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A report on Marketing management of Golf shoes


Abstract
Golf shoes are a smart idea because they are made to prevent the feet from moving about while the player plays. Golf shoes that fit properly will stop the feet of the player from slipping within the shoes as well as the shoes from slipping out from beneath the player while he/she is swinging. The report undertakes the Customer journey and touchpoints of the golf shoes with the description of the total engagement model. 
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Golf shoes are a smart idea because they are made to prevent the feet from moving about while the player plays. Golf shoes that fit properly will stop the feet of the player from slipping within the shoes as well as the shoes from slipping out from beneath the player while he/she is swinging. The midline foot portion, which is typically more elastic in athletic shoes, is kept stabilized and solid while the player swing thanks to characteristics built expressly with the golf game in consideration. Golf shoe bottoms are designed to prevent lateral displacement (Drashti,2020).
Many widely known companies produce golf shoes such as Skechers, Nike, PUMA, Adidas and others. Setting objectives is essential when looking for the best golf shoes. The three most crucial factors are convenience, fit, and swinging stability for the majority of golfers. Along with stability, ventilation, lightweight, how they handle on slopes and in wet circumstances, and whether or not they retain the dry, there are also, obviously, aesthetic considerations (Drashti,2020).
[bookmark: _Toc112021552]1.1 Background
The Golfer's Guidelines 1857 edition has one of the aforesaid factors of spiked golf shoes. According to the Scottish journal, inexperienced golfers should wear sturdy shoes "whacked with little screws or sprigs" to navigate slick terrain securely. In 1906, Spalding unveiled the "saddle oxford" kind of shoe, which had an additional saddle-shaped segment of leather wrapped around the strings. Although it was initially intended for racquet sports, it wasn't particularly well-liked there (Drashti,2020). It did establish itself as the norm for golf shoes and continued into the twenty-first century. To enhance the golf shoes into more comfortable and much less harmful to greens and clubhouse floors, shoemakers began using non-metallic spurs in the 1990s. The benchmark for studded golf shoes has now been established by these tiny plastic spikes (Gokalgandhi et al.,2020).
Spike-less shoes, a style that goes back to the first golfers, became popular by 2010. There has been an upsurge in demand for more relaxed golf shoes as a result of the small number of Professional golfers who have been spotted using spike-less shoes (Gokalgandhi et al.,2020). The newest generation of spike-less shoes offers improved relaxation despite giving up part of the traction of spiked shoes. Golfers frequently choose between wearing spike-less or spiked shoes based on the course of the play and the conditions of the clubhouse. The mission statement of golf shoes is to “Increase the performance of the golf players and to create more relaxed and comfortable golf shoes” (Gokalgandhi et al.,2020). 
[bookmark: _Toc112021553]2. Communication
Information exchange in the company and with external parties is known as business communication. To achieve organisation objectives, management and staff must interact effectively in the workplace (Coffelt,2020). Its goal is to make system components better and cut down on mistakes. To accomplish effective business communication, it's critical to improve both communication abilities and procedures. Effective communication and communication strategy are the cornerstones of every structured action in an organization (Coffelt,2020).
 This could involve everything from technological supplier interaction to administrative communication. One indicator of a high-performance environment at work is communication. Professional communication is the process of transferring knowledge and ideas inside a company (Coffelt,2020). However, successful communication can be done when information is sent and interpreted appropriately. Communication is essential to achievement and enjoyment in all facets of one's life (both professionally and personally). For all corporate objectives, positive workplace communication is critical (Coffelt,2020).
[bookmark: _Toc112021554]2.1 Communication Model
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Fig.1. Communication model
Source: (Tawafak et al.,2020)
In effective workplace communication, the sender shares the information with the receiver. Before the information is shared it is encoded into a form of transmission. The form of transmission can be spoken words to the receiver or it can be in form of texts, tables, graphs and charts. It is the channel of the medium into which the information is exchanged from the sender to the receiver. The channels of communication include air conveying methods through sound waves, paper conveying methods such as texts, emails and images, electronic signals and others (Tawafak et al.,2020).
 In two-way communication, the receivers perform the same process in communicating with the sender. The receiver receives the encoded messages and then decodes them to comprehend the information shared. After decoding the message and understating the information the receiver sends feedback to the sender indicating that the message has been received and interpreted. It encourages a conversation between the sender and the receiver and leads to effective communication in the organisation (Tawafak et al.,2020). 
For instance, A customer wants to purchase golf shoes, The customer visits the outlet of the company and sends the information to the manager through the medium of spoken words. The manager decodes the information and comprehends the requirements of the customer regarding the golf shoes. Effective communication helps the manager to meet the demands of the customer and to make a profit (Tawafak et al.,2020). 
