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Introduction
Maechler et al., (2016) emphasized on the fact that the business organizations have emphasized on touch points to maximize customer satisfaction, however overemphasis on touch points can divert the attention of the organizations from an important issue i.e. the customer’s end to end journey. Thus, taking into consideration the above aspect the present report is aimed at analyzing how Google LLC, an American multinational technology company offering internet related products and services creates innovative marketing strategies to raise brand awareness and efficiently manage and evaluate its customers’ journey across a variety of communication channels towards ensuring that the expectations of the current and future stakeholders are efficiently met.    
Focusing on statement made by Maechler et al., (2016), it can be said that most of the business organizations while focusing on customer experience think mainly about the touch points i.e. the individual transaction through which customers interact with different parts of business and its offerings. This can be considered to be logical on the part of the business organization since organizations emphasize on ensuring that the customers are happy when they interact and connect with the products, customer service, sales staff and marketing activities of the organization. However, on the other hand, it can be said that soiled focus of the business organizations on the individual touch points tend to miss the most important picture i.e. the end to end experience of the customers (Linz et al., 2017). It also raises an important question in front of the business organizations. Can the businesses organizations really understand how to meaningfully improve performance by looking merely at the customers’ experience at individual outpoints?
According to Trefler, (2014), the journey of the customers includes several things that happen before, during and after experiencing a product or service. According to a research conducted by (McKinsey & Company, 2018), it has been observed that organizations that fail in efficiently appreciating the context of the customers’ journey and managing the cross functional, end to end experience that shape customers’ view of the business faces negative consequences in form of customer defection, lost sales and lowered employee morale. In contrary, the organizations that are successful in facilitating its customers with the best ever experience from the start to finish along the journey enjoys enhanced customer satisfaction, enhanced sales, customers retention, minimized end to end service costs and enhanced employee satisfaction leading to the overall enhanced organizational success (Wray, 2016).
In context to the above aspect of the importance on the customers’ journey, a practical example of the European Energy can be considered. European Energy retailer identified that the “home moving” was a particular point of dissatisfaction among its customers and it was also a major and significant source of churn. Taking into consideration the issue, the company developed a cross functional team involving the service, sales, IT and marketing professionals to gain an understanding of what is actually happening from the point of view of the customers to investigate the level of dissatisfaction on the part of the customers. The investigation team found that the design of “home moving” journey of the customers suffered from several features that leads to unnecessary anxiety and inconvenience on the part of the customers when moving (McKinsey & Company, 2018). As for example, the customers while shifting had to contact the company at least ten days before their moving date to provide all the details failing which the IT systems of the company could not record the information. Another problem was that an organized customers who have called at least a month before the final date of moving found that his or her move details were never recorded by the IT systems of the company. Moreover, the customers had only one mouthed to contact the company i.e. voice calling.
Moreover, after the customer had updated the company of their move, they would receive several different forms of communication. The investigation team found that some of the communications were redundant and others contradicted the other pieces of communications (McKinsey & Company, 2018). All these in total generated additional confusion and anxiety on the part of the customers. 
The team also observed that the single reason of dissatisfaction on the part of the customers was poor communication. The customer service agents of the company also had no method to track the customers and so the customer service agents had to hand off the enquiry to the back office team for further investigations and resolution of the problem. The back office team used to get inundated with such inquiries thereby leading to unnecessary delays in getting back to the customers with a solution for their problems resulting in additional calls to the call centre.
Realizing the issues, the company emphasized on taking an end to end view of the customer journey. The company designed several improvements and redesigned the moving journey of the customers into a signature customer journey. It facilitated the customers with the flexibility of providing the company with their move information at a time as per their suitability. The customers were also facilitated with several options to use to communicate the company about their move information i.e. through voice calls over phone, web, Smartphone app and all the essential communications started getting delivered in a single “home movers” pack. The company also started offering home movers pack discount vouchers for the trades people, do-it-yourself stores and restaurants in the area that created a welcoming cluster of the local businesses. This resulted in 50% increase in the level of customer satisfaction together with a 15% reduction in the customer service cost of the company. It also led to an increase in satisfaction levels of the employees by 20% (McKinsey & Company, 2018).
