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Abstract
Though it is a good bets practice to measure customer touchpoints at every interaction for internal appraisal performance measurement, but "end-to-end service episode" for each customer encounter is much more important from the customer's perspective as the feedback from this outcome is the one that matters most. Overall customer satisfaction can only be achieved by having a customer-centric philosophy in the company.
Introduction
The purpose of this paper is to create an innovative marketing strategies for raising awareness of Google Inc., brand as well as managing and evaluating the customer journey across a variety of communication channels to ensure that the current and future stakeholders expectations are fulfilled.
Neher et al, (2016) say that “to maximise customer satisfaction, companies have long emphasised touchpoints but doing so can divert attention from the more important issue: the customer’s end-to-end journey.” This paper explores the customer touchpoints and the customer end-to-end journey.
This paper believes that the customer end-to-end journey is a misnomer and should have been appropriately referred to as “service episode,” or what some paper referred to as service encounter, thus the notion of end-to-end journey means complete cessation of interaction between the customer and the company.
Given that most companies operate in a dynamic global marketplace that is full of uncertainty and constantly evolving due to rapid progress in digitalisation and the shifting of balance of power from the corporations to the consumers which has given rise to high consumer expectations of company product and service. 
Thus, our chosen company for this report, Google Inc., needs to constantly increase brand awareness among its customers by using various communication channels efficiently and effectively in order to maintain, retain and enhance customer loyalty to the Google Inc., brand which can only be achieved by having an efficient and effective marketing strategies and processes in place that can constantly scan the environment and be able to adapt to the environment in order to remain competitive..
In order to create an innovative marketing strategies for Google Inc., this paper goes through stages of macro and micro environmental analysis, so as to gain an understanding of the marketplace and its stakeholders. This will enable an effective design of the right marketing strategy that will be a strategic fit to both the marketplace and the stakeholders.
The paper is structured thus: Google Inc., is first introduced followed by marketing strategy practised by Google Inc., then customer touchpoints are explored, followed by a discussion of brand equity. Various communication models are explored before delving into integrated marketing communications, followed by customer service gap and then conclusion is drawn.
Google Inc., background
This company was founded on the 4th September 1998 by two Stanford University graduates as a web-based search engine platform. Google Inc was listed on the New York Stock Exchange in 2004. The company has since inception diversified its offerings through product innovations and acquisitions. Other products in the Google Inc., stable are Google Map, YouTube, Google Chrome, Google +, Google News to name but a few. However, the company was restructured as the main subsidiary of the holding company called Alphabet Inc., Google’s Inc stated mission statement is “to organize the world’s information and make it universally accessible and useful.”
Google Inc., marketing mix
In terms of marketing mix, the product (service) – search engine - was differentiated from the competitors by their proprietary algorithm which Google Inc., believed had a better and faster way of aggregating information and delivering information to the customers at a faster speed and price-wise at no cost to the consumer. In terms of place, it was available to everyone with access to the internet. In terms of promotion, Google Inc initially did not follow the orthodox method of communication channels but instead used two types of people, the companies and the tech geeks 
Unlike most other internet companies which charge people for their services or embed irritating adverts into their platforms, Google has always provided its search engine and the other related platforms free of charge and without advertisement add-ons. The profits have been solely derived from its advertising platform AdWords, as well as through other ventures it is currently running
Google Inc., achieves its competitive advantage via its considerable investment in research and development and has invested in innovative technologies such as self-driving cars, computer eyewear and balloon-distributed Wi-Fi. The company focuses on its in-house research capabilities and it employs about 18,600 people in R&D which represents about 13% of its annual revenue. According to Google’s annual report, “our product development philosophy is to launch innovative products early and often, and then iterate rapidly to make those products even better.”
    Marketing Strategy
The prime objective of a company is to add value to shareholders wealth. This objective is achieved via the coordination of various functions within the business such as human resources, accounting and finance, production, purchasing, sales and marketing functions. Each of this function will have their own strategy towards the achievement of this prime objective.
The business have to decide the marketing strategy to follow, nevertheless most marketing strategy follow these four principles of marketing strategy namely;
Specialization
Differentiation
Segmentation and 
Concentration

