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[bookmark: _GoBack]In order to comprehend your customers, the way they interact with the business is directly and indirectly crucial in getting progressive feedback and value. A business is enabled to do a repeat business and extend the longevity of the relationship with its customers. For this sustainability to take place it is important to construct a communication strategy that furthermore creates a dialogue with the company’s customers to help foresee present existing journeys of customers, and the strategic key touchpoints which are persistently  spread out across varied commercial routes and children .The question is where to start from, giving your business a look ,the journey of a customer in the initial phase when you have got to make decisions and in the aftermath stages as the connection builds up.
Following on from the presentation, chosen company Tesco research helps to unveil, the prospects of it being branded, coming up with innovative marketing strategies, evaluation of customer journey to maximize satisfaction has been carried out. Tesco itself has promoted itself through brand intelligence and other linear matters.
To commence to look into a journey of a customer the appropriate point to start would be the different touchpoints a respondent has with the company. This happens to be an arena where innumerable stakeholders are enthusiastically taking part in forming separate opinions which could be from a client delivering services giving his own point of view commercially. Areas such as store, website, call Centre, post order are the core purchase channels that could be discussed, the other direct contacts are marketing channels (email. Postal, telephone, facebook,blogs,etc.),Order fulfilment (delivery, payment,  returns,etc)research channels (website, consumer forums, store, customer services ,etc.). An absolute image of   several touchpoints is drawn through communal sites, verbally and by customer collecting reviews. With regard to each and every touchpoint the customer is expected to fill in formalities like certain acts and obligations which could differ from industry to industry but are also depicted as a summary below Aaker (1991)
Alashban ,Hayes,Zinkhan,Balazs (2002),being aware ,able  to determine ,the buying power, usage and consumption of product. Developing a relationship with the goods. These factors could be broadened to act as a layer to cover the basic key departments for a prescribed business. Taking an example of a hotel important features like check-in check out details could be looked at but to keep it uncomplicated it would be more suitable to initialize mapping out customer’s journey with the addition of events happenings being exposed and described. 
To find out how the journeys of a customer functions the company receiving enormous amount of phone calls is often questioned about the product they produce It is a must that all calls are treated well When asked by customers to give feedback of their experience, the answer would not be in assertion that is mainly because the call contains a certain context and to understand it is the way to getting to know about customer journeys Bagozzi (1975)
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After approaching an idea of what customer’s journeys is it is fundamental to, make better an experience of a customer by  reducing pessimistic lessons learnt as a customer, improvise retention of customer ,identify interlinked GAPs and acknowledge essential customer route and become acquainted with  necessary metrics to realize customer’s  failures and progressiveness. Following points have to be considered when laying out a customer’s journey Barney (1997).
Requirement of justified information from customer is to be applied, to regulate the path adopted, recognize the persona of the main customer and to take under notice the customer’s opinion rather than your personal one so to make use of the procedures /system. It is impossible to map out each and every person individually, by keeping it less complicated provision for context is done so to understand and measure the spaces left for the betterment and causing an influential impact in the customer’s pathway taken Berlo (1960).
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The term Branding tends to distinguish products of a company from its rivals which would lead to establishing a renowned impression amongst the minds of customers. It does that through marketing and communications tools and measures. The set of foremost mechanisms includes identity of a brand, trademarks and logos that has to do with brand communication. Also, not to forget being aware of the brand, being loyal towards the brand, and the ways the brand is managed related strategies are vital mechanisms/gears of branding. Branding can be traced back to in the early BC when historical known Egyptians got involved with branding associated with livestock. The practice was done by engraving a unique symbol onto the animal’s body so to distinguish one’s cattle from another’s. Brands are usually made use of in corporations, promotions and publicizing, however name brands are commonly and generally associated with store brands Bixler (1991). 
