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Executive Summary
The discussion of this report is on the marketing management of Sainsbury, the UK-based retail company. This company uses both modern and traditional approaches within their existing promotional model. Therefore, using the 4Ps marketing mix, this company is suggested to invest in the modern internet-based marketing approach for improving marketing management and customer satisfaction. The transaction model of communication and the “Aakar brand equity” model can be helpful for this company to rise brand awareness, loyalty and others business factors. The “total engagement model” can assist this food production company to invest in marketing factors and customer satisfaction at the same time. 
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[bookmark: _Toc133334307][bookmark: _Toc133342213]Introduction 
Marketing management indicates the process of designing, developing and executing the program, process, and activities related to the promotion. A business organisation maximises customer satisfaction and enlarges its business area through effective marketing management. This report is made about the marketing management of Sainsbury, the UK-based retail company. This report has highlighted the definition of the significant business terms related to marketing management, customer journey and touchpoints. These are marketing communication, brand equity, branding, and customer journey. Several theoretical models and frameworks are used here to improve the brand equity of Sainsbury. Moreover, some effective marketing strategies for improving the existing business model of this business organisation are mentioned in this report.  
[bookmark: _Toc133334308][bookmark: _Toc133342214]Definition of communication 
Communication is the process of interacting with individuals. In the context of marketing management, communication is one of the important terms for understanding the choice and preferences of the customers. Based on the views of Adeola et al. (2020), using the effective communication process, the marketing individuals of the business organisation provide the right message to the media. The process of targeting an appropriate customer base is also related to the level of communication. In other words, the relationship between the customers and the business organisation depends on this marketing communication. Hence, Sainsbury need to improve their communication level for improving marketing management and brand awareness. 
[bookmark: _Toc133334309][bookmark: _Toc133342215]Briefly explain a communication model through diagram 
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Figure 1: “Transactional model of communication”
(Source: El Idrissi and Fourka, 2022)
The transactional model of communication is a modern model of conducting effective communication. As per El Idrissi and Fourka (2022), the TMC model of interaction or communication includes all the factors such as social, cultural and relational. The generic process of communication is about understanding the perception and viewpoints of each other. Therefore, this TMC model helps to create a relationship via exchanging messages. The key factors of this model of communication are encoding, decoding, “communicator, message, channel and noise”. The above figure has shown the process of communication via channels. At first, the sender process with the message that they want to set through the decoding process. In the next step, this comes back to the sender via encoding by the feedback provider.  Some real-life examples of the TMC process are telephone calls, face-to-face meetings, chat sessions, Skype calls and others. 
Hence, the Sainsbury Company of the UK Sainsbury can use this communication model for their marketing management. The liner model assists them to share significant data and new ideas to their business individuals as well as a customer segment (El Idrissi and Fourka, 2022). It is also helpful for enabling the mode of relationship regarding using intercultural alliance. 
[bookmark: _Toc133334310][bookmark: _Toc133342216]Defining Integrated Marketing Communications 
In marketing management, the IMC of “Integrated Marketing Communications” is the other important term and this indicates the process of “unifying the brand’s message”. The key aim of the IMC is to enable effective communication with the media and communication channels and improve the business integration process.  As per the words of Yasin (2020), the statement of a brand reaches its customers and targets individuals by using the IMC system. The IMC provides the tactics of communication and guides the marketing expert to find the business score through communication. The five core components of the IMC are sales promotions, public relations, advertisement, personal selling, and direct marketing. Therefore, Sainsbury needs to focus on the categories of integrated marketing communication while improving its promotion strategies. The changing choice and factors related to customers buying cycles and journey maps are also identified through an improved IMC system and model.  
[bookmark: _Toc133334311][bookmark: _Toc133342217]Exploring the current promotions within the company
