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Introduction
Customer behavior and expectations are changing frequently so it was difficult to predict for the company regarding their needs and wants in the future. The customer’s satisfaction is important for the companies but it can be met when their needs and desires are understood by the company effectively. To attain the maximum customer satisfaction it is important to focus on the end to needjourney of the customers instead of past methods where companies focuses on the individual touch points(Garczarek-Bąk, 2016).The chosen company for the report is Tesco which deals in the super markets and provides product at the lower prices. In this report the innovative marketing strategies Tesco has adopted for raising their brand awareness will be stated. It is important to meet up the current and future stakeholders expectations so the customer’s journey across the variety of communication channels will also be stated in this report.
Customer satisfaction is important for any companies as it helps in creating brand credibility, acquires new customers, helps in determining whether the products and services which are offered are working well or not, helps in knowing what needs to change or modified and helps in driving the business (Tse, et al., 2016).When the companies share positive experiences with them through correct communication channels then it helps in satisfying the customers.
Touch points: Where Channel Meets Device
Earlier the company focuses on touch points of the customers to satisfy their needs and wants. For Example email is the channel which is linked with mobile phones or tablets and meets the device where customers may contact. Earlier the technology wasnot much expanded so people used such communication channels to meet up the requirement of the customers and to even deal with their queries and feedback (Melis, et al., 2015). The organizations are focusing on the touch points as it is logical and easy. There are many companies who has set up their operations with the existing process and technologies to deal with the individual interactions in the context of commerce or service and marketing.
According to the author, the potential customers across the new channels stay in touch with the companies if they are managing the journey of the customersand no just individual touch points. There should consistency of the services and positive experiences given to the customers across the new channels, applications and devices to satisfy them (Yang, 2019).
Focusing on Customer Journeys
In the recent years to fulfill the customers’ expectations it is important to focus on the journey of the customers which include several things such as experience before, after and during the product or service. Every customer has different journeys as per their meets are fulfilled such as to can be touch points, long or stretched across the different communication channels. The customers get attracted to the company’s when any technical issues are resolved on time our new product or services are offered frequently so it helps in bringing the new customers (Fanderl, et al., 2016).
The business environment is competitive and new technologies are revolving so it has become more complex for the companies to satisfy the customers. When there is only on touch point or interaction point then the risk damaging on the macro or cumulative level can be forgive. Customer retention is also important for the companies to attain the profitsand brand image in the market so by solving the problems of the customers on time the company can retain the trust off the customers (Peeroo, et al., 2015). The companies need to change their culture and mindset towards the holistic and strategic approach so that company can manage the customer experiment journey in more effective manner.
Customer Communications Management Must Adapt
The organization should adopt the effective communication with the customers so that long lasting relationship can be build and if there is any queries it can be resolved. CCM is the software which is used by the companies to send out letters, forms, legal notices, statements, disclosures, etc. It is considered as the best tool and also known as the integral part of the customer experience. There are variety of the platforms in which business communication are done such digital media, print media, television, etc.  Which helps in advancing the customer experience with the use of automations (Inversini, 2017). There are wide range of media in which the communication are done by the companies such as digital media, print media, email and web pages, etc. which helps in increasing the social activities, promoting the customer engagement and helps in advocating the customers regarding the products and services.
How your chosen organization can create innovative marketing strategies for raising awareness of the brand as well as managing and evaluating the customer journey across a variety of communication channels to ensure current and future stakeholders’ expectations are fulfilled.
Tesco innovative marketing strategies
Tesco marketing strategy is also focus on end to end customer journey. The company focuses on attracting the customers by offering them the lower prices and making extensive use of media advertising and printing which helps in engaging the customers. Tesco is the market leader of UK so they marketing strategy is the promotion and advertising in the market to bring more customers. There are many promotional channels which are adopted by the Tesco such as television ads, social media sites, hoardings, etc.(Tse, et al., 2016). Tesco innovative marketing strategy also includes large extent of discounts and offers to the customers helps in raising the awareness of the brand.
The world has become digitalized these days so it helps the company in promoting their products and even satisfying their customers through the use of social media sites. There are many social media sites are used by Tesco Company for the communication such as Facbeook, Twitter, Instagram, etc. which helps in creating the brand value for the company and also increases their profitability.
Marketing mix strategy of Tesco

Product: The Company Tesco provides wide range of the product which includes financial services, clothing, electronics, etc. The company deals in the grocery productsand even started providing organic products which helps in increasing their sales (Wood, et al., 2016). The company made the effective marketing strategy as people raise their concerned towards the organic products so company start dealing in that and capture the great market share. The company has its own factories which they create fine quality brand. The company deals in the several products such as bananas, berries, coffee, fresh beef, corned beef, cocoa, coffee, chickens, eggs, etc. The company deals in the products such as supermarkets, hypermarkets, convenience store, and superstore.
