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[bookmark: _Toc80291829]Introduction 
This report will be about a well-established brand and a Company called Mercedes Benz. The brief history of the company will be given and the products they produce and manufacture. A definition of communication and Integrated Marketing Communication (I.M.C) will be given with diagrams. Current and new promotional strategies the company can use to make awareness of their brand including online and offline advertising. Definition of branding and brand equity will be explored. The customer journey and the touch points will be discussed from pre-purchase, purchase, and post purchase in relation to the company. The strengths and weaknesses of the customer journey of the company will be identified. Diagram will be included explaining customer journey map for the company. Conclusion of the report and recommendation of where weaknesses of the company can be minimalized.   
[bookmark: _Toc80291830]Daimler Group and Mercedes-Benz 
In 1883 the first high-speed test engine was up and running with the engine speed of 600 rmp. This small model engine was used as basic concept by Gottlieb Daimler and Wilhelm Maybach to develop the Daimler single cylinder engine referred to today as “Grandfather Clock”, a key milestone in the history of automotive production. 
Carl Benz was born on 25th November 1944. Benz & Cia was founded in Mannheim by Cart Benz in October 1883 in Collaboration with businessman Max Kaspar Rose and sales representative Friedrich Wilhelm Esslinger producing stationary gas engines. Carl Benz was working vigorously on the development of a car engine, as the two business partners was sceptical of the future prospect they were replaced by Julius Gahss and Friedrich Von Fischer. Benz was advised by Max not to waste his time on motor cars. The company was renamed Rheinischen Gasmotoren – Fabrick Benz & Cie and it evolved to the second largest engine manufacturer in Germany and the leading producer of automobiles in the world.
Velocipede commonly known as “Velo”the four wheeled motor was the economic breakthrough between 1894 to 1901. Mertha Benz was the wife of Carl Benz who was also a very big supporter of all his activities. Bertha Benz was the key factor in the success of Carl Benz, and she was the first person to undertake a long distance journey with a petrol driven automobile. Mertha demonstrated the everyday suitability and reliability of the car in practice while driving it with their two sons the distance of 100km from Manheim to Pforzheim. 
Gottlieh Daimler & Wilhelm Maybach produced the first Mercedes in 1901. 
From 1902 DMG holds the patent for “Mercedes” brand name and the star used as symbol, the three points represent land, air, and water. The merging of both companies in June 1926 created a new brand name “Mercedes-Benz” (Mercedes-Benz, 2021).  Mercedes-Benz slogan is “The Best or Nothing”.
[bookmark: _Hlk77143103]On the road to sustainability, Mercedes-Benz and Daimler group aim to have all their factories worldwide obtain electricity from renewable sources by 2022 (Mercedes-Benz, 2021).
Daimler AG is one of the worlds successful automotive companies with Mercedes-Benz cars & vans, Daimler Trucks, buses and Deimler mobility division. The group is a supplier of luxury and premium cars and the world’s largest manufacturer of commercial vehicles. The company offers financing, leasing, fleet management, insurance, and insurance brokerage as some of their services to their customers. During the second half of the year 2020 Deimler AG and Mercedes-Benz AG have achieved a significant margin improvement based on strong product mix and pricing. Mercedes-Benz sold 2.5 million cars and vans in 2020 according to their annual report for 2020. The revenue amounted to 154.3 billion euros and EBIT increased by 53 percent to 6.6 billion euros. The liquidity in the industrial business was 17.9 billion euros at the end of the year (Annual report, 2020).   
[bookmark: _Toc80291831]Definition of communication 
Shannon and Weaver’s Model of communication dates to 1950s, they defined communication as a process in which an individual mind used messages to influence another individual (Corman et al. 2007).
 .
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[bookmark: _Hlk77374406]Figure 1. Shannon and Weaver’s Model of Communication.
The model presumes that there is an information source, in the case of marketing it is the company, that has a message encoded by a transmitter. The medium of transmission in marketing would be the advertising. The transmitter converts the message into a signal which is sent through some channel, in marketing the channel is the methods used for advertising, during which time it may be degraded to some extent by noise. At this stage, the noise can be related to too many other adverts by other companies which is distracting the customers focus. The signal enters a receiver who is the customer, who decodes it back into a message, which arrives at the destination. The purpose of the message is to manipulate the receiver in this case the customer, to understand the information in the same way as the source, if not then at least change their attitude.  
