled ‘’A film in collaboration with Are You Happy. Are You?” (A film in collaboration with Are You Happy. Are You? 2021).
At the top of the pyramid in Fig.2 is ‘Relationships’ asking the question “what about you and me” with the branding intention of getting to and retaining customer intense active loyalty. Every company wants to reach this top level of ‘Resonance’ in the pyramid block however, not all companies get to this stage because of not having the capabilities of building a long-term relationship with the customers. Brand resonance represents the connection between the brand and the readiness of consumers to buy and recommend to others, which is based on the customer’s positive experiences over time (Wang, et al., 2008). Another way of putting this is that the brand awareness and loyalty is dependent on the customer’s brand resonance. Simply put, Resonance means the customer’s perception of the values and goals of the company.
In the case of Burberry, the company build their long-term relationship with their customers, using relationship marketing by using the customer’s purchasing history and preferences in style to offer personalised shopping instead of loyalty cards. Burberry is on the other hand engages heavily and effectively in creating a sense of community and belonging through their Instagram and Facebook community. Burberry’s customers on these social media platforms can communicate with each other, selling Burberry products thereby meeting each other’s social needs. As reported on the Burberry website is the following statement:
“Burberry’s history of supporting others is rooted in the altruism of our founder, Thomas Burberry. Throughout his life, he used his success to contribute to society. We continue his legacy today, championing our communities, in particular young people, and working with organisations making a positive impact around the world” (Burberry, 2021). 
Apart from tackling inequality amongst the youth, collaborating with the footballer Marcus Rashford, Burberry has donated 1% of their Group adjusted profit to charity and in addition, given 3 working days in a year for their employees to volunteer in their local communities. These actions exhibit Burberry brand’s emotional connection to the community. It is therefore believed that once a company gets to the top of the pyramid, it gains value in the customer and that is brand equity. 
ADVANTAGES AND DISADVANTAGES OF KELLER’S BRAND EQUITY MODEL: The customer-based brand equity models have been broadly studied and applied by marketing professionals in recent times to build a company’s brand equity. Keller’s brand equity model is one of the most popular tool or strategy used as explained previously with the pyramid. However, with any model, there are strengths and weaknesses to its application depending on the make-up of the company. The main purpose of applying the Keller’s brand equity model is to reach the top of the pyramid in brand resonance which some companies cannot accomplish.
The Keller’s brand equity model enables companies to identify the progress of their brand and steps to take in going higher the pyramid, thereby guiding brands on strengthening and improving their brand equity (Bhasin, 2019). Remy (2013), agrees with this by explaining that the model is method for creating high, effective, and functioning loyal relationships, using effective marketing communications to gain brand equity. In addition, this model assists companies with stronger brands to progress and flourish through all the stages to the top of the pyramid. Companies with the strongest brand that in a position to achieve brand resonance through relationships with the customers benefit from higher price premiums and productive marketing strategies (Remy, 2013).
Equally important are the weaknesses of Keller’s brand equity model which centres around the challenges faced by small businesses or start-ups. Most SMEs are not financially able to invest in the kind of marketing promotions that enables building a brand equity. In addition, it takes time and a lot of efforts from branding and marketing executives, and creative promotional campaigns to attain the top goal (Bhasin, 2019). Another disadvantage is evident in the industrial marketing context where feelings are not taken into consideration, therefore in a B2B scenario, human element ned to be recognised (Remy, 2013).
In summary, a high brand equity presents companies with benefits such as competitive advantages, high level of customer awareness, and loyalty, high credibility brand name for launching line and brand extensions and forms the basis for building strong and profitable customer relationships (Kotler, et al., 2008). Although small and medium companies may be confronted by building up their brand equity, it proves to be effective in boosting immense value. 