Sainsbury is a UK-based Sainsbury company that mainly uses generic business strategies for Sainsburyand promotion.  The main products of this business organisation are bakery, dairy and dessert (Davisoncanners.com, 2023). It has been explored that this company has used both traditional and modern marketing approaches for conducting promotional activities. 
Traditional activities for the promotion
This Sainsbury company, under the process of traditional activities of promotion, uses generic advertising via a broadcasting system, printing on the magazine and newspaper, based on the views of Hartanto et al. (2022), the traditional marketing approach of a company is helpful for targeting the local customers. In the UK, this company is operating the core dessert market with their 120 acres organisation. The annual turnover of this business organisation is GBP 15 million (Davisoncanners.com, 2023). These traditional activities of promotion promote the brand name and personality of this company within the home country. On the other hand, this business organisation of food production has established their brand awareness specifically within their locality. 
Modern activities for promotion
In this time of industrialization, all business organisations are trying to transform their business activities into online moves. As per the views of Dumitriu et al. (2019), a company shares their corporate objective and aims across the world through modern promotional activities. The modern ways of promotion are online marketing including email marketing, social media marketing, video marketing and others. Therefore, Sainsbury has established its business website as well as update it on a daily basis. The updated information regarding the price range of the food products and the ongoing and upcoming offers are uploaded on their site (Davisoncanners.com, 2023). Customers make decisions about their purchasing system by using the information from the channels of modern marketing. On the other hand, the geographical expansion of the business organisation can easily extended by using this approach. 
[bookmark: _Toc133334312][bookmark: _Toc133342218]Describing “promotional strategies” for Sainsbury to improve brand awareness 
The leaders of different companies have been using effective promotional marketing strategies in their business organisations. Based on the view of Olson et al., (2021) successful implementation of marketing strategies can help to improve brand awareness. A promotional strategy can also help to generate targeted revenues. Therefore, the leaders from Sainsbury can use the 4Ps of Marketing as a promotional strategy. As per the view of Steenkamp (2020), leaders from successful organisations across the globe have benefited through using the 4 Ps of marketing. This specific marketing strategy mainly focuses on “product”, “price”, “place” and “promotion”.     
Product
The leaders, managers along with employees of Division Canners need to focus on the products so that they can be able to maintain their quality. As per the view of Keiningham et al., (2020), better quality products can help to enhance the customer experience. Therefore, it allows the authorities of the Sainsbury to increase their brand awareness by providing better quality products. They also need to mention all the details of the products on the packages so that the customers will be able to get an overview of the products before using them. The leaders of the company can also use a “market penetration strategy” to increase their brand value in the existing products. It can also allow them to increase their brand awareness.
Price 
The senior members of Division Canners can set the price range effectively to engage more customers in their business operation. They can engage their employees to make an in-depth analysis of the market and other brands' price range of similar products. On the other hand, they need to divide the price range to get customers from different socio-economic structures. Based on the view of Saputra and Mahaputra (2022), customers can be more interested in the products if they get better quality at a cheaper price. Therefore, the leaders of the company need to use a “Competitive pricing strategy” so that they can be able to generate high brand awareness.
Place
The marketplace is an important part of the overall business structure. The senior members of Sainsbury need to use the “online market” along with the “offline market” to increase their sales figures. The employees of the company need to use better communication with the customers in the offline market to understand their views and feedback on the products. On the other hand, the leaders of the company can also use artificial intelligence in their online market to provide information about their products attractively. The presence in the online market as well as in the offline market can help to spread brand awareness among customers. 
Promotion
Promotion plays a major role in increasing brand awareness. Therefore, the leaders of Division Canners can use “social media influencers” along with “search engine optimisation” to share information about their products. “Social media marketing” can also help them to gather more customers at the same time. They can also make camping in different places to attract offline customers. On the other hand, this can help to get valuable feedback and therefore, they can make necessary changes to their products.  The members of the company can also consider “affiliated marketing” in their business operations.