The brand allows a customer to understand dissimilar range of goods or items available Brand awareness is done in a short -cut way that allows a customer to be able to recall and distinguish brands, emblems, symbols, and trademark publicity. It should be clearly understood that awareness towards a brand is a major action/footstep taken in forming buyer’s procurement choices since buyers will not   contemplate on a brand if they don’t have an eye -opening awareness towards it Border and Marshall (1959).
Burns and Bush (2000), it is also understood that while communicating a brand the message transferred through branding should be as simple as possible as this lets there be increased value being shown or displayed and a high probability of customers being in a position to recall and recognize a brand.
 Therefore  a company should pay attention to  transmitting and representing their memo as well as should incorporate information through using multi-sensory information Colley (1961),it has been proved that  through sensory means  a message is portrayed more clearly and efficiently,  then communicating visually.[87] For example, a jingle or background music can have a positive effect on brand recognition, purchasing behavior and brand recall Business Week (2003)
The impression is made present in the minds of the consumer., this image becomes apparent when the business name is pronounced. The imprint that pops out of the head is distinguished in a specifically special way. Nevertheless, this is not a unique selling proposition(USP). The purpose of branding is to simply and easily help your customers understand what you offer and how you’re different. But it’s not only a USP (unique selling proposition), it is in fact a mixture of all different plans and schemes one tends to communicate through   the combination of all the ways you communicate Pelsmacher,Gewns,Bergh (2004).
Ehrenberg (1974) advantages of Branding are identification & differentiation recognition, and discrepancy, preference of brand could be created, by being loyal towards the brand could give birth to profits, also helps in building a solid firm brand.
Fletcher (1999), brand equity is a marketing term that defines a brand’s value. Goldstein (1999), this value is set by determining perception of consumer, and the lessons they have learn from the experiences they have had having consumer perception and experiences with the brand. Haigh (2003) depending on the high or low graph of brand equity, if public regard highly of a brand, it has positive brand equity. Just in case a brand does not perform well ad is given low preference it naturally has a negative brand equity. It could be stated here that companies tend to earn more with equity being greater than normal. A company can achieve maximum results with the concept of equity being adhered to.
How Brand Equity Develops
Kaikati (2004), it is obvious that the equity concerning brand prospers and advances which is because of experiences gained from the brand. Brand equity develops and grows as a result of a customer’s experiences with the brand. The procedures embody an expected relationship between the consumer and the brand which reveals a foreseeable prototypical model.
Consciousness: -A typical brand is launched into a niche target market supported with proper advertising so to get it noticed by the audience.
Recognition: - Customers tend to have familiarity with the proposed brand and are able to recognize it in a shopping supermarket or an ordinary store located anywhere.
Trial: -The next part is to get the product to try it, after having an understanding, a recognition of what the brand was and what it stands for.
Preference: -Then it is categorized as a person’s favorite option to choose that is naturally when he has the relevant knowledge about it Kandampully(2002).
Loyalty:-Development of trust, loyalty is maintained and after several episodes of using the brand it becomes common not only it is recommendable but is specific one which customers would buy every time Kapferer (1998).

Keller’s Brand Equity Model: -
Keller (2003), it is significant to highlight a fact regarding what makes a brand stronger, moreover how is it made stronger, and finally what steps to take to let your brand become stronger, what exactly you need to do and how you are supposed to do it. To strengthen a particular brand or product various factors affect it. After the evaluations have been made one can focus on the ways to introduce their brands in the market in an efficacy way. Otherwise what measures we take to convert a brand strategy model into a fruitful one. If we take help from Keller’s Brand Equity model it provides us with a method consisting of four steps which will enable us to configure and bring about a brand that clienteles will support. Keller’s Brand Equity Model is also called the Customer -Based Brand Equity Model. Mr. Kevin Lane Keller a professor at a Business College came up with the idea of the model that is present in one of the textbooks. All it has to do with is identifying customer’s needs and wants. What are their feelings with regard to shaping   up a robust brand. To cater to them beautiful memories, experiences spread out amongst the brand. In the end customer feeling satisfied emotionally, at content with proper beliefs and positive feelings’ attached triangle model mainly talks about four different questions usually asked by customers in a non-conscious manner.