CUSTOMER JOURNEY
A customer journey or experience is an important factor for all companies involved in products or services. There are different ways in which a customer journey is explained in marketing because customers go through different paths, through touchpoints to arrive at the decision to buy a product or use a service. The direction and actions a customer take with a company to buy their product or service is a customer journey (Transformation, 2019). For instance, the beginning to the end of all interactions from being aware of a product or service, to finding out about it, purchasing, using, and understanding it, into becoming a proponent by recommending to others sums up a customer journey. Most research and academic literature have more materials on customer journey in the service industry. However, in the process of deciding to purchase a service or a product, customers go through different journeys. It has become a key factor for most companies as this is where they are able to understand a customer’s decision-making process.
Research has come up with different ways of describing or different ways of naming a customer journey through stages. One of these stages takes a customer through awareness, consideration, decision, retention, and advocacy. Similarly, what is known as the 5 A’s stages highlights the end-to-end customer journey which are: awareness, acquisition, adoption, assimilation, and advocacy (Transformation, 2019). Both mean the same with different names for the stages. A visual diagram of the 5 A’s stages in a customer journey is illustrated in Fig. 3 below. 
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Fig. 3: Stages in customer journey (Source: Transformation.ai)
Awareness: Starting at the first stage, awareness begins when the customer becomes cognizance of a product or service that could answer a problem of a need or want, or to fulfil a desire (Bhasin, 2017). This stage may involve actively researching information online or through other sources. The awareness stage is simply involving problem or need recognition and information search with the intention of minimising the risks attached to purchasing the product.
Acquisition: This stage can also be referred to as the evaluation and consideration stage because more detailed search for information about the product or service continues before evaluating the information for a desired choice. Ways of getting this information could be through a company’s use of integrated marketing communication, asking experts for advice and assessing the alternatives to arrive at a choice. The customer actively contemplates their choices or ruminate the information gathered before purchase (Bhasin, 2017).
Adoption: Stage 3 in the customer journey is about making decisions, assisted by all information and knowledge gathered in the first two stages to purchase a product or service through the chosen medium. The medium could be online, store purchase, catalogue ordering or at home shopping. Bhasin (2017), summarises the adoption stage as achieving the initial success and value through the product or service. 
Assimilation: The 4th stage in this journey could also be known as the retention stage by the customer’s loyalty to the brand. Looking at this from the company’s perspective, that is brand loyalty because they have succeeded in being able to gain the customer’s loyalty over a period as the customer becomes a regular usage of the product or service. This is also evidence of an emotional connection from the customer to the brand.
Advocacy: This is the final stage of a customer journey involving the customer recommending the product or service to other people. Further explained in the report by Bhasin (2017), the customer could take it further by sharing contents, encouraging, or giving tips about the brand or company and sharing information on positive experiences on public forums. This is the recommendation and referral stage of the customer journey process.

CUSTOMER TOUCHPOINTS
A customer touchpoint is any form of interaction a company has with a customer that goes beyond promotions and Integrated Marketing Communication (IMC). Every time a customer or target market interacts with the company brand or service, it is a touchpoint (Edwards, 2017). Touch points can be external with an example of customers encountering the products or services or online; as well as internal which constitute stages of interaction in a process (Transformation, 2019). It has been suggested that there are four types of customer touchpoints in which some have the potential of the brand control. These are: Company Created Touchpoints, Intrinsic Touchpoints, Unexpected Touchpoints and Customer-Initiated Touchpoints (Pahwa, 2021). Another similar definition sees customer touchpoint as any point of interaction with the brand, by a customer, before, during and after purchase (Pahwa, 2021). In this current world of technology, Burberry depends heavily on social media as a cost-effective way of reaching their niche market and a wider range of people through customer engagement by their brand influence. As can be seen in the Burberry brand ambassadors like Marcus Rashford the England and Manchester United footballer in supporting youth organisations; and Emma Watson the actress, Cara Delevingne and Kate Moss the supermodels to endorse the brand in promotional advertisements.
Burberry Brand Pre-Purchase: For instance, a working professional woman in her mid-thirties who happens to have currently completed a master’s in business administration (MBA) degree with honours, has been thinking of rewarding herself with a high-quality vintage luxury bag. This woman whose name is Zoe has a Facebook and Instagram accounts and has the YouTube App on her phone. A couple of Luxury brand names crosses her mind like Gucci, Louis Vuitton, Versace, and Burberry. Due to the recent promotional film, she had seen on YouTube and Instagram on the Burberry brand lately which elicited some emotions from her (Are You Happy Promotion and Burberry Open Spaces Film), she decided to explore the brands to be able to make a choice. Therefore, Instagram and YouTube are this woman’s first touchpoint on the purchasing journey (Touchpoint 1). The next touchpoint in the pre-purchase stage happened by having a chat with one of her friends and a work colleague who already owns products from the Burberry brand to find out if the quality of their products bought is worth the high prices (Touchpoint 2). Zoe decides to look more into Burberry by visiting their website and finding out more information from comments left on the Burberry Instagram page (Touchpoint 3).
Burberry Brand Purchase: Zoe’s interest and goal to reward herself because of her current success has turned into a desire after visiting the Burberry website and finding the closest bag to what she had in mind in style and look and comes within her budget (Touchpoint 4). She decides to make an actual purchase online of the ‘Leather and Vintage Check Note Crossbody Bag’ (as shown in fig. 3), and the bonus is that Burberry offers a free next day delivery service (Touchpoint 5). Burberry’s website provides effective information about the products on display for an informed choice.
Burberry Brand After-Purchase: For (Touchpoint 6), Zoe also decided to make use of Burberry’s free-gift packaging which includes a signature Burberry gift box finished with a hand-tied ribbon (Burberry, 2021). The bag arrives next day packaged in a beautiful unique Burberry signature gift box, included is an engraved ‘Thank You’ card and a note detailing the product details, free returns details and store’s location (Touchpoint 7). So far, Zoe is happy with her crossbody Burberry bag which she’s had for over 6 months and carries it at every opportunity to show it off (Touchpoint 8). There has not been any need for her to contact Burberry’s customer service in case there is a complaint, or a replacement needed because of the information provided with the package. 
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Fig. 4 Leather and Vintage Check Note Crossbody Bag (Source: Burberry)