Specialization involves Google Inc., at the onset decided to specialize on the search engine area. They had the core competencies and strategic capabilities to out-compete the competitors in this area because of their unique algorithm which made search results to be displayed efficiently and effectively better than the competitors.
Differentiation is how Google Inc., stands out from the competitors.
Segmentation involves identifying the customers that value Google Inc., area of differentiation and segmenting these customers according to demographic and psychographic category. Google Inc., carries out segmentation based on geeks and corporate customers. Google trial out its products by offering it to tech geeks who does the appraisal before it is rolled into the market. For the past twenty years of its existence, Google Inc., has been consolidating its position in its primary area of search engine and also innovating by bringing out various products such as Gmail, Google Map, Google + thereby offering choices of different products to the customer. 
Concentration or targeting involves focusing and committing resources and attention to this core area of specialization, which through word of mouth others have come to embrace various Google Inc products.
However, this targeting involves the use of appropriate, effective communication channels, most especially internet so that the desired result will be achieved. 
Google Inc., has always positioned itself as a customer-focused and technologically-driven company that aim to enhance the customer experience through its products and services. This is demonstrated in its interface when you open a Google search which has no advertisement places clusters like other search engines.
Customer Touchpoints
Customer touchpoints are any encounter between the customer and the Google Inc., brand via various communication channels before, during and after sale. During this individual encounter, perception about the company is being formed, modified and reinforced. The impressions garnered by the customer at each touchpoint influence their buying decision or referrals to friends and family members.
These touchpoints are virtually communication channels like website, mobile phones, social media, leaflets, advertising, emails, customer service, retail store. 
These touchpoints offer good opportunities for the company to gather different metrics that can be used for performance measurement.
     Given the nature of customer touchpoint being based on feelings and perceptions           of the customer experience with the company therefore measurement will be highly     subjective.This is corroborated by Pineand Gilmore (1998, p.99) who indicate that    “experiences are inherently personal, existing only in the mind of an individual who has been engaged on an emotional, physical, intellectual, or even spiritual level”.
Nevertheless, it is still highly important to measure these customer touchpoints, if development of brand equity is paramount in the company.
Figure 1: Brand Touchpoints
[image: ]
                Source: https://wotsthebigidea.com/identify-customer-touchpoints/  
    Management of Customer Touchpoints
It is important to list exhaustively all the checkpoints and prioritise the list according to the number of encounters and commit resources to improving each touchpoint and get feedbacks from the customer. It is important to show the correlation between revenue and the customer touchpoints to employees in order to get active participation towards improving each touchpoint.
Rosenbaum et al (2017) said, “The fundamental idea behind CJM is relatively simple; it is a visual depiction of the sequence of events through which customers may interact with a service organization during an entire purchase process. CJM lists all possible organizational touchpoints customers may encounter during the service exchange process. By clearly understanding customer touchpoints, senior management can work with cross-functional team members to employ tactics that foster service innovation. The goal of these tactics is to enhance customer service provider interactions by improving the customer experience associated with each touchpoint”.
Brand Equity Model related to Google Inc.,
Brand is an easily-recognisable name, image, symbol or design that easily identifies a particular product or service which makes it easy to differentiate it from the competitor.
Brand Identity is reflected in different facets of the business such as names, logo, brochures, leaflets, pamphlets, rubber stamps, business cards, stationery items, customer service greetings.
The ultimate aim of branding in a business organisation like Google Inc., is to increase the brand equity of the company. Brand equity is the customers subjective and intangible assessment of the brand. This intangible element is as a result of brand awareness, customer attitude, customer perception, reputation of the company, trust ascribed to the brand by the customers which make the customers to willingly pay over and above the product worth. 
There are different brand equity models, but this paper uses Keller’s Brand Equity Model as depicted below in Figure 2.
The tools used in developing brand equity is “integrated marketing communication channels” which has to be used in targeted fashion in order to make sure it achieves its full potential. 
Keller’s Brand equity model is also known as the CBBE model which stands for Customer based brand equity. Given the growing sophistication of customers and the increased legal protection of consumers, this has led to the evolution of marketing from being previously production-led to marketing-led with the basis in putting the needs and wants of the customers first at the onset of any campaigns. 
The model is a pyramid made up of four levels and six building blocks. The model shows how to build brand equity bottom-up by focusing fundamentally at understanding of Google Inc., customers which is fundamental to developing brand equity.
Figure 2: Keller’s Brand Equity Model
[image: Image result for brand equity]
Source: https://www.marketing91.com/kellers-brand-equity-model/

Figure 3 below shows the relationship between stages of brand development and branding objective at each stage and how CBBE model is used to achieve the objective of brand equity development.