Thus, on the basis of the above discussions and example, it can be said that in most cases the business organizations are not naturally wired to think about the customers’ journey. Moreover, for the business organizations to think about the customers’ journeys rather than thinking about the traditional touch points demands a cultural and operational shift that proves to be beneficial in engaging the organization across the functions from the top to bottom (Ross, 2015). Thus, the business organizations those can master the above practices can reap rewards in the form of higher level of satisfaction on the part of the customers and enhanced level of employee satisfaction together with enhanced revenue and cost improvements and achieving and sustaining competitive advantage over its competitors.
Drawing inferences from the growing importance on the part of the business organizations to focus on customer journeys, it can be said that the contemporary business environment posses significant challenges to be faced by the business organizations. This makes it important for the contemporary business organizations to enhance their marketing activities. This is because, it has been advocated by Keller, (2009) that marketing function within an organization is among those most exposed to the market and so they need to adopt changes in its concept to efficiently deal with the changes that are taking place in the business environment. Boone & Kurtz, (2013) opined that the above factors are the main reason why marketing function within the organizations has experience a shift from the sales concept often identified with sales and promotion to a function within the organizations that is capable of creating and positioning added value for the personal and business consumption. Doyle, (2009) advocated that the contemporary marketing strategies are based on the knowledge of the target market and its segments and they are paying more attention to the motivation and the deciding methods of the consumers that tends to make a significant impact on the consumer purchasing behavior. So, this leads to fact that in the contemporary highly competitive business environment, only those organizations can succeed those are innovative in their marketing strategies to facilitate its customers with an enhanced end to end experience which turn leads to the development of a favourable image of the company in the minds of its customers.  
In context to innovative marketing strategies, the case of Google LLC can be considered to be a perfect example. The global reach of Google has twisted the minds of its customers over its marketing strategy. A deeper investigation into the Google’s operations revealed that Google focuses on quality and user friendliness and other aspects that are related to marketing getting clear (Google, 2018). When people think of marketing, they have the idea of paid promotions, media releases and other similar marketing tactics and techniques and all these can be considered to be a common view of marketing (Lovelock, 2011). 
However, it has been proposed by Horvat et al., (2010) that there is more to marketing in addition to paid promotions and media releases and advertising. The way a company price its products, the degree and extent to which brand recall is easy how much efficient and capable an organization and its brand is in meeting the expectations of the customers. These factors are detrimental in deciding on the effectiveness of an organization in promoting its brand and products. It has been advocated by Hollensen, (2010) that the product and service of an organization should be easy to recall when the customers need it. In this context it can be said that the largest population across the globe who are internet users think of Google when they think of search. Kotler, (2015) advocated that accessibility is also important aspect apart from affordability for successful marketing. The products of the Google can be said be most accessible and the searching engine of Google has played a major central role in making the Brand “Google” popular across its customers. 
The above findings in context to Google as a brand raises the question: How Google has been successful in differentiating its brand, products and services?
According to the study conducted by Mullins et al., (2012), it can be said that the level of differentiation that a brand creates is an important determinant of the effectiveness of the marketing strategy of an organization. Thus, analyzing Google, on the basis of the above aspect, it can be said that the search engine of Google is user friendly, the algorithms of its search engine are updated regularly and Google can be said to be at least century ahead of its nearest competitor (Google, 2018). Moreover, the primary focus of the products and services of Google is user convenience. It has been proposed by Keller et al., (2011) that customer experience plays an important in marketing for both the online and physical brands. This is because, the main aim of marketing is to touch and influence the customers and so it is the quality and the overall experience that plays detrimental role for the customers to decide on whether to use or consume the products and services of an organization in the future pr not. The faultless user experience and the consistency that the products and services of Google offer to its users have made it possible for Google to differentiate itself from offerings of its competitors. It can also be said that the name “Google” is easy to remember thereby making the brand recall an easy endeavour on the part of its users. A larger part of the revenue of Google comes from advertising that is highly supported by its search engine (Studio98, 2018). The search engine of Google is holding the largest market share thereby making the company to grab the lion’s share in the online advertising.