CUSTOMER JOURNEY MAP
A journey map is one of the tools used in helping companies have better understanding of their customers for the improvement of customer experience. A visualisation of a customer and target market’s engagement (end-to-end experience) with a company’s products and/or services (Harrison, 2021). It is an interconnection between the customer journey stages and customer touchpoints. In the same way, it enables the customer to identity pain points, channels, activities, emotions, and opportunities within the time-based journey (Bischoff, 2021). Empathy also plays a big role in the customer journey from the company’s perspective because they can visualise by putting themselves in the customer’s shoes so that resources can be allocated in the right places. Fig. 5 below is an illustration of a Burberry repeat customer journey map showing her end-to-end journey for a bag purchase.
	CUSTOMER JOURNEY MAP
	AWARENESS
	DISCOVER
	PURCHASE
	USE
	BOND

	Support
	
	
	
	
	7
Received an apology letter from store manager by email with a promised discount towards next purchase.

	Pain point
	
	
	4
Customer service representative not helpful for guidance.
	
	

	Usage of product
	
	
	
	6
Great use of new bag. Good quality as usual.
	

	Purchase
	
	
	5
Received help from store manager which led to bag purchase.
	
	

	Visit to store
	
	3
Visit to Regent Street store.
	
	
	

	Research options
	2
Online research (Instagram and Website) and review of type of bag to purchase.
	
	
	
	

	Need to purchase
	
	
	
	
	1
Repeat Burberry bag customer.


Fig. 5 Burberry Customer journey Map (Source: Author).
The purpose of a journey map is to tell an end-to-end story of a purchase journey so that the company can provide a new way to meet the desired experience of customers. In the case of the journey map in Fig. 5, the journey shows the repeat customer encountering a pain point along the way, which was rectified to enable continued loyalty to the brand. It shows the factors which has influenced the customer from the first touchpoint of her need to purchase a Burberry vintage crossbody bag as a repeat customer (Bond) through to going on the website to research (Awareness) through to hitting a pain point before purchase, leading to enjoying her bag thereby reaching the ‘Bond’ stage of the journey.
Strengths and Weaknesses of Burberry customer journey map: In the past decade, Burberry has proven to be an innovator in the luxury market with the secure, integrated and consumer-led technology (Burberry, 2021). Therefore, the website is user friendly with good quality photos and videos with a story line, quick view pop-ups with ideas to shop different looks and products categorised into various psychographic segmentation so that customers can discover products that fit into their lifestyle. Hence, the customer in the journey map was able to have enough information having checked the website in picking out her desired product to buy. In contrast to the Burberry website, visiting Burberry competitor websites like Gucci and Louis Vuitton was cumbersome to navigate. An indication of how far Burberry has come from the following statement:
“No company realised this sooner than British luxury retailer Burberry. An early adopter in the digital world, Burberry capitalised on the digital movement by galvanising user interaction and accentuating the exclusive, haute couture persona of the brand” (Khan, How Burberry Embraced Digital and Transformed into a Leading Luxury Brand). 
In addition, another strength from the Burberry customer journey was that despite having received mediocre service from the customer service representative, the experience was rectified by the store manager who interjected to change the perception of that visit into a positive one. It is important to point out that people make an occasion out of visiting Burberry stores all over the world because of the ambience and opulence of the stores. Another essential advantage of this and many other Burberry customer journey is the company managers and the marketing department being able to use it to evaluate and manage their brand promotions for meeting their consumer’s expectations. 
Having said that, the customer service representative in this customer journey should have been properly trained in meeting customer’s expectations in the store as they represent the company. If the manager did not step in to rectify the situation, customer would have gone away with negative impression which could be passed on mouth-to-mouth and cut off brand loyalty. As reported in one of the consumer review websites ‘Trustpilot’, majority of the feedback from Burberry customers were negative. However, if the customer journey map of these customers would enable Burberry to have a clearer understanding of each pain points for rectification. 
“Having a clear understanding of your customer’s journey to purchase is essential to repeat sales, encourage people to buy your products more often and spend more money with you over their lifetime” (Hemsley, 2016).