The four stages consist of six structured sections which should be recognized and identified starting from bottom to top for product to mature into a positive brand. It could be that details mentioned in the blocks could be applied as framework which also modifies and toughen the relative brand.
Koehn (1999), brand silence is what we aim to get in the first stage. Things such as customer’s recognition, the reason why it is different from other brands accompanied with the correct perceptions are the fundamental stages at the point of buying.
Next is to gather information regarding identification and communication to explain the meanings of the brand. This could be done through taking into account ‘performance’ and ‘imagery’. Performance has to do with to what extent the customer needs and wants are fulfilled. Performance could be of five types, product durability, reliability, how effective your service is, the kind of design, style or price it has to itself. Whereas imagery just consists of the fact that how far needs are met on social-psychological basis Knowles (2003).
Lavidge &Steiner (1961), the responses that are expected from the buyers could be categorized in two senses, such as judgements and feelings, when it comes to these two points credibility, superiority, and consideration are taken under notice. The last point under debate is the sense of achievement of being bonded with the brand otherwise called brand ‘resonance ’is placed at the top of the equity model, hard to get and quite desirable. By accumulating four aspects to build up a strong brand consideration are, brand identity, brand meaning, brand responses, brand relationship.
Leiser (2003) exploration into the market is done to analyze the key preferences, proper perceptions held by a customer. If on the other hand the situation is opposite actions have to be taken to see how well the brand and consumer goes hand in hand. To elaborate Step 3 a bit customer, take into account quality, pathways with creative ideas, loyalty and fondness. The relevance of the product and the superiority of the product could be compared against its rivals. Resonance could be subdivided into behavior, attitude, association with the brand, being actually engaged with your brand.
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Before going into discussing gap something related to customer services has to be said,
Pavitt (2000), customer service is the act of providing service to buyers starting from before, during the meantime and afterward when a purchase has taken place. Whether it turns out to be successful is left on the role of employees. There has been a controversy that customer service has declined over the years. This is because of lack of support and cooperation being inculcated in high, middle management areas. Organizations still have volunteered to boost customer satisfaction at various stages and incentivize rest of the motivating factors. While putting into practice customer services it should be ensured that customers are satisfied emotionally, mentally and physically, for example a sale transaction, it can be done in form of personal interaction, over a telephone call and other such mannerisms. Customer service does not merely mean to be polite to your customer its important features can affect the bottom line of the business and could alter the image that has been formed publicly in the minds of people.
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The Gap or the envisaged relationship between customer’s expectations and the marketer’s perceptions
Let’s try to get an idea of  the  figure that mentions customer perceptions ,and service quality determinants  It is related both ways i.e. upwards and downwards therefore whichever route you will adopt you will understand the logic and aim set to be achieved, For example On the top is word-of-mouth communications, personal needs and past experience which together give rise to expected service ,expected service perceives a service, The perceived service  arranges for a  service delivery, it further translates perceptions into service quality specifications which hence come up with the product produced  as a result which is termed   and shaped up  to be finally on  the bottom line  as management perceptions of consumer expectations.
1) Gap interlinked between what customers hope to expect and the thoughts aspirations a market has. It is unknown to a manager their customers expectation from them or in which way will they estimate an organization’s effortless services given. To help manager understand their customer’s desires or to cease from being ignored towards your customer. The best way to get a guaranteed  facility is to collect information. This can be done through surveys, evaluating customer complaints other such methods to understand as to what functions facilities should be performed to attend to customers demand.
2) This gap is between what manager perceives and specifications which have to do with service quality. In spite of the fact that manager have absolute knowledge of what customer expects they don’t have the understanding of translating what they have achieved into operative effective ethics. This could be a reason why customers are not clear to the organization, strategies and guidelines  with respect to customer service might not have been properly understood, not transferred properly to the employee and have been obligatorily  imposed in a haphazard way .Not until an employee has the knowledge of policies to  do with customer service and also come to believe that the authorities are sincerely endowed to meeting the set standards the performance of worker is likely to show a deteriorated level of result.
