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[bookmark: _Toc143171000]Introduction: 
Brands are focusing on enhancing customer satisfaction by improving the emphasis of their touchpoints. Based on this aspect of marketing, the report aims to critically appraise Asda to develop innovative marketing strategies which can help in raising awareness of the brand and managing and evaluating the customer journey across various communication channels. This action is necessary for Asda to ensure that the expectations of current and future stakeholders are fulfilled. Asda is operating in the UK's competitive supermarket industry and has been facing a lot of competition, further challenges related to the shifting business environment and changing expectations of customers. Currently, Asda is the third largest supermarket chain after Tesco and Sainsbury’s in the UK.  
[bookmark: _Toc143171001]Definition of communication: 
Communication of a brand or brand communication refers to the process of developing and sharing messages of a company having the goal in mind for influencing people (Lopes and Casais, 2022). A range of platforms can be used for it, including word-of-mouth, social media, public relations, and advertising. The purpose of brand communication is to establish a favourable link between the brand and the intended market. This can be conducted by expressing the company's image, benefits, and principles. Each type of brand communication ought to be consistent with one another so that customers have no trouble understanding what the brand represents. 
[bookmark: _Toc143171002]Explanation of a communication model: 
The communication model, Claude Shannon and Warren Weaver’s macro model, is developed on the idea that communication is a one-way and linear process thereby involving six elements such as a source, a transmitter, a channel, a receiver, a destination and noise (Weaver, 2017). The sender of the message is referred to as the source. The tool that converts the information into an electrical signal that is transmitted over the channel is known as the transmitter. When a signal travels from the sender to a receiver, it travels along a path or through a medium called a channel. The receiver is the apparatus or medium that decodes the signal and converts it into a message that the target can comprehend.  The recipient and interpreter of the interaction is known as the destination. Any interference or distortion that degrades the signals and message's clarity or intelligibility is referred to as noise. The model’s relevance is that it allows analysing of major factors of the communication process clearly, clarifies the roles and responsibilities of the sender and the receiver and gets a clear grasp on the efficiency of the transmission and reception of the message. The model can aid in reducing sources of noise which may affect communication like physical, psychological and cultural noise. Moreover, such a model can be applied to various levels of communication, interpersonal, organisation or digital communication.  
[bookmark: _Toc143171003]Definition of Integrated marketing communications: 
Integrated Marketing Communications (IMC) can be characterised as a strategy that leverages various communication channels for creating a unified and consistent message across all touchpoints (Luxton, et al., 2015). Such strategy is used in marketing to develop a seamless customer experience which helps in building brand awareness, trust and loyalty. This strategy mainly includes a combination of marketing channels like advertising, sales promotion, public relations, social media and content marketing. When a brand effectively applies this strategy, it can reach a wider audience with a consistent message which further increases brand awareness. Leveraging the strategy also aids in creating a more personal and interactive experience which positively impacts customer engagement.    
[bookmark: _Toc143171004]Explanation of the promotional strategies can be used for raising awareness of the brand: 
Currently, Asda is facing a lot of competition from the brands like Tesco, Sainsbury’s, Morrisons etc. Also, the brand is facing huge competition from online retailers like Amazon Fresh and Ocado. Although the company has been focusing on improving the scenario of its marketing communications, the major promotional strategies that can be used for raising brand awareness such as discounts and coupons, sales promotions, loyalty programs, advertising, social media and public relations. 
Firstly, discounts and coupons are major ways to attract customers to shop from a particular store. Asda can use this promotional strategy by offering discounts on particular products, entire shopping carts and memberships to its loyalty program (Filipe, et al., 2017). For instance, it can offer discounts on fresh produce, meat and dairy. Customers who are particularly looking for those products can be attracted. Further, it can encourage customers to spend more money by offering discounts on entire shopping carts, for example, 5% off if you spend £30 or more. Further, discounts can be given to loyalty program members which is essential as loyal customers can be rewarded and can be encouraged by the company more. 
Sales promotions are an essential promotional strategy that can be leveraged by Asda to achieve a competitive advantage by attracting new customers, boosting sales and clearing out inventory (Röllecke, et al., 2018). One of the classic sales promotions, buy one get one free can be more frequent and should be on a variety of products also special offers like 20% off on buying three or more are great tactics to attract customers who are looking for a good deal. Free gifts with purchases like reusable bags make customers more loyal to the brand along with contests where customers can win prizes like free vacation is effective in creating excitement among customers. 
Brands use loyalty programs to ensure customers start shopping repetitively. Asda can improve this area of strategy by offering exclusive discounts and promotions to members. The loyalty programs which can be included by Asda are a points-based program, a tiered program, VIP program. There are particular steps that can be taken by Asda to improve its loyalty program such as: (1) the brand must ensure that customers can sign up easily and participate. It means there should be clear instructions that customers can follow to track their points and redeem rewards, (2) rewards should be personalised to each customer which means such rewards are designed based on customers' interest and needs. 