[bookmark: _Toc133342219]Online and offline promotional strategies of Sainsbury 
Online promotional strategies
One of the major promotional strategies that is utilised by Sainsbury for their purpose of attracting the largest number of consumers towards its products is associated with social media marketing. As per Deibert (2019), social media marketing refers to the process by which a company publishes its promotional materials on social media platforms. The above mainly incorporates the usage of short videos and posters describing new products and its associated discounts. Sainsbury mainly incorporates the usage of Instagram, and Facebook as the main social media platforms for carrying out its marketing operations (Instagram, 2023). On the other hand, Sainsbury also relies upon the usage of YouTube for the purpose of publishing promotional videos of its products and its retail stores. 
Another key factor that is closely associated with the online promotional strategy of Sainsbury can be attributed to E-commerce. It is worth noting that Sainsbury attaches direct links with its published marketing materials on social media platforms which directly leads the consumers to their official websites (Sainsburys, 2023). The above plays a critical role in the process of boosting the sales revenue that is generated by Sainsbury as a part of the online promotional strategies.                    
Offline promotional strategies
Sainsbury is able to utilise a wide range of offline promotional strategies such that it is able to attract the highest number of consumers towards the purchase of its products. One of the major offline promotional strategies that are incorporated by Sainsbury for the purpose of achieving its goals is associated with using flyers. Sainsbury is able to distribute a wide number of flyers within most populated parts of the UK for the purpose of generating awareness about discounts and current offers on products (Sainsburys, 2023). The usage of flyers plays a significant role in the process of generating real time consumers within a short period of time. On the other hand, Sainsbury is also able to incorporate the usage of billboards for the purpose of generating advertisements associated with consumer products in an effective manner.    
[bookmark: _Toc133342220]Pre-purchase promotions 
Pre-purchase promotions are associated with those promotions which are carried out before the launch of a particular product into the market environment. As per Suhartanto et al. (2022), pre-purchase promotions play a significant role in the process of developing a positive perception among the consumer about a particular product provided by the company. Sainsbury mainly focuses on the usage of social media platforms as the key components for their pre-purchase promotions.      
[bookmark: _Toc133342221]Purchase promotion 
Purchase promotions are associated with the strategies that are used by companies to promote certain products during their launch into the market. As per Mappesona et al. (2020), the main purpose of purchase promotions is associated with the process of increasing sales volume for each product of a company. Sainsbury mainly incorporates the usage of discounts and promotional offers such that it is able to increase its share of consumers in an effective manner.   
[bookmark: _Toc133342222]Post-purchase promotion
A post-purchase promotion refers to the method by which companies are able to attract consumers towards products which have already been launched into the market. It is worth noting that companies are required to develop an adequate post-purchase promotion such that it is able to sustain its profit margins in an effective manner (Akbar et al. 2020). Sainsbury focuses its efforts towards publishing reviews which have been provided by consumers towards their products as its primary Post-purchase promotion strategy.            

