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[bookmark: _Toc131621374]Introduction
Marketing management refers not only to the complete exercise of the functions and operations related to the advertisement but also to the people involved with the promotion of products and services of the company (Fowler and Thomas, 2023). This report provides background knowledge on the famous shoe retailer Reebok as well as a summary of the company. The report will also contain detailed illustrations and descriptions of communication models to aid in a better understanding of communication models. The report will also include a description and definition of integrated marketing, advertising, and communication and a proper elaboration of advertising efforts that the shoe retailer Reebok could use in the advanced expansion of their brand company and raise awareness in the consumer market. Brand image and brand equity will also be defined in this report, it is a proper justification of the best equity framework used for the brand company. Furthermore, the entire model of engagement will be discussed, as well as its relationship with Reebok and the customer journey of Reebok from Pre purchase of any product to post product and feedback from Customer. 
[bookmark: _Toc131621375]Background of Reebok
The shoe retailing company was initially founded in the United Kingdom in 1958 by two brothers, namely Joe and Jeff Foster. In 2021, the brand's net sales amounted to 1.77 billion euros, keeping the shoe retailing company at one of the top places in the industry market (Manna, 2019). Reebok mainly manufactures and distributes fitness running and cross-fit athletic gear and accessories. They were also the first company in establishing high-tech footwear namely Reebok zig.  The creative campaigns organized by the company as well as the brand portfolio have happened to build the identity of the brand. The company mainly advertises itself by speaking of the importance of elegance and style in sports. Besides that, the brand has its patented logos, designs, and lineage that boosts its image in the market.  
[bookmark: _Toc131621376]Concept of Communication
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Figure 1: Concept of Communication 
(Source: businessjargons, 2023)
Communication is the act of transmitting data from one individual to another. Communication can be explained as the process of exchanging thoughts, opinions, facts, and ideas with others across a medium to foster harmony and understanding. Communication is not restricted to words and is independent of whether a person responds or not.  Letters, actions, symbols, and expressions are other means of communication. The act of communicating involves the exchange of messages between the sender and the recipient and thus is a two-way process. There are seven components that makeup communication which are as follows- "encoding, message, sender, receiver, medium, decoding, and feedback" (Schauffelet al. 2021). The communication process depends on these seven factors, and if harmonization is not maintained between them, then miscommunication can take place. This can be proved quite detrimental to the efficient management of the process of communication resulting in its interruption.
[bookmark: _Toc131621377]Diagram and a brief explanation of a communication model
The Shannon weaver model is the one that will be covered in this study. This model, which incorporates all significant communication-related aspects, is circular or cyclical. The model uses a traditional method to describe the way communication flows. This particular model emphasises the description of communication as a two-way process in which messages are continuously exchanged between both the sender as well as the recipient. The Sender or Transmitter, Recipient of the message or Decoder, Interpreter, along with Message are some of the components in the Schramm framework of communication (Frean, 2022). So, in accordance with this paradigm, information is continuously exchanged between the sender and the recipient via a two-way communication channel.
[image: Shannon and Weaver Model of Communication]
Figure 2: Shannon weaver model
(Source: communicationtheory, 2023)
According to this concept, the roles of the sender or the recipient are reversed. As a result, when the recipient returns a message to the sender, the roles are reversed, and the recipient now acts as the sender. As a result, the sender and receiver, both of which need to comprehend the message and this is necessary for the successful transmission of information. This procedure guarantees precise comprehension, and if the two-way process is not harmonious, miscommunication results (Kuznar and Yager, 2020). When the receiver receives the information, the person often tries to decode or understand it. If the recipient is unable to do any of these things, the process of communication is useless and will be viewed as a failure.
This paradigm states that communication is not complete until the sender has heard back from the recipient. This is in contrast to earlier models, where communication ended when the sender gave the information to the recipient. Hence, the prior models supported a unidirectional information exchange in which the roles of the transmitter and the receiver are switched. The Shannon weaver model, on the other hand, contends that interaction is a two-way process in which the message originates with the sender, is comprehended there, and is then communicated to the recipient (Kaleel, 2022). A role switch occurs when the recipient analyses the information and then transmits it back to the person who sent it.
