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[bookmark: _Toc77998015]Introduction
	With the rapid development and innovation in computer markets, companies are focused to attract a maximum number of customers. At present, companies have a strong focus on customer demand and satisfaction and work on customer touchpoints. The more focus on the fulfillment of customer demands may divert the attention of the company from important issues related to durability and customer’s end-to-end journey. The present study is aimed to analyze the marketing manager of Microsoft Inc. which is a global leader for innovation and technology development. The study presents how Microsoft can create innovative marketing strategies for evaluating customer’s end-to-end journey and managing brand awareness across a variety of communication channels to ensure that the company will fulfill the present and future expectations of stakeholders. 
[bookmark: _Toc77998016]About the Company
	Microsoft (Microsoft Corporation) is the largest multinational software company for various kinds of computing equipment including personal computers, game consoles, PDAs, and mobile phones. Microsoft manufactures some accessories for personal computers (keyboards, mice, etc.). The company is headquartered in Redmond, a suburb of Seattle, Washington. Microsoft of the 21st century is a multinational company that is a leader in the production of software for various kinds of computing equipment (Bagnied, M., 2021). Initially, the company was called Micro-soft, with a hyphen, which was an abbreviation for English. 39 years have passed since its founding, and now not a single solid rating can do without the Microsoft brand. Microsoft is developing in several directions at once. The range of the company's products is wide enough; these are network and desktop operating systems, various office applications for users, "online" programs and games, tools for working on the Internet. In addition, the company produces peripheral equipment for personal computers, publishes books on computer topics, etc.
	The Windows operating system is the most popular operating system in the world! Perhaps this is the most famous Microsoft product. In the third millennium, according to information from the Net Market share resource, about 90% of all PCs in the world are running Windows operating systems. The emergence of the MS-DOS operating system and the Windows graphical interface was one of the key evolutionary milestones in the computer industry, pioneered by Microsoft. Throughout its history, Microsoft has released more than two dozen different Windows, divided, depending on the functions implemented, into several groups (families). Most of us are familiar with Windows 95, 98, XP, and now the 7th, 8th, and 10th versions of the popular operating system.
[bookmark: _Toc77998017]Mission and Vision:
	Microsoft's mission is to empower everyone to achieve more. The company does this with the help of technologies, services, products (Chen, Y., 2017). The company believes that people need to be empowered and used across different technology platforms. The mission statement of the company is:
	“To empower every person and every organization on the planet to achieve more.”
The vision of Microsoft corporation is:
	“To help people and businesses throughout the world realize their full potential.”
[bookmark: _Toc77998018]Definition of Communication
There are a lot of definitions given to the communicative process. According to the definition by I.A. Richards, communication takes place when one human consciousness acts on its environment in such a way that this influence is experienced by another human consciousness, and in this other consciousness an experience arises that is similar to the experience in the first consciousness and is caused to some extent by this first experience. Although this definition is classical, it is suitable for the modern communication process. The development of communications and information has led to the emergence of the phenomenon of mass communication, and interest in the human component of production activities raised the issues of communication in the field of management. One way or another, communication problems are faced by specialists in many branches of human activity.
One of the important factors behind the success of a company is correct communication in business. One of the most important criteria for managers to perform all the basic management functions in a company is the need for effective communication. Communication which acts as a backbone for every successful organization is known to be of great value in promoting the motivation factor of all the employees in a company. Effective communication acts as a prime source of information for the organizational authorities during any critical decision-making process.  Achieving the set goals, solving issues, or obtaining the desired result is possible only if correct interaction is ensured for the exchange of information, knowledge, and activities. Depending on the means of communication used, the characteristics of the subject of communication can be interpersonal or carried out using specialized devices, information technologies. In the second case, timely maintenance of computers and other means of communication is important. 
Written communications, as a form of communication with strangers, make it possible to ensure the ease of perception of the information offered by the company. Business correspondence can be carried out in the form of requests, offers, refutations, demands, congratulations, and so on. The design of letters, which today are usually sent by e-mail, is carried out following the topic and direction. Courtesy formulas are required.
Public speeches, webinars, seminars, videoconferences are types of communications that have significantly changed the principles of business functioning and have significantly reduced material costs. The secret of the company's financial well-being is the organization of information and advertising seminars, exhibitions, which allow not only to present the company's products but also to explain in detail its advantages, as well as to emphasize the professional image of the company (Kurbanova and Kalimullina, O.V., 2018).