[bookmark: _Toc133334313][bookmark: _Toc133342223]Defining Branding and brand equity 
Branding represents the process of developing a unique and distinct identity of the company within the operating market.  In other words, branding is the system of promoting the visual design, logo, mission and voice of the business organisation to the target market and customers. As per the views of Swaminathan et al. (2020), branding is about raising the personality of the company across the world. Therefore, for a customer, a brand is a “collection of perception and value” and identifies the identity. Another important term is brand equity which is the form of “brand value”. The brand equity of a company is measured and determined by the desirability and quality regarding customer perception. The business factors such as customer loyalty, brand recognition, as well as the satisfaction level of the target customer satisfaction. Furthermore, after analysing the business factors, the companies such as Sainsbury can fix the range of their food products. 
[bookmark: _Toc133334314][bookmark: _Toc133342224]Explain “Aaker’s Brand Equity model” for improving the marketing strategies of the company 
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Figure 2: “Aakar model of the brand equity” 
(Source: Kushwaha et al. 2020)
In marketing, brand equity is important to the business organisation mainly for increasing the level of brand awareness. Based on the views of Dumitriu et al. (2019), there are four key factors for creating brand equity within the marketing segment and the overall business process.  Here, the model of Aakar brand equity can assist this Sainsburycompany to invest in marketing factors and ensure its brand recognition. “Brand awareness, perceived quality, brand association, and brand loyalty” are included in this traditional equity model. Therefore, this food production business organisation has to invest in these factors for ensuring marketing management. 
As per this theoretical framework, Sainsbury can use its brand awareness for attracting customers. Based on the views of Kushwaha et al. (2020), the term brand awareness is about the perception of the business and its unique features. In this context, this business organisation can include the production features such as sustainable marketing and usage of recyclable materials. The visibility of their brand is increased and the local community is more interested in the products. The ultimate is the revenue level of this company is raised and the level of competitive advantage is also generated. In addition, the purchasing process of the customers gets easier because of the high-level visibility of Sainsbury. The target customer of this business organisation can be comfortable choosing food products and making the right decisions. 
The second important term of this equity model is perceived quality and the customers of this food production company get some stable reasons for purchasing their products. It has been explored from the manufacturing process of Sainsbury; they use fresh quality fruits for producing desserts, and other bakery products. In the marketing system, they can use this perceived quality and provide the purchasing reason to the target customers. As per the views of Kushwaha et al. (2020), the perceived quality of the product or the manufacturing process assists the company to be unique from others. In this changing business environment, the threat of competition is a common business challenge for Sainsbury. This model of equity can promote their expansion through improved marketing management. 
Another important factor of Aakar brand equity is brand association which indicates the “mental connection of the customer regarding the image of the brand”. In this context, this business organisation has to use high-quality and attractive pictures of desserts, jam, jelly and other bakeries to attract customers. On the other hand, this equity theory suggests that business organisations design their own logo and establish an effective connection with the customer base. However, Sainsbury has its logo named Davison’s (Davisoncanners.com, 2023). Lastly, this business organisation is suggested to ensure brand loyalty by increasing the purchasing level of the customers as well as making them potential to the business. In the context of the business economy, this company can set their product range after creating brand equity as per the marketing environment and customer movement. 
[bookmark: _Toc133334315][bookmark: _Toc133342225]Critical analysis of the brand equity models within the business organisation 
One of the key advantages of the Aakar brand equity model covers all the marketing and business components and provides a positive perception of the company. As per Yagnik et al. (2020), the extra marketing cost is eradicated by using the equity model in marketing management.  Sainsbury can draw up a long-term plan for business growth and development by implementing this specific model of brand equity. However, this brand equity model only conducts the branded products within the marketing and ignores the low-price and value products. It can bring a negative effect on Sainsbury in capturing the market of the global food industry. 
[bookmark: _Toc133334316][bookmark: _Toc133342226]Discuss the “customer journey” and “customer touchpoints” for the organisation 
A customer journey is a set of activities or series of interactions between the brand and customers while purchasing any products. The activities of the customer's journey are searching for production, close interaction with the employees, and making purchasing decisions based on the pain points. As per the views of Hoyer et al. (2020), customer journey exploration is important for business executives and individuals for identifying their choice and preferences. In further manufacturing and marketing activities, the companies such as Sainsbury can make action plans for improving their existing business model. 
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Figure 3: Customer Touchpoints
(Source: Customer journey and touchpoints, slide 12)
Another important term is customer touchpoints which indicate the value points of the brand within the whole purchasing process. For instance, the core touch points in a business with customers are “finding the business in the advertisement”, “reviewing process and ratings”, “online shopping” “shopping via physical stores” and others (Wang et al. 2019). Sainsbury requires focusing on three factors related to the customer’s purchasing life-cycle for identifying the touchpoints and improving customer services. These are “physical touch points”, “digital touch points”, “print touch points” and “human touch points”. Thus, the key aim of customer touchpoints is to contribute to customer loyalty and brand perception.  The engagement level with customers is increased by using the touch points and brand awareness is also improved. In addition, the customers feel valued when Sainsbury started to invest or focus on the touch points. 
[bookmark: _Toc133342227]Stages of Customer journey of Sainsbury
Awareness
This stage is associated with the process by which Sainsbury is able to generate knowledge about the products and services that it is able to provide to the consumers. Sainsbury will mainly incorporate the usage of social media promotions and flyers for the purpose of generating awareness about the products to the consumers.      
Consideration
This phase is associated with the process by which the consumer develops the desire to purchase a particular product or service from Sainsbury. The effectiveness of the above stage in terms of marketing will determine the excellent consideration of the amount of consumers to purchase products from Sainsbury.     
Purchase
The consumers will be able to purchase the product that is produced by Sainsbury will be assed in this phase consumer journey. The usage of the discounts and promotional offers provides Sainsbury a significant level of advantage to increase consumer purchases.    
Retention 
It will also be essential for Sainsbury to retain its consumers such that it is able to sustain the profit margins that it is able to generate from the sale of its products and services. Sainsbury is able to rely significantly over consumer feedback mechanisms such that it is able to generate loyalty among the consumers.    