Place: The major areas in which the company serves are UK, Ireland, Slovakia, Czech Republic, Hungary, etc. the company has two main channel of distribution which includes online and offline. The company have many stores over 100 across the country. There are six kind of stores the company in the offline store which includes Tesco Metro, Tesco Extra, Tesco Express, Tesco Home plus, Tesco Compact and Tesco Superstore (Yang, 2019). The company has their official websites where they used sell the products and services to its customers. The company has around 7000 stores in many countries which carry wide range of the products include merchandise, groceries, etc. under the one roof.
Price: The Company offers the products at the lower prices. The company has adopted the cost leadership strategy where the company has offers the good quality of the products at the minimum prices. One of the major pricing strategy the company has adopted is that they offers discounts and other offers to their customers. The company has lower prices more by cutting down their promotional expenses (Peeroo, et al., 2015).The company has launched food brands at the lower prices. The profit of the company as affected with lower prices but the company has the strategy of price promotional strategy in which they provide extra discounts to their loyal customers and increase the sales.
Promotion: The Company Tesco has the effective marketing and promotional strategy due to which they have become the market leader in the UK. The company has adopted the promotional sites such as social media which is one of the major tactics which helps in attracting the large base of the customers. The company has improve its brand image by adopting different promotional activities such as offering promotional discounts, advertisements, sponsors charitable events, sale strategies, etc. (Wood, et al., 2016).
The promotional activities of the company is mainly focused on the low prices so it attracts large base of the customers. The company also uses different promotional channels such as charitable events, hoardings, television ads, offers like buy one get one free, etc. The company also has made the effective promotional strategy where they get personalized offers and discounts. The company has strong digital marketing strategy where the company sells its product online and engages with the customers through promotional campaigns, online ads, social media marketing, etc. (Yang, 2019).



There are several innovative marketing strategies the company has adopted which has stated below:
Use of social media: Social media is used by the Tesco such as Facebook, Twitter, Instagram, etc. which helps in building the strong relationship with the customers. The company has use social media which helps in reaching to the large number of audiences, creates the organic content and also hellos in making the direct connection with the audiences. The company also evaluate the performance through social media by ascertaining the customers respond to the companies. With the help of social media the company has built the strong brand image and also helps in driving the traffic to the websites(Rosnizam, et al., 2020).
Online marketing: During the Covid-19 where the company are facing the issues of losses and market share, the company has adopted online marketing which helps in proving the products and services online to the customers (Munusamy and Wong, 2008).Online based technologies and internet are used by the company so that they offer the product and services to the customers. There are the restrictions and lockdown due to which the customers does not visit to the stores easily but the company has offer the online services where they are delivering the product and services at home which helps in increasing the sales and enhancing the profitability.
Offering promotional discounts and offers: Tesco has adopted the effective promotional strategy in which they offers discounts and other extra benefits to the customers such as buying one get one free which helps in attracting the customers and resulted in increasing the market share, profitability and brand image in the market. Tesco uses sales promotion which helps in creating the differentiation, greater revenues, sources of information and helps in focusing on the effective marketing approach (Palmer, et al., 2014).The company has boost their brand visibility and attain the customer loyalty by offering such discounts. The company has also retain their customers by adopting this promotional strategy and it helps in promoting better relationship with the customers.
Email marketing: The commercial messages are send with the help of the email marketing. Email marketing is the effective Tesco Company uses the email marketing so they have higher conversion rates which helps in targeting the people. Tesco has built the credibility with email marketing (Klein, et al., 2020). The company has boost up their sales, strengthen their relationship with the customers. Email marketing also requires minimal investment and helps in capturing the large number of audiences so it is one of the major benefit to Tesco. The company has retain the customers through email marketing so it helps in growing the business and learning about the audiences well. The company can respond to the feedback of the customers easily which helps in improving the customer experience and helps in providing the satisfaction to the customers.
Tesco managing and evaluating the customer journey across a variety of communication channels
The business environment is competitive and there are many companies which are dealing in the groceries and merchandise so it was difficult for the companies to evaluate the customer journey across the variety of the communication channels. It was difficult to manage the customer journey as the customer behavior and expectations are changing frequently. It was predicted that there are 75% of the customers which expect the help within the 5 minutes. There are official app of the company so 70% of the app users prefers added functionality. The use of online marketing has enhanced so young generation buys less from the store and older generation buys more from stores of the company (Ascher, et al., 2018). There are many consumers which are using comparison apps for the consumer good for finding best products. The social marketing also have the great impact on the consumers as people trust online reviews and also take personal recommendations. The customer journeys are also difficult to predict as there are many consumers which are concerned towards their privacy so they don’t believe in the online transactions and tries to buy the products from the offline stores.