The source, also known as the sender, is one of the components in the Shannon weaver model and is responsible for creating and transmitting the information to the intended recipient. The receiver, who decodes and understands the message, is the next component. If the receiver misinterprets the message, the entire purpose of communication is wasted. The message, which is the essential component of communication and travels from the sender to the person receiving it and vice versa, is the third aspect. The fourth component is feedback, which is the act of the receiver transmitting data in response to input from the sender after analysing the information. The fifth or last factor is semantic noises, which are hiccups in the flow of communication. These semantic inconsistencies are what lead to miscommunication and encourage misconceptions between the recipient and the sender.
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Figure 3: Integrated Marketing Communications
(Source: plopdo, 2023)
The term "communication" refers to the exchange of opinions and, occasionally, information that is advantageous to a person or a community. Integrated marketing communication, often known as IMC, is a type of communication that guarantees and emphasises the relationship between all forms of communication (Muhammedrisaevnaet al. 2020). The effective coordination of promotional tools is made possible by this method of communication. An IMC strategy is established by a firm following a set of steps.
Prior to selecting the promotional objectives on which the campaign will be conducted, the target market's audience is first determined. Establishing an advertising budget is yet another crucial component of the IMC since it has to be both inexpensive for the business and efficient enough to achieve the promotional objectives. The promotional activity is created according to the funds available after the budget has been established (Laurie and Mortimer, 2019). The IMC model is then used to forecast a result evaluation. As a result, it can be claimed that IMC develops a strategy using all of a company's promotional instruments to increase the value of promotion on the brand's behalf.
[bookmark: _Toc131621379]New promotional strategies of Reebok to raise awareness of the brand
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Figure 4: Promotional strategy of Reebok
(Source: behance.net, 2023)
Application of the most appropriate promotional strategies by an organisation is undoubtedly a quite an essential task for the creation and maintenance of brand awareness among customers and Reebok is no different. The organisation organises events focusing on the interests of the target customers to enhance the interest of the clients regarding the brand. The spartan race is one of the most organized events by the firm which promotes the capability of the products offered by the organisation to help the participants in performing better in overcoming the obstacles of the Spartan race (Czinkotaet al. 2021). Thus, by taking this initiative, the organisation is able to grab the attention of sports lovers as well as the fitness freak customers of the brand.
Moreover, the organisation also offers brand ambassadorship to eminent personalities in different nations throughout the world in which the firm is operating its business for making a strong presence in the minds of the customers. This is due to the reason that in today’s world via the help of different social media platforms, people try to follow each and every aspect of their favourite celebrity (Yin, 2022). Thus, by providing brand ambassadorship to eminent personalities, the brand can be reached out to a diverse group of customers resulting in an increase in brand awareness among the client base.
Apart from this, the introduction of a large diversity of products while maintaining the quality and comfort of the same is another strong promotional strategy that the organisation is using for creating profound brand awareness among customers (Rika, 2021). This can assist the organisation in surviving in the highly competitive market of business.
Furthermore, Reebok can significantly its social media handles such as Instagram, Twitter, Facebook and TikTok the enhance the brand equity because especially the young generation prefer these platforms to spend their leisure hours as well as gather knowledge about different brands. Reebok might also introduce certain online promotional strategies to increase its brand awareness. It might use targeted social media advertising campaigns to reach potential buyers based on demographics, interests, and behavior. It might also introduce strategies to personalize the customer experience by using data and analytics to provide personalized recommendations and promotions based on a customer's purchase history and browsing behavior. For its offline strategies it might partner with other brands or organizations to reach new audiences and generate interest in the brand. Like the brand could collaborate with gyms, sports teams, or other fitness related businesses to collaborate for creating products or events.