3) This is a gap between service people and service quality specification. To produce service of high quality proper programs, adequate capitals and appropriate rewards have to be launched by services is not good enough. To attain good service employees should be encouraged wistfully. Their good performance is vital to the nature of the company. Not only they should be skilled, given training, necessary equipment to get efficient delivery of service back but measurement of their service is to be done too. Thus, the manager could be enticed to give pay rises, bonuses and their performances would establish the criteria for increase in payment procedures. It could be useful to motivate the workforce so as to accomplish the supplementary effort which is mandatory and is required in form of  a service.
4) The next gap is between externalities and service delivery. Having non-realistic atmosphere from service men could possibly dismay and unhappy the customers even though the performance was good. This could be the mistake of marketing channels.
5) The last gap is between services which are perceived and service which is expected. This happens when the administration is unable to diminish the gap in one or more than one gap. The issue being the difference between the expectations a customer has towards using a product is beyond what his real expectations has been that results in dissatisfaction.

Integrated Marketing Communications
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Communiqué can be regarded as a broadcast of data, also an allocation of connotation. This form of communication assures that all form of linkage is carefully communicated. All methods taking place in a harmonious way Schultz, Tannebaum &Lauterborn (1993).
6 Steps for IMC Development Procedures
1ST Step: Be familiar to your target audience
2nd Step: Progress circumstances investigation/scrutiny.
3rd Step: Fixing purposes which deal with selling communications.
4th Step: Setting your financial accounts control budget 
5th Step: Devising plans and schemes, techniques, methods.
6th Step: Estimation, calculation and quality measurement.
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Advertising
Shimp (2000), to influence people advertising is arranged as a means of communication conveyed through to inspire people. People who receive the message through advertising could be affected to become the habitual users of a product. The instances of advertising are media which could be newspapers, magazines, electronic devices, tv and radio. Cinema and outdoor as well
Public relations 
Public Relations has to do with the reputation, how you are positioned generally. What other people say about you what consequences follow suit with the way you show your behavior. This is a domain where reputation is looked after. The aim behind it is to understand, support and induce viewpoint and conduct. The whole process is painstakingly done with the intention to build benevolence, kindness, shared consideration between company and its customers. All types of organizations are eventually dependent upon reputation for persistence and prosperity. It is quite true that all types of stakeholders, investors, shareholders have a strong influence on the company. All of them hold a point of view whenever asked to say something or be in contact with. From these thinking decisions such as if they are willing to work, assist the organization as employees are construed.
Reputation in nowadays world is a large achievement and is a company’s more precious asset. It makes you attain competitive edge by letting you become unique proposer of a brand., distinguished from other competitors where valuable PR can step in to extend, and maintain good reputation, healthy relations with all the stakeholders generally.
Sales Promotion
For the factual reasons of introducing contemporary products, sort out the opening and closing stock and improving sales for the time being. Also aiming at purchaser’s or at the supply network generating and mainly focusing on the matter of giving sales motivations.
Publicity 
It is simply attracting the attention of public in general with channels through newspapers, television programs, magazines, Rossiter &Percy (1987).
Sponsorship
Sponsorship is a specific type of PR. It is quite famous, especially with huge corporations. A business practicing sponsorship like sponsoring an event, group or person as such is done to create brand awareness. Although sponsorship is done with the purpose of centrally focusing upon a commercial reason but there would be a second objective to stress upon societal or principled authorizations, but that is not the main type of sponsorship Saunders (1999).

Direct Marketing 
Tapp (1998) this is a direct form of marketing in which organizations connect to customer directly through various types of media such as phone, email, messaging, online apps such as Facebook ,Twitter., brochures and pamphlets regarding material.