In the 21st century, online advertising has gained popularity in comparison to any other channels of marketing communication and advertising. Moreover, in the 21st century, the internet users has increased dramatically with increasing numbers of mobile users and thus the internet users make their searches and shopping from their tablets and smartphones (Parente & Strasbaugh-Hutchinson, 2014). Thus, in this process since Google provides the easiest and convenient method of finding a response to queries online, it has become a primary source of competitive advantage for Google. Google has also made its search engine available in several local languages across the globe that has fetched the brand enhanced popularity among internet users. Google also make use of paid promotions for reaching a larger segment of the customers. The brand also uses TV advertisements to promote “Google Search Engine in Local Languages” to enhance its popularity faster (Studio98, 2018). Online channel of advertising and communication is used by Google for its services like cloud based services to the developers. 
As has been advocated by Armstrong et al., (2015) that pricing strategy is an important element of the marketing strategy of a firm, Google has been found to be successful in adopting an effective pricing strategy for its products and services. Google has adopted a competitive pricing strategy. The Google Search Engine, Google Chrome Browser, Google Maps, Google Plus are all free to use for its customers with limited functionalities. However, the limited functionalities can be considered to be more than sufficient for free users. Google Docs with limited functionality are free to use and serve more than sufficient purposes for small businesses and individuals (Studio98, 2018). Google offers the same products to larger business organizations with expanded functionality at competitive prices. So, theses strategies have made to it possible for the Google brand and its products and services to be familiar not only among the hardcore professional users but also among the common users.
According to study conducted by (SJ Insights, LLC, 2018), it has been observed that on a daily basis, average number of Americans are bombarded with around 5000 ads where some of the ads might appear relevant to them while most of the ads are irrelevant. So, this leads to the fact that most of the ads are targeted towards customers who actually do not want or have no need of the product or service being advertised (Liang & Mackey, 2011). This created the need for an innovative marketing strategy where the ads are designed to appeal directly to the customers they are being targeted at. Google realized the fact and has adopted innovative marketing strategies to change way marketing in general works. Before moving into the specific developments in the marketing strategies of Google, it is important to gain some idea of target meeting. In this context, it has been proposed by Oancea et al., (2016) that a marketing campaign can be considered successful if it proves to be beneficial in maximizing the return on investment. So, this makes target marketing important to save on dollar by marketing the products and services to consumers who are likely to buy or consume the products and services. This can be referred to as target marketing. 
Google generates most of its revenue by selling ad space and when a firm buys an ad space with Google, Google does not simply place the ad in one space, rather it decides on what users to show the ad on the basis of the online activities of the consumers. Google makes an effective use of its products like Google Maps, Gmail, Google Play and YouTube to capture data and create a profile of each user (live mint, 2018). The decision of Google to show which ad to which consumer is based on his or profile. 
Moreover, Google has also expanded its technology to track the purchases of its customers even at brick and mortar stores. The Google Map app is used to track the location of the customers and Google in the recent times is taking the collected data to the next level by accessing the credit card data that allows the brand to track the purchases of its customers (livemint, 2018). So, through these target marketing strategies, Google not only promotes and advertises the products and brand of other firms, but also promotes its brand and products its potential target customers.