[bookmark: _Toc131621380]Branding and brand equity
As per Wang and He, (2023), branding is the process of establishing and moulding a company name in the psyche of customers in giving credence to a specific organization, or a company that has its own product lines or services. It is a strategy devised by fashion brands and retailers mostly In assisting people quickly identifying and experiencing their brand as well as making their merchandise more attractive as if giving them an option or a choice so that their products and goods are chosen over the competitors' products nu clarifying what the specific brand is or not.
Brand equity is the qualitative measure of brand recognition which is a positive or a positive reputation in the minds of the consumers who regard the brand as a separate entity. A company's brand equity is both its tangible and intangible worth. The amount of premium that a brand could charge for its service or product is the measure that is directly related to customer equity. Brand equity is the kind of authority that a company holds over its competitors or other generic brands and that it develops over time (Woods et al. 2023). It is the frontal representation of the entire market value of the company.
[image: ]
Figure 5: Brand Equity
(Source: canto, 2023)
[bookmark: _Toc131621381]Keller's Brand Equity Model and its different stages
The brand equity of a company indicates the value of the company which is determined by the perception of the customers about the services or products that are offered. Elevated brand equity guides a company in the acceleration of its brand recognition among potential customers and further in the corresponding market (Cruz-Milán, 2023). Business organisations implement effective frameworks of brand equity in order to ensure higher brand recognition of the company and also for elevating the profit margin. Keller’s brand equity framework has received immense popularity as it offers a consumer-centred approach to brand equity to organisations through evaluation of customer feedback, and demands, enriching the product variation, and others. 
[bookmark: _Toc131621382]Keller’s brand equity model application in marketing
The creation of brand identity with the help of immense brand awareness is among the most important factor for any organisation. As per Chithrasekara and Karandakatiya, (2019), recognising the major targets that guide in enriching the experience of the customers in a company is a major aspect of establishing brand value. Reebok is one of the popular companies that follow a functional positioning strategy significantly to offer unique and high-quality shoes and clothing items to its customers. This approach has helped the company in offering different products depending upon the demands and choices of the customers. On the other hand, the utilisation of the symbolic positioning approach has guided the company in attaining its targets successfully which as a result has enhanced the revenue generation of the company (Woo et al. 2020). 
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Figure 6: Keller’s brand equity model
[Source: Vasiukovet al. 2019]
As per Keller’s brand equity model the performance of the product in terms of reliability of the product, product quality, durability, and much more help an organisation in enhancing its brand equity even under extreme competition. On the other hand, the imagery of a brand indicates the efficiency of a brand to accomplish the demands and expectations of its customers successfully in order to increase brand as well as customer loyalty effectively (Sarkeret al. 2019). These two factors are considered to be highly effective in terms of increasing the brand identity of a company among its potential customers. Reebok has been able to offer footwears and clothing items which not only provide extreme comfort but are also extremely fashionable which has further aided the company in accomplishing customer expectations, especially of young customers which as a result has contributed to elevating the brand meaning of the company (Iliaset al. 2020). On the other hand, Reebok has also initiated a dedicated customer care department in order to understand the issues or queries of the customers and resolve them properly which has also guided Reebok in increasing its brand value in the market. 
Understanding the reactions of the loyal customer base is regarded among the significant factors of a company, as obtaining positive reactions helps in elevating the brand value whereas negative reactions about products or services decline the brand value of the company. Reebok has always focused on analysing the feedback of its customers on different products and further grasping the underlying feelings of the customers regarding the products (Gilitwala and Nag, 2022). This approach has helped Reebok in identifying the areas of improvement and further in enhancing its services regarding the products. 
Moreover, the creation of brand resonance is also extremely necessary it refers to the efficiency of a brand to make its customers psychologically connected to the brand by offering excellent products and services. An increased brand resonance helps in increasing brand awareness and further decreases the importance of promotional activities in the company. 