[bookmark: _Toc80291832]Definition of Integrated Marketing Communication 
It has always been important for successful organisations to integrate and attempt to present a consistent message across the existing promotional mix elements. This has become very challenging with the multiplication of media channels over the years. Integration and management of different messages targeting to represent a single and unique to stakeholder groups has become more important and more difficult to accomplish.  
The concept of IMC (Integrated Marketing Communication) can be traced back to 1970’s however, the first study on IMC was carried out in 1991 by Schults. Researchers believe there are many definitions and interpretation of IMC therefore it is not possible to agree on a universal IMC definition. After reviewing the previous literature and the current definition of IMC researchers have concluded all IMC definition to five crucial attributes:
· There should be an affect on consumer behaviour from the communication effort.
· Start with consumer first approach when developing a communication strategy.
· It is a necessity to have a well-established relationship between the customer the company.
·  Integrated into the strategy there should be contact points included in all communication activities.
· Synchronization between the communication disciplines is needed to create a competitive brand. 

It is believed technology can affect IMC from both sides, from consumer and marketing prospective. Technology aids for consumers to connect and communicate with each other and it facilitates to establish relationship with individual consumer and the company. Integration has become paramount due to the globalisation and the interdependency between countries (Kitchen and Burgmann, 2010).   
[bookmark: _Toc80291833]New promotional strategies 
Daimler Group and Mercedes-Benz practice social responsibility by actively participating with volunteers in projects in local and digital campaigns as well as other green activity projects. This has helped to raise awareness of the brand however they can do more for the younger community. The company can donate or sponsor towards educational institutions in deprived areas, this will build awareness of the brand especially with the consumers who want more from their brand than the actual product. 
The company can promote their brand to smaller companies who use vehicle for work. Driving Schools and Driving Instructors can be approached to promote and advocate for the brand by giving them discounts and incentives.  The promotional strategies mentioned can be advertised online on the company’s websites, tweeter, Facebook, and Instagram where they have mammoth followers. Brand can be promoted in New Driver magazines. Offline promotions can also be applied with the above recommendations. Educational Institutions can be visited in person by company representative, driving schools and instructors can be approached near DVLA Driving Test Centres or Practicing grounds.  
[bookmark: _Toc80291834]Keller’s Customer-Based Brand Equity Model 
Brand equity implies to a value premium that a company produces from a product with a distinguishable name when compared to a universal equivalent. Brand equity can be created for the products by making easily recognizable, memorable, superior in quality, reliable and safety. Companies sometime use mass marketing campaigns to create brand equity. Customers are willing to pay a high price for products when a company has a positive brand equity, even though the customer can buy the same product from a competitor for a lower price. In effect consumers pay a price premium to do business with a company they know and can trust. Generally, the company with brand equity does not pay higher expenses to produce and bring to market the product than its competitors, therefore, the difference in price on each sale is the company’s profit margin. There are three main components to brand equity: consumer perception, positive and negative effect, and the result value. The perception a consumer holds about a brand can have a direct result in either positive or negative effects. When the brand equity is positive the company, its products and its stakeholders can benefit however if it is negative the company can see loss of profit and that would be result value (Investopedia. 2021).      
Professor of Marketing Kevin Lane devised the best know Customer-Based Brand Equity model (CBBE model). It is pyramid shaped upward moving towards the apex. Many companies use this model due to its simple brilliance of easy to tell what stage the brand is at and what the company needs to move higher. The pyramid shaped model has four levels: Identity, Meaning, Response and Relationships. It is important for the company to build a strong foundation, the identity, to build a brand.
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[bookmark: _Hlk79799991]Figure 2. Keller’s Brand Equity Model (Mindtools.com. 2021)
The first level is identity. Defining the brand, its benefit and the key messages needs to be conveyed and made aware to the consumers. The brand must stand out, customers recognise it as well as be aware of it. It is also important to make sure the consumers understand, and image is what you want it to be. Mercedes-Benz identity is its quality, prestige, safety, and its engineering of the cars. NHS was using Mercedes-Benz van for business fleet; however, it was seen as something of a luxury and were seen as unnecessary expense. Questions were raised as to if the taxpayer’s money was used wisely and efficiently. Mercedes-Benz Story catchers change the dialogue to up front sale cost to lifetime value by sharing real customer stories. The change of communication saw “Keeping Business Moving”, this served as a mission statement as well as customer promise. NHS and its sector selected Mercedes-Benz vans for its added value service the brand provides and for the reduce unexpected costs (Marketing Week. 2021).   