[bookmark: _Toc133334317][bookmark: _Toc133342228]Explanation of a “customer journey map” for the organisation including an appropriate diagram 
A “customer journey map” is a form of visual representation of the punching process of the customers. Therefore, Sainsbury can draw a “customer journey map” within their marketing management for tracking the movement of the customers. It helps this Sainsbury Company to develop a long-term relationship and close engagement with the target customers. The brand’s visibility and original engagement can rise by using the findings of the customer journey map in further marketing strategy. The diagram of the “customer journey map” of Sainsbury is shown through the following diagram. 
[image: ]
Figure 4: “Customer Journey Map” of Sainsbury
(Source: Created by author)
Analysis 
The above figure of the customer journey has shown the possible flow of the customers of Sainsbury. First, the bond between the customers and this company has been created via mobile. The customer has checked their website via SEO and explored the food items such as Desserts and others. In the next step, the marketing manager of this company tracks this individual and sent an email to “welcome their store”. Here, the customer has discovered the various food items and its cost including the ongoing offers and discounts. In the next step, this individual checks for the previous reviews and feedback of the customers of this company as well as ask for their opinion. 
After this, the individual visits the physical store and buy some dessert and bakery products mainly for trial. As per the views of Hughes et al. (2019), the first purchase of the customers can be considered a trial and further purchasing also depends on it. Therefore, this new customer has examined the quality, quantity and others features of the food products. The last activity of the customer is providing feedback and potential to Sainsbury.   
The four initial phrases of “customer journey map” within this company are “scoping, exploring the customer’s experience, improve and maintenance”. This UK-based food production company needs to point out the issues or challenges facade by the customers in the second phase. Based on this, the marketing management team of this company can develop an action plan with a modern approach to customer service.  
[bookmark: _Toc133342229]Pre-purchase promotions 
Pre-purchase promotions are associated with those promotions which are carried out before the launch of a particular product into the market environment. As per Suhartanto et al. (2022), pre-purchase promotions play a significant role in the process of developing a positive perception among the consumer about a particular product provided by the company. Sainsbury mainly focuses on the usage of social media platforms as the key components for their pre-purchase promotions.      
[bookmark: _Toc133342230]Purchase promotion 
Purchase promotions are associated with the strategies that are used by companies to promote certain products during their launch into the market. As per Mappesona et al. (2020), the main purpose of purchase promotions is associated with the process of increasing sales volume for each product of a company. Sainsbury mainly incorporates the usage of discounts and promotional offers such that it is able to increase its share of consumers in an effective manner.   
[bookmark: _Toc133342231]Post-purchase promotion
Post-purchase promotions refer to the method by which companies are able to attract consumers towards products which have already been launched into the market. It is worth noting that companies are required to develop an adequate post-purchase promotion such that it is able to sustain its profit margins in an effective manner (Akbar et al. 2020). Sainsbury focuses its efforts towards publishing reviews which have been provided by consumers towards their products as its primary Post-purchase promotion strategy.          