[bookmark: _Toc131621383]Advantages and disadvantages of Keller’s Brand Equity model
The utilisation of Keller’s brand equity model offers certain advantages to brands in order to obtain certain competitive advantages in the respective industry. With the help of this model, Reebok has been capable of increasing its brand awareness and also in its brand equity in the market successfully through the years. This framework has guided Reebok to understand the underlying factors that help in increasing customer satisfaction as well as perception and also in implementing strategies to ensure the constant progress of the company. Additionally, this framework has also aided Reebok in elevating its market share by implementing effective tactics in marketing. But, on the other hand, Keller’s brand equity model is quite expensive and is responsible for increasing the operational expenditure of the company which further affects the predicted profit margin of the company (Stukalina and Pavlyuk, 2021). Moreover, this model also lacks in including the equity of the suppliers' brand compared to the particular product brands. 
Stages of Customer journey map
Being a UK-based multinational business organisation, Reebok has a huge amount of customers all over the world because the footwear and apparel company operates in almost 80 countries across the globe. The customer journey map includes five significant steps which are “awareness”, “consideration”, “conversion and purchase”, “retention” and “advocacy”. 
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Figure 8: Stages of customer journey
(Source: self-created)
In the “Awareness” stage, an individual acknowledges the brand as well as the products and services the company is providing. During this stage, the individual is more likely to research a solution regarding the problem and gets aware of the brand name and products or services. The next step is “Consideration” where the individual research the alternatives as well as the company’s products and services along with its past customer reviews and working structure. Moreover, in this particular stage of the customer journey map, the person considered the quality and uniqueness as well as variations of products significantly. After this step, the “Conversion and purchase” takes place where the individual becomes a potential customer and make the decision to purchase the product (Patti et al. 2020). After purchasing and a certain amount of usage, the “Retention” stage takes place as a result of customer satisfaction. Retention is necessary for every business enterprise to develop a respected reputation and brand image in the highly competitive Global Business markets. 
After the retention stage in the “Advocacy” state, the organisation gets benefited from “Word of Mouth” marketing from the customer. The customers recommend the brand and its products and services to others and as a consequence, the volume of cells increases significantly. Because according to the standpoint of Alvarez et al. (2020), it has been discovered that, people are more likely to get influenced by previous customers' reviews before making a purchasing decision. This is an elaborated customer journey map of Reebok which is quite helpful for the organisation in order to identify the Expectations of the potential customers as well as the areas that are needed to be considered in order to increase the customer satisfaction rate. The significant customer touch points of Reebok are social media advertising, search engine optimization, television advertising, Billboard advertising, and advertisement in magazines and newspapers (Weber and Chatzopoulos, 2019).
[bookmark: _Toc131621384]Customer journey and customer touchpoints for the organisation
Following the statement of Arco et al. (2019), it can be commented that a customer journey map is needed to be analysed and evaluated by every business organisation in order to identify the demands and interests of the customers.  Along with that, the analysis result of the customer journey map also helps in identifying the flaws and issues that are required to be considered as well as rectified by including necessary measures in order to accelerate the business adequately. 
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Figure 7: Customer journey map of Reebok
(Source: self-created)   
According to Wagneret al. (2020), the touchpoints can be depicted as contact channels with which a customer can directly connect with the organisational professionals to attain solutions for queries as well as issues related to the products and services. On the other hand, the Customer journey can be described as the stages a customer goes through from pre-purchasing to post-purchasing including interaction with the organisation. The pre-purchase touchpoints consists of social media ads on platforms like Facebook, Instagram, and Twitter that shows Reebok's latest shoes, apparel, and accessories, influencer marketing campaigns that feature athletes and fitness enthusiasts wearing Reebok products, as well as content marketing on the Reebok website that includes blog posts, videos, and other educational content about fitness, health, and wellness. The purchase touchpoints are its e-commerce website, which offers a wide range of products, detailed product descriptions, and customer reviews, physical stores where customers can try on shoes and apparel before making a purchase as well as customer service representatives who offer support before, during, and after the purchase and the post purchase touchpoints are follow-up email or phone call to check on customer satisfaction and offer additional support, customer satisfaction surveys to gather feedback on the shopping experience, as well as online reviews and ratings that showcase the quality and performance of Reebok products and loyalty programs or rewards that incentivize repeat purchases and build customer loyalty. Reebok has the amazing system of customer care executive who are quite proactive in resolving the issues that the customers have for the product. For example the authorities of Reebok have gone through the social media comment of the customers based on which some alterations have been made on the product.