Figure 3 : Customer-Based Brand Equity Pyramid
[image: Image result for sub dimensions of brand equity building block]
Source: http://brianmcnay.com/portfolio-items/customer-based-brand-equity/












Figure 4 : Subdimensions of Brand Building Blocks
[image: http://i1.wp.com/www.brianmcnay.com/wp-content/uploads/2015/02/cbbe-pyramid-2-1024x724.jpg?resize=669%2C473]
Source: http://brianmcnay.com/portfolio-items/customer-based-brand-equity/
Level 1 – Brand Identity (Brand Salience) or Who you are
Brand identity is the basis of Keller’s Brand equity model, it is the most important level because it forms the base of the Brand equity pyramid and without getting it right at the salience level, it is not possible to get to the next level. The importance of introducing the brand to the customers is the most crucial part of building brand equity.
Level 2 – Brand Meaning – What are you?
This level builds on the first level and is made up of two blocks, performance block and imagery block. The brand performance and the brand images are introduced to the customers to increase awareness of the brand.
Brand Performance – The performance of the brand is important to the customer in two ways – performance over short-term and long-term. Performance is judged against features, reliability, customer service, styles, design and price.
Brand Imagery – It is the image of the brand in the eyes of the customer regarding toughness or otherwise of the product. 
Level 3 – Brand Response – What are the feelings for the brand?
Once a customer buys a product or procure a service, especially a high-involvement product, the customer builds up expectations towards the brand and the purchase. If the promise made by the brand matches his/her expectations, then the customer is very happy and develop positive feelings about the brand, but if the product performs beyond expectation, then the customer becomes a brand advocate and start spreading the news to his/her immediate family. Judgment about a brand can be either hearsay or experiential, but if it results in negative judgement, the brand will have to depend on positive feelings to override those negative judgements.
Level 4 – Brand Resonance – A strong relationship
This is the ultimate level that every company strives to achieve. This is the level where the consumers become a brand advocate and connects socially and psychologically to the brand at a very deep level.
Keller’s Brand equity model is good at showing the company which stage of brand development the company is thus helping the company what it should get right to move up the pyramid.
By using the Brand equity pyramid, companies know which strategies to implement and how to give the right experiences to their customers. 
Communications Models
After reaching decision about the product, price and place, the next step is to promote the product. Given that there are several media to choose from to promote the products, great effort should be given to the communication channel that will be used to promote the product. 
The purpose of communication is to inspire, persuade, instruct, educate, entertain, impress, influence and affect the attitudes, feelings and behaviours of others for a specific intent.
Communication is all about sending the right message to the right audience at the right time through the right channel in the right context for the right purpose. Given that communication involves passing of information between the sender and the receiver, it is important that the process involve in communication should be understood so as to prevent the corruption of the information between the sender and the receiver.
The communication channel process is depicted in the Figure 4 below. The purpose of the communication must suit the audience and the channel of dissemination and must be communicated using the right format in the right language. 



Figure 5: Communication channel process
	





Purpose               Audience            Channel               Format               Content & Tone

CONTEXT
Source: Author
Thus various communication models have been suggested by academics namely;
· Aristotle model
· Shannon and Weaver’s model
· SMCR Model
· Lasswell’s Communication model
· Osgood’s model
· Schram’s model
· Dance’s model
· Gerbner’s model
· New Combe’s model
· Gate Keeping model
Communication is a two way dialogue between the company represented by the brand and the customer. 
However, some of the communication channels available is one-way monologue, like advertising, emails, online discussion groups. Figure 5 shows the concept of information richness which varies on the continuum from most efficient to most effective that is from monologue conversation to dialogue conversation. Apparently, the most effective is the communication that involves dialogue between the consumer and the brand, for example face-to-face communication. 
Fig 6: Information Richness Continuum
  Efficient                                                                                                                      Effective
[image: Information Richness Continuum]
Source: http://www.emailoverloadsolutions.com/blog/media-richness-theory-a-quick-primer
Integrated Marketing Communications of Google Inc
Integrated marketing communication is the development and implementation of these steps in Figure 6 below.
     Identify target audience 
Identify the target customers that the communication is meant for, which should have been carried out through customer analysis using demographic and psychographic criteria
Determine objectives of the promotion
Identify what the marketing campaign will achieve at the end of the promotion. Marketing campaign objective can be geared to sales volume, building awareness. AIDA model can be used to decide objective of the campaign.
Design communications channels
AIDA model can be used to decide on communication channels based on the understanding of the customers
Select channel or channels of communication
Appropriate channels of communication is selected to align with the target audience.
Establish budget for the promotion
The money to be spent on the product is appraised against cost-benefit analysis.
Decide on media mix for the promotion
A media mix is very important as it gives us the opportunity to effectively communicate and reinforce our message thereby increasing our ability to influence our audience feelings, attitudes, and behaviours.
Measure results of the promotion
Data are collated at the end of the promotion and interpreted to see whether the objective of the promotion was achieved.
Manage Integrated Marketing Communications
Lessons are learned from the results of the promotion and fed back into subsequent promotion activity.