[bookmark: _Toc112021555]3. Integrated marketing communication
The practice of marketing communication that includes various aspects, such as brand management, social networking sites, market analytics, business growth concepts, and promotion, into a brand recognition that is constant across various media channels is known as integrated marketing communication (IMC). It enables both private and public entities and corporations to provide enjoyable and smooth customer satisfaction for a good or service, as well as to enhance a company's effectiveness and connections with stakeholders (Tanjung,2021). 
A multifunctional subject called integrated marketing communication includes the use of both traditional and digital media. As the name implies, integrated marketing communications is a robust marketing plan that takes into account the greater context of an organization’s goals as well as the necessities for business growth and upkeep (Tanjung,2021). The integrated marketing communication tools include advertising, sales promotion, personal selling, Public relations, direct and indirect marketing channels, events and others. The golf shoe companies undertake the process of integrated marketing communication to increase the market reach of the products and inform potential customers regarding the shoes. Integrated marketing communication helps the golf shoe companies to send a unified message to the wider customer market (Tanjung,2021). 
[bookmark: _Toc112021556]4. Promotional strategies
4.1 Social media marketing
The promotional strategies that companies can undertake to promote golf shoes include social media marketing of golf shoes. Companies can advertise their products and offerings on social media platforms like Facebook and Google+ in a more informal setting. The best kind of marketing and advertising is this (Ciesla,2019). Through social media, golf shoe companies can reach a global audience of prospective customers who may have a unique viewpoint on the organisations and the product. For instance, Nike skillfully uses social media to connect with its millions of consumers and draw in new potential customers throughout the world. This business broadened its internet presence by setting up various accounts on various social media sites, including Fb and Twitter, Twitter, Instagram, and LinkedIn (Ciesla,2019).
4.2 Public Relations
The Other promotional strategy that companies can undertake tis o promote golf shoes is Public relations. Public relations generally referred to as the process of improving a brand's reputation in the minds of the public, has long been acknowledged as among the most successful forms of advertising (Ciesla,2019). Corporations participate in public relations activities including hosting media interviews, sending out press statements, and doing media appearances. Organizations frequently employ endorsements as a form of public relations tactic to build a positive reputation for their company (Anunobi,2018).
For example, Nike has improved its global visibility by sponsoring several athletic activities and professional athletes. Huge athletic events were financed by Nike as a direct way to reach its intended audience. It sponsored numerous football clubs in Africa, Asia, Europe, and South America as well as every NFL league's jersey. Additionally, it supported numerous international football teams (Anunobi,2018).
4.3 Charity
Another promotional strategy that golf shoe companies undertake includes charity. The target market of the company is upper-middle-class golfers. Donations and tying up with a Ngo will help the companies in creating brand awareness and penetrating the target market. Individuals are drawn to businesses that offer top-notch services while also providing back to society (Anunobi,2018). As a result, both influential and small businesses alike employ this tactic to expand their clientele. The businesses should collaborate with a charitable foundation or an NGO, and then promote the relationship and campaign on their websites, social media accounts, and in-store displays to raise awareness and encourage consumers to purchase golf shoes to contribute to society (Sackey,2022).
4.4 Direct marketing
Direct marketing is another type of promotional strategy that companies can undertake. Direct marketing is a type of promotion that directly targets an individual or organization in an effort to increase sales, bring attention to a brand or product, or bring in new clients. Prevalent forms of direct marketing include sales promotion, online marketing, and newsletters (Sackey,2022). The most valuable sales advantage of all is used by direct marketing: the chance to interact personally and immediately with the buyer. It enables businesses to communicate directly with their market segment without resorting to old-fashioned, expensive promotional methods like TV, news outlet, and radio commercials (Sackey,2022).
For instance, Nike uses a direct marketing method to reach more customer groups with its advertising. The business uses its additional features to stand out from the competition, draw in more buyers, and have an increased market effect. Through a direct marketing scheme, this business fosters brand engagement and raises consumer awareness of Nike (Sackey,2022).
[bookmark: _Toc112021557]5. Branding 
By using components like a logo, layout, vision and mission, and a constant theme across all the marketing and communications, branding aims to give consumers a clear, favourable impression of a business, its services or goods. Efficient branding enables businesses to stand out from the competition and develop a devoted consumer base (Hao et al.,2019). By building and defining a brand in clients' perceptions, branding is the method of imparting meaning to a certain organization, company, product, or service (Hao et al.,2019). By defining what this specific brand is and is not, businesses can help people immediately recognize and appreciate their brand and offer them a reason to pick their services over those of the opposition. By consistently providing a product that is in line with everything the brand claims, the goal is to draw in and keep the support of devoted clients as well as other constituencies (Hao et al.,2019).