It has been opined by Trusov et al., (2009) that the primary means of advertising is the word of mouth marketing and in this context, Google relies heavily on the quality of products and services to achieve increased customer base. Google has been observed to have made limited advertising efforts like tie-up with brands like BMW and GM where an individual when clicks on an ad, it produces a view of the earth that zooms in on the dealership that is nearest to the computer user. Google operates with the philosophy that their products and services should speak for themselves. Google has also conducted several public relations campaigns that include Doodle for Google, a competitor week where the K-12 students were encouraged to play around with Google Logo, a $30 million competition, Lunar X-prize for the first privately funded team for sending a robot to the moon, travel 500 meters and transmit, images, videos and data back to the Earth, the Google Sketch Up Model your Campus competition that encouraged the college students to submit models of their campus, google.org, the for profit charity of Google aiming at helping environment and community to fight with global poverty and energy (Google.org, 2018).  
The marketing, advertising and communicating efforts of Google can be evident from the fact that the total amount of marketing spending on the part of Google has consistently increased in the past few years. In consecutive years i.e. 20104, 2015 and 2016, the advertising and promotion expenses of Google has totalled to around $3004 million, $3186 million and $3868 million respectively (livemint, 2018). The marketing and communication mix of Google provides an explanation to the ways in which sales promotion, advertising, direct marketing and public relations are used by the business organizations to efficiently communicate their marketing messages to the target customer segments. Google has designed a popular alternative for the traditional print and media advertising and has completely revolutionized the advertising industry. The traditional sales promotion marketing techniques are rarely used by Google. However a noteworthy case can be related to one day sales promotion of Google Glass via online purchase for S1500 and the promotion of Android 4.4 version in cooperation with the candy bar Kit Kat that is owned by Nestle International travel retail (Google, 2018).     
Amidst the above efforts to make brand valuable and recallable and add vale by satisfying the external customers, it has been proposed by Sokro, (2012) that a brand is recognized and gains value by satisfying its internal stakeholders i.e. its employees. Analyzing Google in context to the ways in which it has been successful in creating a brand image in the minds of its internal customers, it can be said that Google has been successful in satisfying its internal customers through its excellent HR policies and employee friendly culture and environment, it offers its employees matchless benefits in addition to high salaries thereby attracting a fame for its employee friendliness and this has helped in developing a great brand image. The influence and impression that Google has made on internal stakeholders has added value to its brand image (Google, 2018). This has been an essential part of marketing strategy since marketing after all is about image and influence. The organization creates a right picture and is effective and if it misses the mark, it gets wasted. This is where the brand like Google has pushed the line farther and is ahead of its competitors. 
Google is also touching the world consisting of customers and other key stakeholders not only in terms of its products and services but also other ends. This helps in promoting its brand and achieving an enhanced brand image in the market. The CSR and sustainability strategy of Google has assisted Google in presenting itself as responsible brand. According to Popoli, (2011) is not only about assisting the community and creating better lives for the people, it is also about adding real value to the brand by adding value to the world. It helps a firm in gaining weight in the eyes of the community that might otherwise not be its customer. In this effort, Google is committed to environment protection and has also invested $2.5 billion in the wind and solar energy projects. Moreover, Google has remained carbon neutral since 2007 (Studio98, 2018). These efforts on the part of the brand have made a significant impact on the community and environment in which it operates. This in turn has proved to be beneficial for Google for marketing the image of its brand as a brand that is concerned for the welfare of the community and environment thereby appealing strongly to the sentiment of the customers who are concerned towards the environment.      
Conclusion 
Thus, from the above discussions, it can be concluded that marketing over the past few years has shifted its focus on production to the most significant success factor i.e. the consumers. The centre interest of marketing strategy of the firms is not only the consumer structure of the market but also their behavior and especially their needs. This it is focused on facilitating the customers with an enhanced experience of their journey with the brand and its products and services to create a positive impression of the brand in the minds of the customers to keep them coming back for their future purchases. Thus, marketing cannot be viewed at present as a means of selling products and services in the market, rather a tool of evaluating the specific needs of the customers to enhance the value that is being offered to them. This has been the success recipe for an innovative brand like Google to create brand awareness and efficiently manage the journey of the customers across a variety of communication channels towards ensuring that their expectations are met.      
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