Social media must be leveraged exponentially as Asda to improve brand awareness. Even though the company is working towards it, there needs to be interesting and engaging content for its target audience which may include product pictures, recipes and videos of consumers using the brand's products. Social media must be leveraged more for running contests and giveaways thereby increasing customer engagement (Lee, et al., 2018). The brand must ensure that as social media has become one of the common modes of communication between brands and customers, it must use this platform to solve customer queries. By doing so, Asda can build trust and credibility with customers. The promotion of loyalty programs can be done effectively on social media as customers can be encouraged more to join the program and start earning rewards. However, while doing all these Asda must use relevant hashtags, target its audience and track its results.  
[bookmark: _Toc143171005]Definition of branding and brand equity: 
Branding refers to the way a brand creates its unique identity for a product, service or organisation (Wheeler, 2017). The process revolves around creating a name, logo and visual identity which will help the brand to stand out in the market and connect with its target audience. The significance of branding is that companies can make themselves unique and thereby attracts customers. This also ensures that a firm can build trust and loyalty with customers. Moreover, branding is necessary for a company to expand into new markets and effectively gain the trust of new customers. 
The power that a company name has over the opinions of customers and the benefit of having a distinctive and well-recognized brand is measured by brand equity. Organisations build brand equity by giving customers pleasant experiences which convince them to remain with them rather than transferring to alternatives that provide comparable goods (Sánchez-Casado, et al., 2018). Those who have strong brand equity can charge their customers premium prices. It is mainly because consumers can pay more for products and services from brands that they can trust and value. 
[bookmark: _Toc143171006]Application of Aaker’s Brand Equity Model to the chosen company: (advantages and disadvantages of the model) 
Aaker’s Brand Equity Model is used by marketers to measure and manage brand equity. The five key points of the model are brand awareness, brand loyalty, perceived quality, brand associations and Patents, IP and trading partners (Tanveer and Lodhi, 2016). The major advantages of the application of the model are (a) helps brands to identify their value, (b) aids them in identifying areas where they can improve, (c) ensures tracking of their performances over time, and (d) helps in making better decisions regarding marketing and branding. Whereas, the limitations or disadvantages are (a) it is entirely subjective as it is based on the perceptions of consumers, (b) measuring the components are difficult, especially brand associations and (c) does not consider a competitive environment.    
Brand Awareness: 
In the UK, the brand has high brand awareness. As per Statista, it has a brand awareness of 97% as of 2022 which refers that 97% of adults are aware of the brand (Statista, 2023). Such brand awareness is majorly the result of its long history, as it is serving the UK’s population for over 70 years. Asda’s strong brand heritage is also a part of its reputation for such long years of being in the market. There are over 600 stores in this supermarket chain which ensures that it has a wide reach and visibility. Also, recently the company is investing a lot in marketing campaigns which are helping it to stay at the top of the mind of consumers. Must include that Asda is highly popular among budget-conscious customers as it offers products at low prices.  
Brand Loyalty: 
Asda’s brand loyalty is perceived as high. As per the survey conducted by 2022 on YouGov, 83% of the customers are likely to shop from the brand again (Yougov, 2023). It shows that this percentile of consumers is loyal to the brand. Besides low pricing which contributes a lot to brand loyalty, the brand offers a range of products so consumers can consider it as the one-stop for many consumers. Consumers also have convenience while buying from Asda as stores are located across the UK. The brand’s customer service is also great and contributes to its reputation so brands can help in building loyalty with customers. 
Perceived Quality: 
This aspect of brand equity is mostly positive. YouGov’s conducted survey has shown that 67% of consumers believe that their products are of good quality thereby this percentage of customers consider Asda to offer great quality products (YouGov, 2023). The major reason for such a conception of customers is that the brand highly focuses on fresh produce as the expert team sources fresh produce across the world thereby ensuring the products are of high quality. Even the products which are exclusive in Asda are considered to be of good quality. This is further effective when the customer service is as expected. Employees are likely to go the extra mile to help customers. 
Brand Associations: 
The first thing that comes to consumers' mind upon seeing the brand is affordability as the consumers associate the brand with its low prices. So, customers perceive this brand to be budget-friendly. Also, convenience is a major factor that comes to mind of its consumers mainly because even though it has such a large network, it also offers online shopping and home delivery. Value of money has to be one of the factors that attracts customers while trustworthiness also plays a vital role. Customers really tend to shop from the brand because of its commitment to providing good quality products.  
Proprietary assets: 
There are a number of trademarks of Asda, among them the main one is Asda that is registered for a variety of goods and services such as grocery items, clothing and homewares. Besides that, there are Asda Living, Asda Good Living, Asda Smart Price, and Asda Extra. For copyrights, it can be predicted that the brand has copyrights for its marketing materials, product designs and more creative works.  
[bookmark: _Toc143171007]Discussing customer journey and customer touchpoints of the company: 
The customer journey needs to be discussed in five stages for the company which are awareness, consideration, decision, retention and advocacy. 
Awareness: 
