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INTRODUCTION
Let’s face it, to the average business person, marketing equals promotion.
Marketing is what you say and how you say it when you want to explain how awesome your product is and why people should buy it.
Marketing is an ad. Marketing is a brochure. Marketing is a press release. And more recently, Marketing is a Facebook page or a Twitter account.
Marketing, to many business people, is simply selling at a larger scale.
What is Marketing, Really?
There I was, minding my own business, resting after completion of an amazing content marketing strategy workshop for a client. And someone asked about my opinion on the difference between marketing and branding.
I was directed to read this cartoon that defines marketing as “I am a great lover” vs branding which shows the consumer saying “I understand you’re a great lover.”
This got me a little fired up. OK, a lot fired up!

I’ve already tried to define what marketing is many times here. I’ve tried to address the common perception of marketing as being all about promoting and selling. And I’ve taken on the problem of advertising, mad men and their “big” ideas, and the sheer idiocy of banner ads.

I believe marketing has a marketing problem. Ask most people what marketing is and they think of some form of either selling (I am great and you should choose me because of reason A or B) or advertising (buy our stuff and you will have a better life, be more attractive, have more sex, attract better partners, be happier.)

As the global economy settles into a new normal of consistent doubt, Marketing has an identity problem, a brand perception gap, maybe even a crisis of confidence.

“Business has only two functions – marketing and innovation.”

~ Milan Kundera

When I transitioned out of a successful sales career almost 15 years ago, most of my peers thought I was crazy. The head of our division hung up on me (it wasn’t the first time).

Increasingly, after more and more conversations with real customers, I had bought in to the idea that marketing represented the future. I sold what was “in the sales bag.”

But I wanted to help shape the future. Naive? Probably. Delusional? Certainly. Possible? Definitely!

“The aim of marketing is to know and understand the customer so well the product or service fits him and sells itself.”

~ Peter F. Drucker

Marketing is not about who can talk faster, or close better. It is about deep psychological understanding of customer needs. Steve Jobs had this gift better than almost any example. Henry Ford. Thomas Edison. Every innovation in the history of the world combined an uncanny understanding of human needs and the innovative vision to deliver it.

“Marketing is too important to be left to the marketing department.”

~ David Packard

If business is composed of marketing and innovation, and marketing is about deep customer insights, then marketing is the job of every employee.

Social media has only made this point painfully clear: every employee is an extension of the brand. The brand serves to meet the needs of the customer and the business serves to innovate.

Marketing starts by asking consumers who they are, what they want, and what they care about. Marketing starts with a question. Marketing is not “I am a great lover.” Effective marketing simply asks “How are you?”

Marketing is a Conversation
I learned in college that marketing is a conversation. Marketing is the conversation that starts between two people who don’t know each other well. Great conversations lead to understanding needs. Great insights like this lead to amazing products delivered through engaging customer experiences. THIS is marketing.

When I meet someone I don’t know, I ask them questions. I try to get to know them. I try to understand their dreams and problems and needs. I do NOT talk about myself unless there is a genuine interest from the other person to learn about me as well. But this only comes from true and authentic empathy. I have to actually care about this other person to earn their trust.

This conversation continues as we get to now each other better. And like human relationships, the brands who continue into deeper connections are the ones who seem to care more about the other person than they do about themselves.

The brands who win more customers are the ones who put their customers ahead of their desire to sell more stuff.

They show potential customers that they are interested in solving real problems. They don’t just act like they care. They actually care and they prove it in the way they act. They genuinely seek to help their customer to improve their lives through their content, their expertise, their passion and, if they are lucky, through the stuff they sell.

And like in real life and common human interaction, Marketing means you have to give much more than you hope to receive. Great marketers are passionate teachers, giving away their expertise with only the hope that they are helping people. The business benefit is in establishing trust, and building an audience of people who believe in you to help them in times of need.

When given a choice, we only buy from brands we know, like and trust!
Source:  Michael Brenner on April 4, 2019 in Strategy
Communication and communication models
Communications can be used for sharing of information for a new product or so. Communication is used to develop marketing processes for creating design briefs, content strategies and marketing plans. It's also a vital skill when providing feedback on images, copy and campaigns. Having processes to manage all the activities ensures that employees have the structure they need to stay on track.Usually there are 2 communication models which a company like that can use. First it’s the Peso model which I think is ineffective and then it is the NICE model which can promote better the products existing and new .It starts with the sender including encoding then the product gains audience through the media which in that case can be newspapers flyers and so on.Then it goes through the receiver and receives feedback and its been reviewed by more customers.
IMC INTEGRATED MARKETING COMMUNICATIONS AND PROMOTIONS
· Integrated Marketing Communications ensures that all forms of communication and messages are carefully linked together. At its most basic level, Integrated Marketing Communications, or IMC, means integrating all the promotional tools, so that they work together in harmony.The company is relaying on both the direct and digital marketing promotions in order to increase its products sales .In that case of pandemic and so on the food products are the ones that are thrieving at the moment.In that time of pandemic Morrisons in particular are using the digital marketing more in order to keep the government regulations safe.|They are using the digital marketing promotions such as social media ads and mobile apps as well and more emails sending different types of products and their preice cut as well.Because when you think about it during the lockdown people are staying home and what else can they be doing but looking into their phones and laptops .So they are using that time to promote more products and can be reviewed easily from the public online through the social media such as facebook and Instagram.But no matter the situation and no matter how big your business is every sing le company relies on public relations. Because in the end of the day the product goes to the public and it is the public or the customer that matters most .And its his opinion that matters most at the end  of the day . Public Relations is about reputation - the result of what you do, what you say and what others say about you.