The golf shoe companies undertake the prices of branding to increase brand awareness and brand recognition in the target market. The golf shoe companies aim to provide comfortable and lightweight shoes to the golfers, undertake to the brand to aware the customer about the products and increase brand loyalty among customers (Hao et al.,2019). 
[bookmark: _Toc112021558]6. Brand Equity
Brand equity is the worth of having a recognisable and well-recognized business as well as the extent of influence a brand name has over buyers' minds. Companies build brand equity by offering customers satisfying experiences that motivate them to stick with them instead of switching to rivals who provide comparable goods (Keller,2019). Brand equity is often developed by awareness-raising initiatives that appeal to the values of the potential consumers, fulfilling commitments and requirements when customers use the goods, and engagement and retention initiatives (Keller,2019).
The impacts it can have on Profitability are a significant advantage of building strong brand equity. Businesses that effectively use branding frequently outperform their rivals in terms of revenue while investing less overall, whether on marketing, manufacturing, or other expenses. For instance, solid brand equity helps companies to demand higher prices (Keller,2019). Customers will pay more to buy from a brand when they respect the principles it upholds and the calibre of the goods it produces (Shariq,2018). Additionally, promoting brand-new products within the same brand name will accelerate the growth of the new offering because credibility has already been built. The golf shoe companies such as Adidas, Nike, and PUMA have strong brand equity and brand loyalty of the customers (Shariq,2018).
[bookmark: _Toc112021559]6.1 Aaker’s brand equity model
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Fig.2. Aaker’s brand equity model
Source: (Amoako,2022)
Brand awareness
The brand awareness of golf shoes is increasing through various promotional methods. The companies undertake various marketing and promotional strategies such as advertisement, use of social media marketing, and endorsing famous golf players. Partnership with the golf teams and others helps the companies in increasing brand awareness (Amoako,2022). 
Perceived quality
The company manufactures and produces high-quality golf shoes to meet the requirements of the customers. The companies aim to provide a high-quality experience to golfers. They provide comfortable, relaxed, lightweight products to increase the overall quality of golf shoes. It will increase customer satisfaction of the customers while playing golf (Amoako,2022). 
Brand Association
The golf shoe companies undertake various methods to create a positive brand association in the market. The companies undertake various ways to create positive brand association such as brand identity, use of brand assets including logos and colours, advertisements, presence on social media platforms and others. For instance, the brand association of Nike is comfortable, luxurious, and sportswear (Tsordia,2018). 
Brand loyalty
The golf shoe companies undertake various methods to increase the brand loyalty of the target customers. The methods include engaging with the golfers and understanding the requirements, focusing on providing a quality experience to the customer, focusing on attractive logo design and endorsing popular athletes to gain consumer attraction. For instance, PUMA endorses Usain Bolt and Rihanna to promote its brand image (Amoako,2022). 
Advantages of Aaker’s brand equity model
1. Helps in analysing the brand equity of the company
Aaker’s brand equity helps the company in analysing the brand equity of the company. It also helps in analysing the awareness of the brand and brand association in the market. It also helps in evaluating the quality of the products that the company is providing to its customers. The company can analyse its competitive advantage over its competitors and the differentiation of the products from its competitors (Tsordia,2018).
2. Helps in analysing the negotiation power of the company
The model also helps the companies in analysing the negotiation power. After analysing the customer loyalty and brand association, the organisations get an idea regarding their brand equity that further helps them in identifying the company’s negotiation power (Tsordia,2018). 
3. Analyse the credibility of the products
The model also helps the companies in evaluating the credibility of their products in the market. Through analysing the quality of the products and customer experiences, it becomes easier for the company to identify the credibility of their brand and the products under the brand name (Tasci,2020). 
Disadvantages of Aaker’s brand equity model
1. Less flexible
Aaker’s brand equity model outlines the guideline of brand equity but it is less flexible. It does not consider other factors. The approaches and guidelines of the model are more rigid and cannot be modified according to unusual situations (Tasci,2020).
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[image: ]
Fig.3. Customer journey Map
Source: (Gao,2020)
7.1 Awareness
It is the first phase of the customer journey where the customer realises the problem or the needs of a specific product or service. It is the phase where golfers realise the golf shoes are needed to enhance their performance in golf. It is the point where customers seek content regarding the product that could meet their needs. Marketing teams of the companies help the customers to meet their requirements by offering the appropriate products (Grewal,2020). 
7.2 Consideration
In this phase, the customers compare the products of different products in terms of price, brand, features and others. The teams of the companies help the customers in understanding the features of the golf shoes (Grewal,2020). 
7.3 Purchase
Individuals in this stage frequently have a narrow list of businesses they might buy from, so a business has an advantage over its rivals if it has a strong sales strategy and compelling case studies. Such as the customer might have an alist of the popular golf shoe companies and might buy from the one that appeals to them the most and meets their requirements (Gao,2020). 