This stage is about when a potential consumer becomes aware of the company which can be due to various channels like word of mouth, advertising and social media (Følstad and Kvale, 2018). However, it can improve this aspect by encouraging its existing customers to spread the word about the brand through online reviews, social media and word-of-mouth. The brand needs to run effective and relevant campaigns especially on social media as the majority of the customer look for reviews on social media and are likely to review products as well. However, the brand should run print ads as well along with advertising on television. Lastly, the brand’s partnerships can be improved in terms of sponsoring sporting events and also being featured in movies and TV shows which is essential for increasing its visibility. 
Consideration: 
This stage is where Asda's potential customer is likely to compare this company with other supermarkets by vising the website and reading reviews. This aspect can be enhanced by the company by creating a compact product description for each product that highlights their USPs as well. Also, it can offer a comparison of prices of products with its competitors for potential customers. In order to aid potential consumers in making educated judgments, Asda can gather and display customer reviews. It may offer tools for comparison shopping so that prospective customers may assess various goods and services.
Decision: 
A prospective client must decide whether or not to make purchases at Asda at the decision stage. Numerous elements, including cost, practicality, and product quality, may have an impact on this choice (Hübner, et al., 2019). However, the brand can improve these aspects by considering a few scenarios. For shoppers to find what they have been looking for, Asda can keep the shops tidy and well-organized. It can teach its employees to be helpful and amiable so they can assist customers and respond to their questions. To make it simple for shoppers to get into and leave the store, it could have included a speedy and effective checkout procedure. 
Retention: 
The consumer is at the retention stage once they have previously made a purchase from Asda and are considering coming back to the store. Numerous elements, such as the customer's pleasure with the products and services that are provided, may have an impact on this decision. But, there are a few steps that the brand can take for improving this aspect. To promptly and effectively answer queries from customers and correct any issues, Asda may set a system in place. It could offer loyalty programmes that give rebates, promotional codes, or additional perks to loyal clients. Consumers' purchasing interactions can be significantly more customised by using data to identify things they might discover attractive.   
Advocacy:
 When a consumer is so impressed with Asda that they begin to advocate for it, that is why the advocacy stage begins. The ability to draw in fresh clientele makes this an extremely important stage for Asda. Here few aspects are mentioned that can improve Asda’s advocacy. To find out which areas it might make improvements, Asda can poll customers about their shopping experiences. The shopping experience can be enhanced by Asda by reacting to customer input. Asda might establish a culture of customer service that inspires staff to go above and beyond for consumers, such as by offering superior client service and resolving grievances as soon as possible.   
Customer touchpoints of Asda can be analysed considering the time of purchase. For example, the touchpoints before a purchase are mostly social media, online advertisement, digital marketing content, company events and peer referral (Aichner and Gruber, 2017). With more than ten million followers on Facebook and Twitter, the retailer has a substantial social media following. To interact with customers, provide knowledge regarding its goods and services, and carry out promotions, Asda utilises social media. On an array of websites, such as Google, Facebook, and Twitter, it executes online advertising campaigns. These advertisements target prospective clients based on their demographics and inclinations. Every year, Asda offers a number of events, including new product introductions, charity fundraisers, and cookery workshops. Prospective clients may connect with Asda and the goods it sells at these events.      
During a purchase, conversations with brand representatives, product catalogues, product reviews, website and point of sale are the major touchpoints. Due to its capacity to inform clients of Asda's goods and services, respond to concerns from clients, and guide clients in making decisions, brand advocates can be an essential touchpoint for the retailer.  Asda can continually update its merchandise catalogues to include fresh products and services. The catalogues of goods can also be used to emphasise sales and discounts. Consumers' product reviews can be acquired by Asda for displaying on the company's website and in its goods catalogues. Customers can employ this information to make more informed judgements regarding the things they buy. Asda can make using and navigating its website easy. The website must remain educational and offer succinct, clear explanations of goods and services. Furthermore, Asda can utilize its online platform to gather client information and offer customized recommendations.
Touchpoints after a purchase are mostly thank you letter, product feedback surveys, cross-selling/upselling emails and subscription renewals. An easy yet successful way to express thankfulness for the purchase made by a client is with a thank you letter. The note can serve as an assurance to the client of the company's dedication to client satisfaction. The views of consumers on how satisfied they are with the products they spent money on can be gathered through customer feedback questionnaires. The goods and services that Asda supplies can be improved with the help of this information. While promoting emails persuade the consumer to buy a more costly variant of the product they already bought, cross-selling emails suggest additional goods that the customer may consider interesting. These types of emails can be a fantastic strategy to boost sales. A notification message can be sent by Asda to a consumer who has subscribed to a service before it expires. A price reduction or other incentive can be added to this email to entice the consumer to reactivate their subscription. 
[bookmark: _Toc143171008]Customer journey map for the company: 
A customer journey map is a graphical illustration of every conversation a consumer has with an entity from the moment they first learn about it until the end of their involvement with it  (Aichner and Gruber, 2017). At each step of the customer journey, it supports enterprises in identifying the desires problems, and requirements of the client. The customer journey map for Asda is: 