The second level is meaning, this goes beyond the benefits, the quality and price. It is what the brand means and what it stands for in terms of performance and imagery. Performance relates to products primary characteristics and features, product reliability, serviceability, durability, and service effectiveness. Imagery related to how the brand has met the consumers need on a social and psychological level. This can be gained through the consumers own experience with the product, or target marketing and sometimes through word of mouth.  Meaning of the brand can be built around other factors for example if the brand is environmentally friendly, do they excel in customer service and do they support any social cause when consumers buy. Mercedes-Benz are well known for its serviceability, reliability, and durability of its product and to meet the social needs they have signed agreements to use renewable energy for all their plant factures by 2029. To meet consumers social and psychological needs Mercedes-Benz lifestyle has many different features from journeys, road trips and digital travel guides, fashion to fitness and Mercedes me Magazine and She’s Mercedes. Featuring strong women who adopt new perspectives and thus change the world. Lives of strong personalities who share their extraordinary and inspiring stories with the Mercedes-Benz community are shared. Some of the people featured are Susie Wolff, Mike Horn, Alondra de la Parra, and Roger Federer to extend the brand image of nothing is impossible.
Third level is response to the brand, and it falls into two category judgement and feelings. Judgement is made on credibility, quality, consideration, and superiority.  Brand response is also about how it makes a consumer feel directly or emotionally, these feelings can be positive for example: warmth, security, fun, excitement, social approval, and self-respect. Once consumer has purchased Mercedes-Benz car they feel a sense of achievement, success, safety, and security is also present at this stage.   
Resonance and relationship sit at the top level of brand equity.  This level is the most difficult and most desirable level all brands want to reach ultimately. When the consumer feels a deep, psychological bond with your company then you know the brand has reached that level. Keller has broken resonance or relationships into four categories; behavioural loyalty, attitudinal attachment, sense of community and active engagement. The strongest category is active engagement of brand loyalty. Although the consumer has not made any purchase or consuming it, they are still actively engaging with the brand through participation in online chat, joining clubs related to brand, marketing rallies or events and following the brand on social media (Mindtools.com. 2021). Mercedes-Benz has many ways to keep existing and new consumers engaged, be it the AMG Driving Academy or of many exciting classic-car tours Mercedes-Benz events holds to facilitate driving enjoyment, power, and dynamism.
[bookmark: _Toc80291835] Advantages and disadvantages of Keller’s Customer-Based Brand Equity Model 
The advantage of the model is that it can be used and reviewed as a means of tracking how marketing communications can create powerful, active loyalty relationships and affective brand equity with the consumer. The strongest brand excels in all 6 level of the brand building block therefore businesses can use this as a guide for brand success. Brands that reach the top level of resonance and has built relationship with consumer will benefit with greater price premiums, a more efficient marketing programmes and consumers who are willing to advocate the brand.   
It is perceived feelings do not play a role in the industrial marketing context and resonance can be modified to be more relevant, this is one of the disadvantages of the model. It is suggested company representative play a vital role in building brand equity therefore, there is a need for this human element to be recognised (Remy, 2013).   
[bookmark: _Toc80291836]The Customer Journey 
Companies are not installed to naturally think about their customers journey rather they are installed to maximise productivity. They are equipped up for transactions and not journeys. According to Nicolas et al (2016) there are six critical actions companies can take to manage customer experience journeys:
· Step back and from customers point of view identify the nature of the journey customers take.
· As customers move through the journey, understand how they navigate across the touchpoints.
· During each part of the customers journey anticipate the customers’ expectations, needs and desires.
· Construct an understanding and define what is working and what is not.
· Priorities the most important gaps and opportunities for the improvement of the journey.
· Begin to deal with fixing the root-cause issues and restructure the journeys for a better end to end customer journey experience.
The amount of time the company takes to identify journeys, understand performance, and restructure the experience can vary from company to company. For fixing few obvious problems top-down problem solving can be sufficient. For companies that want to transform the overall customer experience may use a bottom-up effort to create a detailed road map from start to finish. The whole process can last for months but the reward is well worth it as it will give management clarity on which aspect to prioritize in (Nicolas, 2016). 
[bookmark: _Toc80291837]Customer decision-making process. 
There are mainly five stages in customer decision-making process. 
· [bookmark: _Hlk77242122]Customers recognise the need through actual state or desired state. 
· Information research. Source of information can be obtained from commercial source, personal source, and public source.
· Evaluation of alternative. Customers may need to consider the size, price, quality, and brand.
· [bookmark: _Hlk77244659]Customers decide to purchase.  They may consider instore purchase or online purchase, customer service, location of store and recommendation made by friends and family. 