[bookmark: _Toc133334318][bookmark: _Toc133342232] Demonstrating the “Total Engagement Model” for the company
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Figure 5: “Total Engagement Model”
(Source: Customer journey and touchpoints, slide 28)
The total engagement model provides an effective flow to the business organisation by aligning all the critical components of marketing and manufacturing.  As opined by Barello et al. (2020), the total engagement model encourages rising of the efficiency of the existing system through unifying plans and systems. Therefore, the critical factors are advertising, internal culture, customer engagement, and service. The strategic execution and the strategic intent are also included in the marketing activities through this engagement model. Sainsbury requires following the above-mentioned steps regarding the application of this engagement model.
The first step of applying this TEM model within this food production business organisation is to create an effective value proposition. As per the words of Waleriańczyk and Stolarski (2020), in marketing the value proposition is about establishing a statement for attracting customers. The important thing suggested in this engagement model is the value proposition is created based on the insight of the customers. Here, the marketing executive of this company can conduct a marketing analysis to identify the choice and requirements of the customers. Social media platforms can be useful for examining the factors of changing customers’ preferences and choices. 
The next step of applying this “total engagement model” in Sainsbury is, to sum up, the value proposition and advertising system. This is the process of attracting the target customers towards the service and the company. For instance, in this time of globalisation, the population get more concerned about their health. Thus, using this opportunity Sainsbury can add their fresh fruit usage for manufacturing in the advertisement. The consistency of this business organisation can improve and the brand advertisement process is also improved. The third step of this model application is about engaging the stakeholders and making them aware of the new marketing model. Based on the views of Manuel and Herron (2020), the stakeholders include both internal and external business individuals such as employees and customers. However, Sainsbury only requires engaging its internal stakeholders in this value proposition.  The marketing role and activities of this business organisation are analysed by the employees under this step. It assists them to adopt the new structure of marketing management as well as fulfil this. The last step of this engagement model is delivering the promises to the customers by using the cultural foundation. The main customer service plan is already developed at the time of creating a value proposition. 
At this time, the marketing executives and distributors of Sainsbury need to execute the plan as per advertisement and fulfil the requirements of the customers. It can be stated from the application of the “total engagement model”, this food production company in the UK can improve or reshape its marketing management by using this step-by-step process (Li et al. 2021). The factors such as branding, customer experience, internal cultural elements as well as value proposition are ensured in Sainsbury by using this engagement model. 
[bookmark: _Toc133334319][bookmark: _Toc133342233]Conclusion
Based on the above context, it can be summed up, that improved marketing management promotes the long-term growth and development of Sainsbury. This Sainsbury business organisation in the UK uses generic business strategies for marketing and manufacturing activities. Therefore, this business organisation is suggested to invest in online channels of marketing and communication such as video making email marketing and social media marketing. In addition, this business organisation is also suggested to invest in the equity factors such as brand loyalty, awareness and others for improving the customer touch points. Moreover, developing a customer journey map before drawing a marketing strategy can be helpful for Sainsbury in finding the choice and requirements of the target customers. Sainsbury will be required to drive its major area of focus towards understanding the experience that is able to be generated by the consumers through the usage of products. On the other hand, increasing level of focus toward the experience of the consumer when shopping at the retail tortes of Sainsbury will also be beneficial for its business prospects.
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01| E-COMMER CE