Strengths and weaknesses of Reebok customer journey map
The strength of the evaluation of the customer journey map is it facilitates an organisation with an induct inside into the interest as well as demands of the customers along with the problem that has been faced by the consumer regarding the products and services. It further helps in rectifying the problematic areas to enhance productivity and profitability.
The main weakness of a customer journey map is an organisation needs a huge amount of effort to frame a customer journey map because every customer poses various prospectus while purchasing and repurchasing. However influencer marketing have worked well to promote brand awareness and connect with potential buyers. It also has a well-designed website that is very user friendly and provides seamless experience to its customers. But on the other hand its customer service is of very poor quality which damages the brand reputation (Jessop 2020).  
Customer Persona
	Backgroud
	Student, Part Time

	Education
	MBA

	Demographics
	Age- 23 , Gender- Male
Social Media- Active
Annual Income- £10,000

	Hobbies
	Playing Football, Riding Bike

	Marital Status
	Single


(Source : Author of this report)
[bookmark: _Toc131621385]Total Engagement Model and how it could be related to Reebok
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Figure 9: The total engagement model
(Source:  engagedstrategy, 2023)
It is necessary for every business organisation to increase the engagement rate of the customers as well as the working professionals to boost productivity and efficiency adequately. The total engagement model is an effective Framework that helps in engaging the employees, customers as well as the organisation effectively regarding various aspects such as cultural values, value proposition, customer experience as well as brand advertising. The term culture refers to the shared values, beliefs, practices, and behaviors within an organization. It influences how employees work together and how they interact with customers, which obtain singnificant impact on the overall customer experience. The term brand advertising depicts a form of marketing communication that promotes a brand's products or services through a variety of channels like TV, radio, print, online, and social media. The term customer experience refers to the overall perception a customer has regarding a brand based on their communication with the brand at various touchpoints throughout the customer journey. This includes factors like the quality of customer service, product or service performance, and ease of doing business with the brand. The term customer value proposition refers to the unique value that a brand offers to its consumers that differentiates it from its competitors. It describes the benefits that a customer might expect from its products or services and the reason they should choose that brand over others. The engagement factor significantly depends on cultural values and brand equity to a certain extent because a well-respected reputation is beneficial for an organisation to attract a potential audience who can help in accelerating the growth rate. 
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Figure 10: worldwide sales of Reebok
(Source: statista, 2023)
From the above graph, it can be commented that the volume of sales of Reebok is increasing year by year exceptionally. In 2021, the net sales of this multinational business organisationwere 1.77 billion euros (statista.com, 2023). Considering this factor it can be removed that, the Customer, as well as employee engagement of the organisation, is noteworthy.
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Recommendations of new touchpoints
There are various touch points that can be utilised by Reebok in order to get in touch with potential customers such as the social media platform as well as the billboards and magazines.  Instagram and Tiktok are one of the most popular social platforms that can be beneficial to communicate with customers regarding any issues in the long run.
[bookmark: _Toc131621387]Conclusion
In this study of the marketing management of Reebok, a detailed introduction to the topic is given which is followed by a background analysis of the chosen organisation. Also, a discussion about the concept of communication is given along with the proper explanation of the Schramm communication model. Furthermore, the concept of integrated marketing communication is presented following which promotional strategies adopted by Reebok for enhancing brand awareness is incorporated. Apart from this, the concept of branding and brand equity is given along with Keller’s brand equity model, its application, and analysis of advantages as well as disadvantages. Customer journey mapping of Reebok is also included along with the explanation of the relation of the total engagement model with Reebok. Lastly, channels of distribution used by the firm are also presented which are responsible for the successful running of the business in different parts of the world.
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