For many firms, holding frequent meetings or conferences with shareholders and other stakeholders can be an excellent way to build external relationships that will attract the necessary specialists, investors, clients in the future. Also, faxes, posters, telegrams, etc. are integral elements of external communication. For each of the types of communication (internal and external) to be as effective as possible, it is necessary to avoid the main mistakes including inoperativeness, impersonality, non-systematicity, and monologue. Business owners working in certain niches need to know the methods of organizing various types of communication to improve the functioning of the company and the atmosphere within the company, interaction with customers, and partners.
	Communication is a complex process, especially for large organizations like Microsoft Inc., the communication models, represent the process that helps in understanding how communication works in a business by systematic representations. By using a communication model, general perspectives on communication can be breakdown from complex to simple processes. Communication is the process of transferring information from its owner (communicator) to its end-user (communicant).
[bookmark: _Toc77998019]Integrated Marketing Communications
The system of integrated marketing communications (IMC) provides for the development of a communication strategy after working with analytical material. It helps in consolidating the different marketing elements of communication such as public relations and the different advertising methods into a unique brand with information that remains consistent across the several channels and media that exists in the globe. Thus, PR goals are linked to the overall communication process. A communication strategy denotes the response that its creators want to receive from target audiences. At the same time, the communication strategy is implemented by attracting a wide range of marketing contacts (Kotler, Keller, and Hemonnet-Goujot., 2019). For example, if a communication strategy relies on positioning relative to competitors, then it can be aimed at solving the following tasks:
· Generating consumer discussion of our products.
· Evaluating our products against competitors' products.
· Positioning our brand concerning other brands.
Thus, the goal of the IMC is the development of a communication program that ties together all the efforts of the company's divisions and external partners to successfully achieve corporate goals. Working in the IMC mode presupposes the constant generation of ideas and their subsequent implementation through communication business technologies. At each stage of communicative activity, its research apparatus is activated. An agency specializing in IMC management analyzes research data and makes operational changes to the marketing communications process.
· Promotion (sales promotion), direct marketing (direct marketing)
· PR services (public relations)
· Branding (brand building)
Independent research strategies in the BCI format can develop along several trajectories. By trajectories, we mean the directions of research development in the course of implementing the IMC strategy (Patel, S.R., 2017). For example, the market trajectory allows you to determine the exact coordinates of the customer organization relative to other corporate actors (personalities). At the same time, the emphasis is placed, on the one hand, on objective indicators (market size; market segment occupied by this company; sales volumes in the long and short term, seasonal fluctuations), and on the other hand, on subjective indicators of the quality of marketing communications (relations with partners and suppliers; main competitors and their position). It should be immediately noted that from the point of view of managing integrated communications, it is more expedient to separate interaction with the consumer into an independent trajectory since this aspect requires a particularly careful approach. Using the market trajectory, we can successfully adapt universal BCI technologies for specific conditions of a particular industry; developing research along the market trajectory, we get a "topographic map" of the segment in which the organization operates; tracking the movement of the organization on its map of the market segment, you can quickly assess the success of the implementation of the IMC.
Accelerated market development requires the integration of not only channels, types, types of marketing communications, but also the methods and means used to achieve a common goal. Combining various marketing communications tools allows you to get a synergistic effect by combining the benefits of each component and the appearance of a new result, which each of the elements does not has integrated marketing communications separately (Cortes, Lin, and X., 2021).
More and more foreign (and in recent years, domestic) companies use integration opportunities in their marketing activities. The Promotion Marketing Association of America provides information on that; 60 out of 100 marketing executives consider technology integrating communication mechanisms as an important new tool development of the marketing strategy of the company.
Currently, the competition between manufacturers on a global scale is growing, technical progress is rapidly developing, the consumer has the opportunity to receive a wide variety of information from different sources. And in this field, enterprises began to need a more stable adherence of consumers to their products, to their image. From a marketing standpoint, this means that companies must achieve better results by improving the effectiveness of the marketing communications plan and budget.
In recent decades, new modern technical means have appeared in the study of consumer purchasing activity. In this regard, enterprises have the opportunity to segment target audiences more effectively, using new technologies to distribute marketing messages. At the same time, companies are under pressure to improve the effectiveness of their marketing communications programs. IMCs are the low-cost method of achieving marketing goals because they carefully assess the role of each component of the marketing mix. However, in parallel with the reduction in advertising budgets, many firms have increased the cost of using other marketing communications tools, mainly direct marketing, and sales promotion measures (Skosana, D.S., 2017).