· Post purchase evaluation. Customer may consider the process of return of goods if faulty or if they have changed their mind about the purchase and the post purchase services available.  
It is critical for companies to obtain knowledge of consumer buying behaviour and understand the psychology of how customer feel, think, justify, and select among brands, product, and retailers. Consumer’s environment, motivation, and decision-making strategies of diversifying between products can also influence consumer purchase behaviour. Previous scholars were proposing general theories including extended frameworks in the realm of consumer behaviour. However, with the advance in science researchers are investigating neuroscience. New trend of marketing is advancing with neuroscience, an investigation of how human’s brain works and reacts to marketing stimuli is the way to future marketing for high end products. With the changes in consumer behaviour over the years, consumers want an interaction which involves all their senses, to be offered a range of touch points and an entirely new experience. In addition, consumers want more from the brand they purchase and something greater than the product they purchase. Consumers are moving to carrying for global resources and the community therefore, they want to know the brands they purchase are doing the same (Stankevich, 2017). It is essential for companies to take into consideration the characteristics of current Millennials generation. Millennials generation is the key audience in social media however they are not easily influenced by social media. According to a research study 48 percent claim they are not influenced by social media in their purchase decisions. Millennials do consume content on various platform through multiple devices but are highly influenced by what their friends think. It is important for marketers to understand how this demographic consumes information and how to appeal to them with the right marketing message (Johson, 2014).  
[bookmark: _Toc80291838]Customer Touchpoints for Mercedes-Benz
Customer touchpoint is created every time the customer or audience interacts with a brand or service. All the touchpoints below are used by Mercedes-Benz customers to interact and gain knowledge of brand. 
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Figure 3. Customer touchpoints (Smart Insights. 2021). 
[bookmark: _Hlk79950796][bookmark: _Hlk79951403]Daimler Group and Mercedes-Benz are using cloud-native platform and software development to better serve their customers. After identifying the disconnection between departments in sharing or using customer data, the company made some improvement where the outcome was better customer experience. Initially customers were navigating through three disconnected web properties: the product focused website, the online customer portal, and the lifestyle-focused site. All three sites were supported by different platform therefore when a customer visited product site then the customer portal, the continuity experience was not visible. To simplify and improve its customer journey the team has worked diligently to develop a web platform and common foundation for data sharing (Tanzu, 2021). 
[bookmark: _Toc80291839]Customer Journey Map of Automotive Industry
It is important to provide an enjoyable customer experience for any company, but it is especially important for luxury and high-end products and services. Daimler Group and Mercedes-Benz anticipate their customers expect the customer journey to be smooth and pleasant as a drive in the brands car. Customer journey map is a visual representation of every experience the customer has with the company. There are many benefits of a customer journey map however to name a few, it looks at it from customers perspective, the process can help to identify strengths, weaknesses, and area of developments. Most importantly it identifies the common customer pain points. The diagram below is a customer journey map of automotive industry.
[image: Chart, line chart

Description automatically generated]
Figure 4. Customer Journey Map in purchasing a car (Bauer, 2021).
There are three phases in customer journey map: pre purchase (sale-phase), purchase phase (sales phase) and post purchase phase (ownership phase).
Pre-purchase
Pre-purchase is the first phase in customer touchpoint. At this stage all types of interactions are covered by consumer associated with brand, category, and the environment of the company before deciding to buy. At this phase Mercedes-Benz customers have the option to use online configuration tool to build the car of their choice and dreams. Test drive of vehicle can be arranged at the local retail showroom to facilitate the customer, where a salesperson is available for face-to-face interaction.  
Purchase phase
Purchase phase is the second stage where customer has made the decision to purchase. Interaction of choice, ordering and payments takes place, and the vehicle is handed over the customer. Having a smooth process for transaction is important. Customers who are satisfied in the first phase with the brand will move to this phase. For Mercedes-Benz at this phase, it is important for them to have the data of the configuration of the customers dream car from the first phase. This will make the process easy for the customers when they interact with the sales associate. However, if the sales associate did not have the information of the customers previous experience, then the customer would feel they have wasted their time and if experience like this occur over the customers journey, the customer will be less satisfied and are less likely to make a purchase.  Daimler Group and Mercedes-Benz understands an effective customer journey requires cross-functional collaboration (Tanz, 2021).   