Public Relations is the discipline which looks after reputation, with the aim of earning understanding and support and influencing opinion and behaviour. It is the planned and sustained effort to establish and maintain goodwill and mutual understanding between an organisation and its publics.For Morrisons public relations are always being top priority because it is the 2nd biggest supermarket in the UK due to its reputation and its customer reviews. Once again for example Morrisons is developing new product for example new range on ready to eat meals during this time of crisis with the coronavirus. Its developing new ready to eat meals specially cooked for children. When the children are not at school at that time and parents staying at home morrisons are developing new product .But before that their target for sales are the children. But also the prices need to be fit with the parents budget. Morrisons are setting up promotional objectives.
· BRAND EQUATY
· Brand equity refers to a value premium that a company generates from a product with a recognizable name when compared to a generic equivalent. Companies can create brand equity for their products by making them memorable, easily recognizable, and superior in quality and reliable.
· I think Morrisons is all about the Keller model of marketing just because is a total of 4 elements in order to promote existing or new products better .
· This model takes the shape of a pyramid, and that pyramid has four levels. The levels of the Brand Equity pyramid are as follows –
· Identity
· Meaning
· Response
· Relationships
· That list is in reverse order, meaning brand identity is located at the bottom of the pyramid, while relationships are at the top level. In order to create a strong brand for your organization, you need to make sure that you build the pyramid solidly from the ground up.
· First element is identity it is very important for a company such as morrisons because it is a big company which relays mostly on its customers and they need to get the right message about a particular product .
· The other element is meaning which comes after the identity.For Morrisons for example there are products which not  only rely on quality and price but for respect of the customers.For example there are products based for Morrisons customers because most of the products have social impact when customers are buying them and they are environmentally friendly .
· Once a customer makes a purchase from your brand, what is their response to that purchase? This is where your brand has to live up to the reputation that you have attempted to build earlier in the pyramid.
· Then come the relationships build between the customers, product and company itself.So now comes the loyalty of the customers and the review they make and later post the reviews for the product in the community that deals with these things.
· CUSTOMER JOURNEY
Customer journey is a total of 5 elements.
First one is awareness and for Morrisons customers are looking for a need or reviews about a particular product and they are researching information about the product for example on social media.
The next stage is evaluation after what they know about the product and after the research they have couple of options from what they can choose from.
After that comes the decision stage where the customers know what they need and what product exactly they will purchase.And later comes the retention where after purchase the customers need to stay loyal to the product and keep purchasing it .
CUSTOMER TOUCHPOINTS
Customer touchpoints for Morrisons before after and during the purchase .
Before the purchase they use social media and digital marketing to promote more products to the public during this time of crisis.
During the purchase :product catalogues and mostly ads in the websites.
After purchase:Product feedback reviews
· A customer journey map is a visual representation of every experience your customers have with you. It helps to tell the story of a customer's experience with your brand from original engagement and into hopefully a long-term relationship.
· Customer journey mapping helps businesses step into their customer’s shoes and see their business from the customer's perspective. It helps businesses gain insights in, how they can improve the customer experience, and define what customers, and prospective customers, need in order to complete a purchase. The benefits of a customer journey map include:
· Helping a company to see where customers interact with their business
· Focusing the business on particular customer needs at different stages in the buying process
· Showing the gaps between the desired customer experience and the one actually received
· Highlighting development priorities
· Allowing a company to concentrate efforts and expenditure on what matters most to maximise effectiveness.
· TOTAL ENGAGEMENT METHOD
· The success of a business is driven largely by whether customers
· decide to purchase its products. It is well-known that, if an
· organisation takes steps beyond just encouraging customers to
· make once-off purchases and instead attempts to create engaged
· customers, they can dramatically increase business performance
· including sales and growth.
· Basically is all  about a link or a bond between the company and its customers for a long term growth in both directions.The company is happy about its product and the customer is happy about it as well because it gets quality not quantity.
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