Recently, there has been a tendency for consumers to lose brand loyalty. This is because the number of available goods is growing and at the same time measures to promote sales are intensifying. The unrestricted use of sales promotion measures encourages even the most loyal customers to expect special offers and price reductions from the company. This overstimulation makes it very difficult for companies to secure customer loyalty to their brand name. In this case, the factor of price becomes more important than the factor of the name of the manufacturer of the goods.
Therefore, many companies, to strengthen the consumer's loyalty to a particular brand, use more complex marketing programs than just advertising (Park, S., 2020), for example, direct marketing, PR, organization of special marketing events, etc. Moreover, the initiative to establish contact can or should come directly from the consumer. Shortly, these types of communications will supplement or even replace those types of mass communications that were used in the recent past or are used now. In this direction, many firms began to pay great attention to the use of the so-called relationship marketing (marketing relationship with the client). Using relationship marketing allows you to identify current and potential customers of increased value and tie them to your brand by giving each of them special courtesies. 
Most CEOs target marketing communications to meet the personal needs and desires of customers (Kao, W.H., 2020). Relationship marketing works well with IMC because a strong customer relationship program requires more than just advertising a product through the media. Its implementation requires the use of a fully integrated communication process. This should consider the peculiarities of all types of marketing messages and all aspects of the transmission of information about the company and its brand. An important role in the development of international marketing (Zhu, G., 2019). A distinctive feature of our time is the internationalization and globalization of market activities. Many companies have offices in many countries around the world. This complicates both the management processes and the formation of the company's image and distribution of its marketing messages. The IMC also helps in solving these problems. Thus, adopting integrated marketing communications in a company helps in establishing a well-focused marketing campaign that greatly targets a wide range of audiences. It also helps in building a strong trust and brand recognition among its customers and facilitates the company to generate huge profits and revenues.

[bookmark: _Toc77998020]Promotional Strategies That Company Can Use
	A promotional strategy is a vital tool that assists a firm to position its brand in a competitive market by showcasing the products, their advantages, and the services that are offered by the company to the customers. These promotional strategies are centered around the target audience, budget, and plan of action. In marketing, a brand is understood as a trademark that has a certain value in the eyes of the consumer. In the modern sense, a brand is a name, symbol, design, or a combination of these components; it is used to identify goods or services offered by a seller or a group of sellers, as well as to distinguish them from competitors  goods and services. The brand identifies the manufacturer or supplier of the goods, identifies them. However, not all brands are capable of becoming famous brands (Bejtkovský, J., 2020). At the same time, the tradition of assigning brand names to goods on the market, it is difficult to find an unnamed product. Labeled goods give buyers several advantages: they, not only information about the quality of the goods but are the guarantors of quality. 
Microsoft uses many different tools in the marketing arsenal, and branding is one of the most important: it helps a company or a separate product to differentiate from competitors, creates additional value, and increases sales in the long term. Every day we see a huge number of brands around us, some of which are known all over the world, others only in a separate region. Microsoft uses brand building technique that involves influencing the perception of different target audiences to guarantee consumers exactly what they want to see in the promoted brand. Microsoft’s brand personality is based on versatility, increased performance, and being business-oriented. Therefore, the modern theory of branding is a purposeful activity to create a positive image of a product, which is based on a combination of words, symbols, style solutions (corporate identity) to favorably distinguish a product from competing products (Dolata, U., 2017). Emotional associations arise among consumers when communicating with a brand since the brand does not belong to the company, but to the consumer. 
[bookmark: _Toc77998021]Keller’s Brand Equity Model
	Brand image is a characteristic of a brand from a consumer's perspective. To account for this position, a special term has been introduced by Keller, namely “customer-based brand equity” (Keller, 1993). Under the consumer capital of a brand, K. L. Keller understands the totality of ideas about the characteristics of a brand that arise due to the formation of knowledge about this brand and affect the attitude of consumers to the marketing complex of the branded product. The concepts of this model are simple and are focused on framing the right experiences that are centered around the brand. This causes the customers to develop a positive outlook towards the brand thereby enhancing the company to build a powerful brand. A brand has positive consumer capital if consumers are more receptive to a well-known brand and its marketing support than to an obscure product.