7.4 Retention
It Is the post-sale phase of the customer journey. Companies might develop a customer loyalty program or knowledge base FAQ during the retention phase. They can also routinely update clients on business or product advancements (Gao,2020). Additionally, businesses might arrange frequent product training sessions or extend their campaigns throughout the service lifecycle. Greater consumer involvement, consumer satisfaction, and knowledge can all result from constant communication (Grewal,2020).
7.5 Advocacy
Word-of-mouth promotion, which can draw prospective users to a brand, can result from customer endorsement. Many people base their consumer choices on peer-to-peer positive stories and case studies (Gao,2020). If properly tracked, businesses may link the influence of a single referral to subsequent increases in revenue. The customer who bought golf shoes from Adidas can advocate about his/her experience that will increase the brand image and sales of Adidas (Gao,2020).
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8. Customer Touchpoints
8.1 Before purchase
Official website
The official website of the golf shoe company is an important touchpoint for the customer journey. The customers would come across the official website to get knowledge regarding golf shoes. It is possible that the customer might purchase the shoes online if the website meets the requirements of the customers (Brann et al.,2020). 
Partnerships
Another important customer touchpoint in the customer journey is the partnerships and endorsements of the golf shoe companies with popular brands and famous celebrities. The influencers will help the customers to get knowledge regarding golf shoes (Bascur,2018).
8.2 During Purchase
Brochures
Whether they are physical copies or online soft versions, product catalogues or pamphlets are excellent tools for showcasing golf shoes. Customers may gather all the details required to make a transaction with the aid of product information and images (Barann et al.,2020).
Customer reviews
Numerous websites allow users to publish product reviews, where they can rate the item and provide details or criticisms of particular features. It's crucial to keep in mind that prospective buyers are consulting these evaluations while deciding whether or not to acquire the golf shoes (Bascur,2018).
8.3 After Purchase
Feedback 
The feedback is an important touchpoint in the customer journey.  The feedback surveys help the companies evaluate the experiences of the customers through the purchase of golf shoes. It includes the evaluation of the reasons behind the good or bad feedback of the experience of the customers (Barann et al.,2020).
[bookmark: _Toc112021562]9. Total engagement model
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Fig.4. Total engagement model
Source: (Roberts,2018)
9.1 Customer Value proposition
The golf shoe companies provide high-quality and comfortable golf shoes to the customers to create value. The companies aim to meet the demands of the customers, For instance, the customer value proposition of Adidas is fast fashion, innovation and customization. It includes a quick reaction to the market trends and ensuring the quality of the products. It gives Adidas a competitive advantage over its competitors (Grover,2020). 
9.2 Brand advertising
The golf shoe companies undertake various advertising methods such as digital marketing, social media marketing, email marketing and others to reach the target customers and increase the brand awareness of the golf shoes (Grover,2020). For instance, Tim Clarke, the president of Wilson Golf, started using reality TV in 2016 to promote the company. Wilson and The Golf Channel collaborated to create "Driver vs. Driver," a Shark-Tank counterfeit where regular people were asked to provide ideas for a "groundbreaking new driver” (Sun,2018)
9.3 Customer Experience
The golf shoe companies aim to provide a high-quality experience to the golfers to retain the customer and gain new ones. The companies aim to fulfil their commitments to the customer and deliver high-quality experiences to the customers (Sun,2018). The role of employees plays an important role in providing a high-quality experience to the customers. A clear understanding of roles and responsibilities in golf shoe companies helps the organisation in enhancing the customer experience. It shows the culture of the organisation that takes place within the management of the company (Sun,2018).
9.4 Culture
The organisational culture of the golf shoe companies is to increase the overall profitability of the company by providing high-quality, comfortable shoes to the golfers to enhance their performance and satisfy their needs. Playing golf is considered a luxury and the golf shoes culture aims to enhance the customer’s experience and to deliver comfortable golf shoes to the golfers (Grover,2020). 
[bookmark: _Toc112021563]Conclusion
The golf shoes have been evolved through the times in order to help the golfers in improving their performance. The report undertakes the background of the golf shoes and its journey from the past year. The report also describes the definition of communication and integrated marketing communications. The communication models help in facilitating the two way communication in the golf shoe companies. The report undertakes the definition of branding and brand equity. The report undertakes the customer journey and customer touchpoints of the customers.
 The customer touchpoint includes three phases that are before the purchase, during the purchase and after the purchase.  It also describes the total engagement model of the golf shoe companies including customer value proposition, customer experience, brand awareness and culture of the companies. The report undertakes Aaker’s brand equity model related to the golf shoe companies. It also details the advantages and disadvantages of the brand equity model. 
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