	Customer journey map 
	Awareness 
	Discover 
	Purchase 
	Use 
	Bond 

	Website 
	
	Reviewing other ongoing sales and discounts (2)
	
	
	

	Store 
	
	Checking the quality and freshness of items at the store (4)
	Purchasing items that are on discounts (5) 
	
	

	Call centre 
	
	
	
	
	

	Facebook 
	
	Evaluating reviews on the products and sales procedure (3)
	
	Reviewing the overall shopping experience and product quality (7) 
	

	Web Forums 
	
	
	
	
	

	Word of mouth 
	
	
	
	
	Engaging others by sharing positive reviews (8) 

	Email 
	Received an email regarding ongoing discount (1) 
	
	
	
	

	Post 
	
	
	
	
	



The major advantages of all of the touchpoints is the website and the social media which are go-to option of customers to gather knowledge of the products. On the other hand, word of mouth has not be effective lately due to the changing attitude of customers. 
[bookmark: _Toc143171009]Application of Total Engagement Model to the chosen company: 
Based on the model, the first step is developing a unique value proposition considering strong customer insight. The value proposition is that the supermarket aims to provide quality products at an affordable range, which is based on the customer insight that the brand offers competitive prices on a range of products which is why customers feel that their products are value for money. Such value proposition should be effectively communicated to its consumers through its brand advertising. As the company is putting customers first, their testimonials should be communicated on social media and company website so new customers can easily develop trust for the brand (Makrides, et al., 2020). Besides that, a commercial for television might feature a family shopping at Asda and getting everything they require at a reasonable cost. The advertising tagline for the last part of the advertisement may be "Asda: The supermarket that puts customers first." The third step of this model is staff's role to support and understand the strategy and lastly understand their individual role for making it a success. Staffs at Asda must report any errors or outdated information that they see in advertising materials. Such information can be incorrect prices, outdated contact information and any misleading statements. Thus, by ensuring all of these aspects, Asda's innovative marketing strategy can effectively bring awareness and thereby ensure the satisfaction of its stakeholders.   
[bookmark: _Toc143171010]Conclusion: 
The unique approach of the company's advertising strategy needs to include discounts and coupons, sales promotion, loyalty programs, and the effective implementation of social media. Each of these approaches are existing however can be improved further to ensure Asda becomes the largest supermarket in the UK. The application of Aaker's Brand Equity Model has shown that the company's overall brand awareness, perceived quality etc. are on the right track. The customer journey of the firm has shown that areas that are developing more crisp product descriptions, providing opportunities for customers to compare prices with competitors can be implemented that will greatly influence the consumers. The application of the total engagement model is shown to be effective in creating the value proposition and how Asda can communicate it further while ensuring its staff are well informed to ensure the positive outcome of the strategy. All of these innovative marketing strategies will improve brand awareness further and will contribute to ensuring its competitive edge thereby will satisfy its stakeholders. However, the company can utilise major touchpoints such as other social media platform and the push messages which are of great value in engaging authentic customers. 
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