Tesco managing and evaluating the customer journey across a variety of communication channels in the effective manner which has stated below:
By considering the customers point of view
The company Tesco manages its customer journey by considering the point of view of the customers. Every customers has different point of view regarding the products such as rich people considers the higher price as the premium product whereas lower class people prefers the products at the lower price (Peeroo, et al., 2016).It has been analyzed by the company that the demand fore lower price products are higher in the market so the company starting serving that. The company has also manages the customers journey effectively as they started dealing in the organic products which are majorly demanded by health conscious people so as per the customers point of view only the company has started changing themselves for satisfying their needs.
By understanding the customers navigation
The company Tesco is well aware regarding the customers habit of doing the navigations of the products. The company has remain the fixed prices at the store so that no navigation can be done. The company has attracted their customers and satisfied them by offering the products at the discounted rates or by offering great offers such as buy one get one free which helps in satisfying their needs. By offering such navigations to the customers the sales of the company get increased so it helps in increasing the profitability (Müller-Lankenau, et al., 2006).By offering such navigations there are many people who reaches to the store and get attract edwith such offers.
Anticipating the customers’ expectations, needs and desires
The business environment is dynamic and customer’s demands are changing frequently so it was difficult for the company Tesco to understand the needs, expectations, desires of the customers. The customers preferences are changes with the time as earlier they want the products at the lower price but now the customers prefers the products which are healthy and good in quality. The customers shopping desires has changed as earlier they wish to buy the products through the stores but now the shopping of the products are done through the online websites majorly (Ma, et al., 2010).The customers expect better offers at the affordable prices so the company Tesco has adopted all the changes with the time so that they can satisfy their customers and can do the effective marketing. The company Tesco started dealing in the online sales which helps in enhancing their profit during the Covid-19 so the company has always anticipated the needs expectations and desires of the customers.
By understanding what is working or what is not
The company Tesco also evaluates what is working and what is not by doing the monitoring of their product and services which helps in saving the cost of the company and helps in satisfying the customers(Maechler, et al., 2016).The things which are working effectively to the customers and customers are buying it on the frequent basis are continue by the company but the things or the product which are not working effectively and the customers don’t like it buy more are removed by the company or improved by the company with better alternations so that their sales in the market can be increased and customer satisfaction can also be achieved.
Priorities the gaps and opportunities of the company
There are several gaps in the product and services of the company which needs to be fixed on so that customer’s journey can be enhanced. The opportunities which are identified by the company should be used in the effective manner so that customers’ needs and wants can be met. The company was earlier not serving the facility of online sales but they have grabbed this opportunity and start dealing in the online sales which helps in reaching to wide range of the customers and helps in maximizing the customer satisfaction(Peeroo, et al., 2016). The opportunity of online sales has increased during Covid-19 which helps in increasing the sales and profitability. There was recession in the economy but the company has attained the good market share with the online sales so it helps in enhancing their overall efficiency and profitability.
Fixings root cause for better customer journey.
The major root cause in retail sector was the effective marketing strategy so the company Tesco has fixed this root cause by doing the promotion and advertising of their products and services through digital marketing. The better customer journey is served by the company Tesco by fixing their root cause (Palmer, et al., 2014). The customer’s wants that their queries or feedback should be taken seriously so Tesco has responded the feedback of the customers frequently so that they can be feel happy and secure. The company also retain the customers by fixing their root cause so it helps in enhancing the company value in the market.
Conclusion
From the above report it was concluded that Tesco has the effective marketing strategy and they also manages their customers effectively as they have become the market leader of the company. The company provides product and services at the lower cost which helps in getting the maximum satisfaction of the customers. The company has focused on end to end journey of the customers where they have connected with the customers through online marketing. The companies need to change their culture and mindset towards the holistic and strategic approach so that company can manage the customer experiment journey in more effective manner. There are many social media sites are used by Tesco Company for the communication such as Facebook, Twitter, Instagram, etc. which helps in creating the brand value for the company and also increases their profitability.
The company also uses different promotional channels such as charitable events, hoardings, television ads, offers like buy one get one free, etc. The company also has made the effective promotional strategy where they get personalized offers and discounts. The company has strong digital marketing strategy where the company sells its product online and engages with the customers through promotional campaigns, online ads, social media marketing, etc.(Rosnizam, et al., 2020). The company has also manages the customers journey effectively as they started dealing in the organic products which are majorly demanded by health conscious people so as per the customers point of view only the company has started changing themselves for satisfying their needs. The opportunity of online sales has increased during Covid-19 which helps in increasing the sales and profitability. The company has attracted their customers and satisfied them by offering the products at the discounted rates or by offering great offers such as buy one get one free which helps in satisfying their needs.
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