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By referring to one of the brand of the chosen company tesco washing liquid for washing utensils can be compared to the Keller’s Equity Model. Carrying on the discussion, it is important to tell and identify who we are or who the customers are. Then bringing it to their notice. In this example the customers are people who do housework and are responsible for washing dishes maybe if some of them had dishwasher at home anybody not specifically a female houseworker but anybody could find it easier to wash in the dishwasher does not need a fairy liquid bottle but just a tablet, a company at this point could be attacked by its rivals, not only that but in modern societies like UK there are no house maids so anybody other than a girl could volunteer even though we do have professional maids who could be the target markets Then explore the market. In the second stage it is important to decide what are we meaning to identify and communicate what your brand means and what it stands for. In this context performance and imagery matter. Performance means how far are the customer’s need being fulfilled. In performance there is durability, efficiency and service offered. Imagery has to do with meeting a customer’s needs on psychological social level
. It is important for performance and imagery levels to be high in order to meet general and mental needs of customers the third level states, What Do I Think, or Feel, About You? This has to do with response from customer towards the brand that falls into two categories judgements and feelings. These judgements could be about quality, credibility, and evoking feelings such as warmth, fun at the same time    in the third section the feelings should be protected and while passing out judgements on the brand this category should be given importance. Brand Resonance is when customers had felt deeply and have been triggered in a close manner psychologically bonded towards your brand. Sense of belongingness or resonance is most important and desirable as brand loyalty and active engagement is very much demanded.
Taking example of another brand like dog/pet food the audience have to be targeted. In this example the respondents are animals and the product are just meant for dogs maybe could differ from dogs to dog’s pedigree and could be applied on cats too. Accordingly, promotional objectives like the smell or providing comfort and a good environment while eating the food as an additional quality/trait could be aimed at or some advantages or benefits the owner of the dog would have at the point of purchasing or being price-sensitive so that other competitors fail to establish their product could be introduced and set objectives. Only people who are rearing pets and have love for them should be marketed. The budget could be economically, feasibly managed to suit both the needs of employees and customers. Evolving, formulating a promotional mix to attract the customer such as an improved packaging, logos, hoardings, video-audio commercials could be helpful. Finally evaluating the results if its going to be productive and worthy enough as well as bring trust and revenue from its customers.
The critical analysis of Keller’s Brand Equity Model could be summed up with mentioning its strengths and weaknesses. The strengths are that companies are acknowledged of consumers taste and preferences. Help develop a good relationship with suppliers and distributors. Helps to create strong brand and reputation, patent and copyright protection, large amount of financial input like profits, occupational facilities offered to use the research to utilize the triangle features. Economies of scale are earned, and experience is gained side by side. However, it could not always yield positive reliable results. Not entirely depended on, could be costly, Customs could not always be willing to provide surveys for information to be collected on their behalf for their needs to be considered. Quite much to relate with the HR rather than for marketing purposes, could miss out on operating at all levels and there is a lack of expertise in industry and failure to innovate as well.
Tesco can fill in the gaps by improving services, communication effortlessly work towards improving the quality of a good/service. Bridge the gap by being intimate with the customers. They can invest on Research and Development sector to come up with useful ideas and diversified form of training. Raising high standards, working on promotions, to deliver good service should be maintained. Concentration should be made on the tertiary sector of economy so that people feel happy after consuming a service. Good marketing communications to enhance the overall system should be realistically offered. What customers had thought of the way they will be treated ideally must be given and accomplished fully the type of goods. Product exactly according to their expectation. His actual experience being no different or being the same as he had perceived.




References
1)Aaker, D (1991) Managing Brand Equity, New York: Free Press.
2)Alashben, A.A., Hayes, L.A., Zinkhan, G.M. and , Balazs, A.L. (2002) ‘International  brand name Standardization/adaptation: antecedents and consequences, Journal of International Marketing 10 (3) ,pp.22-48
3)Bagozzi, R.D. (1975) ‘Marketing as exchange’, Journal of Marketing 39 (October),pp.32-9.