[image: ]
Figure 01: Keller’s Brand Equity Model
[bookmark: _Toc77998022]Advantages and Disadvantages of Keller’s Brand Equity Model
Keller’s Brand Equity Model provides a clear image of the brand, that can help to develop further strategies to overcome the weaknesses. The collective behavior of the customer and perception provides clear insight to the management to make informed decisions (Cruzes and Tøndel, I.A., 2018). Marketing became an easy task if the organization collects information regarding customer’s perceptions. Keller’s Model has come weaknesses, as Microsoft is a technology giant that has a well-established market mix strategy to cope with the changing customer expectations. Keller’s Model does not provide the degree of error in the management and marketing strategy of the product. The system can only guide the perception and interaction of the customers with the company, but the drawbacks are not covered in the overall results.  
[bookmark: _Toc77998023]Customer Touchpoints for Microsoft
	Touchpoints are moments of contact between a client and a company or a specialist, which influence the decision to start or continue cooperation, to purchase a product, or refuse it. These customer touchpoints play a key role in improving the business by assisting the company to make  better decisions. It also helps in identifying the experience of each customer during their business deals with a particular company. For Microsoft or entrepreneurs working online, there are several key touchpoints:
· Social networks pages, posts, reply to comments and messages of users, advertisements, guest posts, etc. 
· Site pages, additional materials (for example, webinars or "white papers"), comments, an online consultant, feedback forms, a call from the site, and contacts. 
· Email newsletter, and commercial offers. 
· Contextual and banner advertising, and search results. 
· Third-party sites containing information about the company. 
· Microsoft Stores
· Ways of communicating with clients: messengers, mail, phone, etc.
For online stores or services that cannot be provided remotely, online contact points always continue offline: telephone conversation with a consultant, meeting with an employee, delivery, service, maintenance, etc. To successfully interact with customers, you need to find all the touchpoints and highlight the important ones among them. Touchpoints do not work on their own; they form chains that are built for each business process. Missing touchpoints need to be identified promptly, which is especially important in a highly competitive market.
	The importance of touchpoints depends on the number of competitors, the size of the company, its market position, and customer loyalty. In the absence of competitors and a high uniqueness of the product, the detailed study of each point of contact is not as important as in the case of high competition. However, completely vacant niches and unique products are rarely found on the market. For most entrepreneurs, it is important what impression users get when interacting with a business. A significant factor in determining the touchpoints is the size and experience of the company. 
[bookmark: _Toc77998024]Microsoft: Customer Engagement and Experience
Technology is the major player shaping the experience of the customers. As global businesses are experiencing a changing expectation of customers each year. Different companies are developing new strategies to observe the client needs at each level of the customer lifecycle. Customer success is the major factor in the success of an organization, but these are moving targets that should be achieved on regular basis. Microsoft developed aggressively over the years, as the global market remained well receptive (Moravcikova and Kliestikova., 2017). Customer experience is the customer’s perception regarding your services and products. Microsoft uses a complex customer engagement strategy by engaging them with the continued development in each segment of production and services. the regular feedback system along with the periodic updates are the major technical strategies that help the organization to eliminate weaknesses and to improve its strength. 
Customer experience is the major factor that can be exerted by the organizations. The improved customer experience can overtake the price differentials. The customer experience is rated based on customer expectations along all touchpoints. To improve the customer, experience the organization should work coherently. Microsoft uses an integrated system that responds to any query promptly, the customer satisfaction is the key criterion at each level of administration. Consistent customer experience is a significant challenge that can only be managed through the integrated working of the individual departments with a single-scale key performance indicator system. 
Customer engagement is different from the customer experience, as it is an ongoing phenomenon that is consistent and emotional. Customer engagement is not a one-time experience, but it presents the overall experience of the employees. Customer engagement indicates the indirect, direct, online, and offline interaction of the customer with the Company; whereas the customer’s actions are also important to be noticed that include emailing, liking, recommendation, disliking, and buying. Satisfied consumers are highly engaged in most of the cases, as they have a positive relationship with the organization. Comprehensive branding of the individual products by Microsoft indicates a high degree of customer engagement. Each customer has a specific journey that resulted in overall experience and engagement. The following image shows the customer journey map that is usually being followed: 
[image: ] 
Figure: Microsoft Customer Journey Map
[bookmark: _Toc77998025]Conclusion
	The present study highlights the case study of Microsoft Corporation that is a leading company in innovation and computer technologies. It is concluded from the study that communication plays a critical role in marketing strategy and marketing management. The organization needs to consider customer demands and move forward to customer satisfaction, but the organization is responsible to maintain the important issues related to brand equity and brand promotion. With the rapid pace of innovation and development in industry, a simple mistake may lead to the failure of the product. Microsoft owns a brand name with the most popular operating system in the world. still, the company needs to put a greater emphasis on brand name and customer loyalty (Liu et al., 2020). 
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