THE TOTAL ENGAGEMENT MODEL
Significantly, customer engagement has become relevant to the way in which businesses function for achieving great profit and brand loyalty in the world today. The challenges of promoting branding to customers, internet marketing and service delivery can be solved by the application of a total engagement model, by aligning these together in an efficient and effective manner (Roberts & Alpert, 2010). In addition, aligning together the factors mentioned with a merged plan for customer engagement, advertisement, products, and services and the company culture, creates synergy for the company’s brand strategy. 
The Kano model is recognised as one of the customer satisfaction model companies use to measure and analyse customer needs, company performance needs, and excel in the competitive market (Stroud, 2021). The non-linear relationship between customer satisfaction and attribute performance is recognised by the Kano model in 5 different ways which are: Must-Be attributes (functionality), One-Dimensional attributes, Attractive attributes, Neutral attributes (indifference), and Reverse attributes (Tontini & Picolo, 2013) These are shown in Fig. 6 below. 
[image: ]
Fig. 6 The Kano Model (Source: ResearchGate).

In relation to Burberry, the ‘must-be’ attributes are the features that makes the brand recognisable which is the iconic and classic check on the products, their trench coats, signature plaids and heritage prints. Without these features that is intrinsic to the products, customers will be dissatisfied. The ‘one dimensional’ attribute is caught between functionality and attractiveness of the brand. For example, products like the scarves, crossbody bags, personalised gifts, stocking fillers and many more fit into this category. Attractive attribute for Burberry is the high-quality materials they use for their products; their community and charity activities and the technology innovations make the brand attractive to consumers. Under the ‘neutral attributes’, some of Burberry brand customers are not affected by the classic check design whilst the company have lost some customers from their niche market because of its association with ‘chavs’ in the past. This is the ‘reverse’ attribute of the Burberry brand.

CONCLUSION AND RECOMMENDATIONS
In conclusion to this report, one would agree that maximising customer satisfaction through customer touchpoints with the combination of customer end-to-end journey are crucial to a company’s success in recognition of their brand. Creating innovative marketing strategies with the purpose of raising awareness of the brand; evaluating customer journey covering a range of communication channels, for the benefit of fulfilling the expectations of current and future stakeholders is also important.  It was extensively documented when Burberry fell victim to being chosen as the brand of choice by people identified as being in the ‘chav culture’. These are people known for lacking in good taste and breeding. The brand was affected which led to a decline in profits for Burberry.
Burberry had to devise a new plan by taking cognizance of the feedback from their customer journey reports. Bringing into the marketing focus the pain-points from their customer touchpoints through customer journey map, Burberry knew they had to turn the brand around. As reported in a travel and lifestyle magazine called ‘Uemag’ recently, this is being done by embracing the digital world brought about by creativity and evolution and broaden their content pages, embracing the diverse taste in styles for men, women, and children. The customer journey though could be difficult and complex because of the various touchpoints, it is proving of significant value to companies because of these reasons from research done by ‘Salesforce’ a marketing company in the U.K. The research found that; 80% of customer’s experiences should be as great as the products, 69% of customers want real person-to-person interaction with their brand representatives and 60% of customers anticipate their experience during their journey to have connection and 84% of customers want to be treated like humans not numbers which is key to winning loyalty (Salesforce, 2020).
Evidently, the use of integrated marketing communication (IMC) has become popular in the current marketing world as a marketing communication tool that integrates and coordinates the course of marketing action in a company into flawless promotional campaign (Dibb, et al., 2012). This is for the purpose of maximising the impact of the brand at a minimal cost to customers and other end users. 
 Recommendations: As a result of the findings, Burberry may want to consider the following recommendations:
· A combination of traditional and online promotional strategies would be ideal since old and new customers would be able to relate to the brand.
· Taking personalisation to a higher level for the brand with tailored contents and experiences to compete with other brands in the industry.
· Adding more reputable brand ambassadors cutting across demography to the list could facilitate a wider reach to a wider consumer without losing the high-quality luxury brand identity.
· Adding an effective Television advertisement involving ‘normal’ people conveying a story could tug on prospective customer’s emotions and reaching a wider community which could translate into sales.
· The appropriate use of customer journey map for a better understanding their customer experiences as this is becoming extremely important for organisations and their brand in the current business marketing world. 
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