4)Barney, J.B. (1997) Gaining and Sustaining Competitive Advantage, Reading, Mass: Addison -Wesley
5)Berlo. D.K. (1960) The Process of Communication: An Introduction of theory and practice, New York: Holt, Richard and Winston.
6) Bixler, M. (1991). ‘Maintaining your marketing consistency ‘, Small Business Reports  16 (January), pp.27-34.
7) Borden,N.H. and Marshall, M.V.(1959) Advertising Management : Texts and cases, Illinois: Irwin.
8) Burns, A. and Bush , R (2000) Marketing Research, 2nd edn, New Jersey : Prentice Hall.
9)Business Week (2003) ‘Best global Brands ‘, Business Week, European edn, 5 August.
10)Colley, R.H. (1961) Defining Advertising Goals for Measured Advertising Results, New York : Association of National Advertisers.
11) De Pelsmacher, P., Geuens, M . and Vanden Bergh, T. (2004) Marketing Communications: A European perspective, 2nd edn , Harlow: Financial Times (FT) Prentice Hall.
12) Ehrenberg, A.S.C. (1974) ‘Repetive Advertising and the Consumer’, Journal of Advertising Research 14 (April), pp.25.
13) Fletcher, W. (1999) Advertising, London : Profile.
14) Goldstein, E.B. (1999) Sensation And Perception, 5th edn, Pacific Grove: Brooks /Cole.
15) Haigh , D.  (2003). ‘ An introduction to brand equity: how to understand an appreciate brand value and the economic impact of  brand investment’, Interactive Marketing 5 (1) (July/September) pp.21-32.
16 ) Kaikati , J.G. and Kaikati, A.B. (2004). ‘ Identity Crisis: the dos and don’ts of brand rechristening’ Marketing Management, January /February, pp.45-9.
17 ) Kandampully ,J. (2002) ‘ Innovations as the core competency of a service organization : the role of technology , knowledge and networks’, European Journal of Innovation Management 5 (1) , pp.18-26.
18)Kapferer, J-N. (1998) Strategic Brand Management : Creating and sustaining brand equity long terms, 2nd edn, London : Kogan Page.
19) Keller, K.L. (2003)  ‘ Understanding brands, branding and brand equity’ Interactive Marketing 5 (1) (July/ September), pp.7-20.
20) Koehn, N.F. (1999) ‘ Henry Heinz and brand creation in the late nineteenth century’, Harvard Business School Working Knowledge, 7 December.
21) Knowles, J. (2003)  ‘ Value -based measurement and management’, Interrelative Marketing. 5 (1),pp. 40-50.
22) Lavidge , R.J. and Steiner, G.A. (1961). ‘ A model for predictive measurements of Advertising effectiveness’, Journal of Marketing 25 (October), pp.59-62.
23)Leiser, M (2003) ‘ Strategic brand value: advancing use of brand equity to grow your brand and business’, Interactive Marketing 5 (1) (July/September), pp.33-9.
24)Pavitt, J. (2000) Brand New, London: V&A Publications.
25 ) Rossiter, J.R. and Percy, (1987) Advertising and Promotions Management, New York: McGraw Hill.
26) Saunders, D (1999) 20th Century Advertising, London: Carlton.
27) Schultz, D.E. Tannebaum, S.I. and Lauterborn ,R.F. (1993) Integrated Marketing Communications, Lincolnwood: NTC Business Books.
28)Shimp,T.A. (2000) Advertising Promotion: Supplemental aspects of integrated marketing Communications,Fort Worth: Dryden Press.
29)Tapp,A (1998) Principles of Direct Marketing , Harlow: Financial Times/Prentice Hall.













image5.jpeg
Exhibit 10.6 - Determinants of Perceived Service Quality
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Developing the IMC plan (Figure 12.4)
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An excellent customer experience must last the entire journey.
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