Post-purchase
[bookmark: _Hlk79950270]Post-purchase stage is the interactions by the customers with the brand and company after the purchase. In this phase after sale service takes place, service appointment is booked, car dropped off for service, service consultation takes place and then the pickup of the vehicle. Daimler Group and Mercedes-Benz have created platforms and social media to keep customers engaged with the brand, for example they have She’s Mercedes, Fusion Travel, Classic Magazine, Mercedes Me Magazine and Studio Odeonsplatz. Keeping customers engaged after sale is important for the company for future repurchase and for the customer to be an advocate for the brand to their contacts and families. 
[bookmark: _Toc80291840]Strength and weakness of the customer journey.
One of the strengths of the customer journey for automotive industry is the customer can have customer consultation pre purchase however, the pre purchase acquisition does not consider other methods, it only considered the virtual methods of acquisition. Customers can gain information before purchase through live car show events, magazine and from friends and family who owns a model of the brand. 
Mercedes-Benz are efficient with their after-purchase repair and servicing of the vehicle, but the customer journey does not represent the steps pre repurchase. Before repurchasing step another step could have been included for customer satisfaction/feedback of purchase.       
[bookmark: _Toc80291841]Total Engagement Model 
The success of a business largely depended on customers purchasing the product or services. However, if the business went further from encouraging this one of purchase from customers to engaging them, the business performance will increase as well as sales and growth. To create customer engagement the business must have certain key elements in place. The diagram below shows the key elements for total engagement.
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Figure 5. The Total Engagement Model (Roberts, Alpert. 2010).
As mentioned earlier in the report customer expectation and behaviour is changing and they demand more from companies, therefore every communication and customer interaction should be fully leveraged, adjusted, and treated as an opportunity to engage customers. It is essential to ensure all interactions with the customer must be consistent and work together to accomplish this objective. An example of Daimler Group and Mercedes-Benz online platform touchpoint was discussed in the report earlier and how they ensured all departments worked together and had access to customer data for smooth transaction.  To deliver a distinct value proposition and customer experience to engage customers it is important to empathise on brand and internal culture. The brand should consistently communicate the value proposition and the internal culture via engaged employees should provide planned customer experience which is the key enabler in delivering a distinct value proposition.  
Daimler Group and Mercedes-Benz advertise their brand in many ways to engage their target segment market. The promise is prestige, safe and quality engineered car.  Their promises are on their customer experience and warranty on their products. The company facilitates for their customers to build their dream car on online configuration tools to ensure they get exactly what they ask for. The internal culture of the company is vital for the Group success therefore the company has many training programmes in place for staff for long term competitive advantage. There are many challenges associated with the transformation and the changes in the external environment therefore it is extremely important to have a respectful and trusting relationship between the workforce and the management (Daimler Sustainability Report, 2020). The company has open dialog with the management and the employees. As Maslow’s hierarchy of needs indicate when employees’ basic needs are met, they perform better. The company has put in place measure for the employee’s job security during these difficult times showing gratitude towards its employees, this will encourage the employees to do more for the company and look after the customers in turn generate growth and profit.     
[bookmark: _Toc80291842]Conclusion
[bookmark: _Hlk80289412]The objective of this report was to critically appraise how Daimler Group and Mercedes-Benz can create innovative marketing strategies to raise awareness of the brand, manage and evaluate the customer journey across a variety of communication channels with the focus of fulfilling the current and future stakeholders’ expectation. At the start of the report an introduction was provided of a successful and worldwide car manufacturing company. A definition of communication and of Integrated Marketing Communication (IMC) was provided. New promotional strategies for the company were suggested. Keller’s Customer-based Brand Equity model and a critical analysis of the model was conducted. Furthermore, customer journey and customer decision-making process was discussed following with customer touchpoints for Mercedes-Benz. Customer Journey Map of Automotive Industry and the steps pre purchase, purchase and post purchase was discussed furthermore the Customer Journey Map was critically analysed for its underperformance. Total Engagement Model was discussed and the importance of having customer value proposition.    
[bookmark: _Toc80291843]Recommendation
After critically analysing the company’s touchpoints and the customer journey map, it is believed the company can further create innovative marketing strategies to raise awareness of the brand among younger community members and smaller companies/self employed who use vehicle for conducting their business. The brand can build a reputation within the community by donating a percentage of the profit to younger people in deprived areas in particular the education sector for a better future. Furthermore, they can promote their brand to smaller business for example Driving instructors who use vehicle to teach people to drive. By offering them incentive to use and buy the car the instructors will be promoting and advocating the brand to the people they teach which can result to new drivers buying a car after they pass their driving test.   
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