Fig 7: Steps in developing effective integrated marketing communications

[image: M19NF004]
Source: Kotler, Keller, Brady, Goodman and Hansen. Marketing Management, 1st  Edition © Pearson Education Limited 2009
Figure 8 below shows the relationship between integrated marketing communications and brand equity and how effective communications build brand equity for the product. 





Integrated Marketing Communications build Brands
Figure 8: Integrating marketing communications to build brand equity

[image: M19NF001]
Source: Kotler, Keller, Brady, Goodman and Hansen. Marketing Management, ist Edition © Pearson Education Limited 2009


Customer Services Gap Model related to Google Inc.
Nowadays, consumers have become sophisticated due to information empowerment which allow them opportunities to research a product or service  before making a purchase. This has led to growing customer expectation of a product or service which oftentimes do not match brand promise with the attendance dissatisfaction to the customers. Most of the time, this dissatisfaction arises from inadequate quality and late deliveries of products to the consumers.
Quality is the totality of features and characteristics of a product, or service that bear on its ability to satisfy stated or implied needs
This "gaps" between customer expectation and brand promise has led to academics offering models to explain the situation. One of these models is "Gaps model of service quality"
This model depicted below in Figure 5 identifies four gaps namely:
Customer gap – This is the difference between the customer expected service and customer perceived service. Customer expectation of the product is influenced by hearsays, online research, culture, demographics, experience with similar products, while customer perception is highly subjective and personalised as it is base by the customer's experience with the product. Customer perception is derived from the customer's satisfaction with the product or service. This is the most important gap and Google Inc., philosophy at its onset as been to put the customer needs as the basis of its product innovation and development.
Provider Gap 1 – This is also called the knowledge gap and is the disconnect between the management perception and the customers expectation. This is as a result of wrongly worded marketing surveys of customer needs or wrong interpretation of results. This can be addressed by comprehensive market research that is tailored to the needs of the customers. 
Provider Gap 2 – This is also called policy gap and is the gap between the mangement perception and service quality specification which result in not selecting the right service designs and standards for the product with its attendant loss of customers.
Provider Gap 3 – This is also called the delivery gap and it is company's inability to deliver to the stated service standards. The company may outsource this service to specialist delivery company if it cannot sort out its own logistics.
Provider Gap 4 – This is also called communications gap and is the gap between service delivery and external communications. This occurs when companies over-promise but under-deliver therefore not matching its promises to actual performance.
Provider Gap 5 – This is the gap between perceived and expected service






Figure 9: Customer Gaps Model of Service Quality
· [image: ]
· Source: http://www.serviceperformance.com/gap-5-roswell/

Conclusion
Thus companies have placed a lot of emphasis on this touchpoints by using it as a performance measurement in order to appraise their overall customer satisfaction.
This is to the detriment of the overall customer end-to-end journey which this paper thinks is a misnomer and should be described as a "service episode" or service encounter as appropriately described in some text. The notion of customer journey suggests that the relationship terminates which is not case as some people have a life-long journey with their favourable brands and the journey only ends when they die.
[bookmark: _GoBack]     According to McKinsey report customer satisfaction is achieved by being consistent on                        three fronts: customer-journey consistency, emotional consistency and communication             consistency. This consistency may be achievable in terms of product but I doubt whether         consistency can be achieved in service delivery.
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