In the UK, this company is operating the core dessert market with their 120 acres

organisation. The annual turnover of this business organisation is GBP 15 million

(Davisoncanners.com, 2023). These traditional activities of promotion promote the

brand name and personality of this company within the home country. On the

other hand, this business organisation of food production has established their

brand awareness specifically within their locality.

02 |4PS MARKETI NG MI X

Social media marketing

Davison Canners has established its business website as well as update

it on adailybasis. The updatedinformationregarding the price range of

the food products and the ongoing and upcoming offers are uploaded

on their site (Davisoncanners.com, 2023). Customers make decisions

about their purchasing system by using the information from the

channelsofmodernmarketing.

04 | AAKER’S BRAND EQUI TY MODEL

Brand awareness and brand loyalty

Davison Canners has established its business website as well as updated it on a

daily basis. The updated information regarding the price range of the food

products and the ongoing and upcoming offers are uploaded on their site

(Davisoncanners.com, 2023). Customers make decisions about their purchasing

systembyusingtheinformationfromthechannelsofmodernmarketing.

05 | ONLI NE ADVER TI SI NG

- DigitalMarketing

Promotion plays a major role in increasing brand awareness. Therefore, the

leaders of Division Canners can use “social media influencers” along with

“search engine optimisation” to share information about their products. “Social

media marketing” can also help them to gather more customers at the same

time. They can also make camping in different places to attract offline

customers.

07 | CUSTOMER JOURNEY MAP

Identify the customer's choice

A “customer journey map” is a form of visual representation of the punching

process of the customers. Therefore, Davison Canners can draw a “customer

journey map” within their marketing management for tracking the movement of

the customers. It helps this food manufacturing company to develop a long-term

relationship and close engagement with the target customers. The brand’s

visibility and original engagement can rise by using the findings of the customer

journeymapinfurthermarketingstrategy.

06 | HIGH-QUALITY FOOD PRODUCTS

A “customer journey map” is a form of visual representation of the punching

process of the customers. Therefore, Davison Canners can draw a “customer

journey map” within their marketing management for tracking the movement

of the customers. It helps this food manufacturing company to develop a long-

term relationship and close engagement with the target customers. The brand’s

visibility and original engagement can rise by using the findings of the customer

journey mapin furthermarketing strategy.

03 | WEBSI TE DESI GN

Brand awareness,perceived quality, brand association,and brand loyalty”are included in this traditional

equity model. Therefore, this foodproductionbusiness organisation has to investin these factors for 

ensuring marketingmanagement.
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01 | E-COMMERCE

In the UK, this company is operating the core dessert market with their 120 acres  organisation. The annual turnover of this business organisation is GBP 15 million  (Davisoncanners.com, 2023). These traditional activities of promotion promote the  brand name and personality of this company within the home country. On the other  hand, this business organisation of food production has established their brand  awareness specifically within their locality.







02 |4PS MARKETING MIX

Social media marketing

Davison Canners has established its business website as well as update  it on a daily basis. The updated information regarding the price range of  the food products and the ongoing and upcoming offers are uploaded  on their site (Davisoncanners.com, 2023). Customers make decisions  about their purchasing system by using the information from the  channels of modern marketing.

04 | AAKER’S BRAND EQUITY MODEL

Brand awareness and brand loyalty

Davison Canners has established its business website as well as updated it on a  daily basis. The updated information regarding the price range of the food  products and the ongoing and upcoming offers are uploaded on their site  (Davisoncanners.com, 2023). Customers make decisions about their purchasing  system by using the information from the channels of modern marketing.

05 | ONLINE ADVERTISING

-  Digital Marketing

Promotion plays a major role in increasing brand awareness. Therefore, the  leaders of Division Canners can use “social media influencers” along with  “search engine optimisation” to share information about their products. “Social  media marketing” can also help them to gather more customers at the same  time. They can also make camping in different places to attract offline  customers.

07 | CUSTOMER JOURNEY MAP

Identify the customer's choice

A “customer journey map” is a form of visual representation of the punching  process of the customers. Therefore, Davison Canners can draw a “customer  journey map” within their marketing management for tracking the movement of  the customers. It helps this food manufacturing company to develop a long-term  relationship and close engagement with the target customers. The brand’s  visibility and original engagement can rise by using the findings of the customer  journey map in further marketing strategy.

06 | HIGH-QUALITY FOOD PRODUCTS

A “customer journey map” is a form of visual representation of the punching  process of the customers. Therefore, Davison Canners can draw a “customer  journey map” within their marketing management for tracking the movement  of the customers. It helps this food manufacturing company to develop a long-  term relationship and close engagement with the target customers. The brand’s  visibility and original engagement can rise by using the findings of the customer  journey map in further marketing strategy.

03 | WEBSITE DESIGN

Brand awareness, perceived quality, brand association, and brand loyalty” are included in this traditional

equity model. Therefore, this food production business organisation has to invest in these factors for  ensuring marketing management.
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