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1.Introduction
   The detailed report of critical analysis the innovation of marketing strategies of Land Rover. the marketing mix, and various campaigns conducted to increase the brand value and also report of stages of the customer journey and various levels of customer touch points of Land Rover marketing to reach the customers satisfactions.
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                                                      Source:        Land-Rover autocars.com 

2.Background of organization
       The beginning of Land Rover 1947, Maurice Wilks sketched a drawing of a vehicle that he called the land Rover.in 1948, the Land Rover series was introduced through the Rover company, and it’s a four wheeler drive body style was influenced by the jeep body styles and chassis. and many various shades of the light green after few years the Land Rover series would continue to evolve and create luxury models. 
    The land Rover was a part of Rover company which is British ley land Motor Corporation until 1978.At the point Land Rover became its own company. while the Land Rover series was doing great and the British Leyland Motor Corporation was not doing well. In 1988 the company went under the British Aerospace ownership after British Leyland was broken up and privatized.
Then 1994 Land rover was acquired by BMW and eventually sold to ford .in 2008, The company was sold to TATA MOTORS , which is owned by the RATHAN TATA from India. Under his controlling the company is operated the Jaguar Land Rover Name, now its good position in the market Luxury Brand list
3.Communication
    Exchanging information between two individuals persons. this may sound simple, but communication is actually a very complex subject. There are a wide variety of factors that can influence how a message is transmitted from the sender to the recipient. They include our feelings, the surrounding cultural context, the communication method, and even our geographic location. Accurate, effective, and unambiguous communication is actually very difficult, which is why companies all over the world place such a high value on these abilities.
3.1 The communication process
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 The communication is three main components sender information and receiver. The message is "encoded" by the sender, typically using a combination of verbal and nonverbal communication. Information is sent via some form of transmission (such as speech or writing), and the recipient "decodes" it. There could be multiple recipients, and due to the complexity of communication, each one might get a slightly different message. Two people may interpret the same words and or body language in totally different ways. It's also likely that neither of them will grasp it quite as well as the sender did. The sender and recipient roles are merged in face-to-face communication. The two roles will alternate between the two conversing parties. Even if communication is subtle, both parties exchange information with one another. The message the information being transmitted must be encoded by the sender into a format that is acceptable for the communication channel, after which the intended recipients must decode the message to determine its relevance and meaning.                       Ref: (skill you need Limited. july 2020.)
3.2 Integrated Marketing communication.
   The integrated marketing communication consists of firm message in the way that adheres that image, value of objects and also executed Moreover, the implementation of an integrated marketing communication strategy into a corporate plan of action that has long-term effects and builds an enterprise's brand reputation. This process of works speed of information flow. and also detailed report based on business activities of Land Rover it is multinational company and also structural changes of tactics by using of digital integration with customers. and also report based on practical application of communication tool. Lastly assignment will help to develop the marketing communication plan so that business conducted effectively and efficiently. Ref (Sulaeman and Kusnandar, 2020)
3.3 Application of communication model
  Because the modern business environment is always evolving, each organisation must adopt effective communication technologies that promote efficient business operations. An effective communication plan is another essential success aspect that aids in carefully synchronising business activities. Tools for marketing communication are referred to as a multi-step process that use a variety of techniques to increase brand recognition. Ref (Muritala, 2021) 
There are various kinds of marketing communication tools: 
              1. Advertising
              2. Sales promotions
              3. Email marketing
              4. Social media
              5. Mobile application
4.Promotional strategy for Land Rover
   Land Rover is one of the companies that doesn't require a lot of advertising, it makes a lot of effort to uphold its reputation as an adventure-oriented brand among consumers. In addition to the more conventional methods of advertising on television, in newspapers, magazines, etc. A number of Land Rover's campaigns have become well-known. It has organised a number of live campaigns, such as an off-road competition that demonstrated the model's dominance when driving off-road, numerous fun drives, etc. Additionally, it advertises its brand by taking part in numerous rallies and receiving various sponsorships based on the interests of other countries. LROC, a club founded by Land Rover to further its concept of adventure, has also been established. Published by MBA Skool Team

4.1 AWARENESS OF BRAND
  Land wanted to build awareness of its all new Range Rover. It generated Significant exposure to over 23M YouTube users in 24 hours using YouTube Masthead. To ensure targeted engagement and cost-effectiveness, it ran a masthead lightbox using the creative from its YouTube ads. These mastheads provided a distinctive brand experience that highlighted the new Range Rover's appearance, functionality, and refinement.
  The business chose to experiment with YouTube Masthead in Lightbox, a fresh format from the Engagement Advertising suite, in an effort to increase the impact of their YouTube homepage masthead. After a user has hovered over it for two seconds, the ad expands from its initial IAB-standard size. Because the advertisement is only displayed to individuals who want to interact with it, the hover delay helps to assure qualified engagements.
4.2 NEW PROMOTIONAL STRATEGY
  The Land Rover can use these strategy for promotions to make awareness of great integration of digital marketing has been made by Land Rover. Its marketing is heavily reliant on digital platforms, and this case study helps us understand how the company balances organic and paid digital marketing strategies.
· High profile celebrity campaign promotions can be created about the brand specifications, futures and safety measurements of the reliable qualities of Land Rover 
· Digital marketing is essential since it connects a business with its customers when they are online and works in many industries. 
· Through Google's SEO and PPC programs, social media marketing, and email marketing, it connects companies with their target customers.
· Present generation every citizens of the country to much depending on the social media platforms mainly we need to focusing promotions on these media it will reach should be high it will be easy and fast awareness of the Land Rover company.  

5.Definition of Brand and Brand equity
   Brand :
      The brand is defined as the typically use uniqueness, experience and people as our defining features and determiners is known as Brand 
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Brand Equity :
   “A set of assets or liabilities in the form of brand visibility, brand associations and customer loyalty that add or subtract from the value of a current or potential product or service driven by the brand.” (Aacker, 1991)
5.1 Keller’s - Based Brand equity Model
 Keller, a renowned author and professor of branding, has developed a CBBE brand equity model in which brand equity answers four essential questions that are closely related to how a consumer views a brand and their necessary attitudes towards it.
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Brand identity 
  It's crucial to formulate your brand in a way that makes it stand out in consumers' eyes if you want to build great brand equity. This involves boosting your brand's identity and salience. The Land Rover brand identity is more specified to the customers attracts more the luxuary branding of company identity.
Brand Meaning
Your brand equity will be strongly impacted by how you convey the values that your brand represents. Both performance (how well your product satisfies customer needs) and imagery (filling the psychological needs of your customers by creating a brand personality and overall image) must be met.
Brand Response
The Land Rover brand response relates to the emotional and cognitive reactions that customers have to your brand. The perceived credibility and quality of a brand heavily influence consumer behaviour. As a result, managers should build a higher degree of knowledge within their respective fields, convey distinct sets of values, and better meet the needs of consumers than rival brands.
Brand Relationship
Brand equity can be built by strengthening the connection, which is demonstrated by actions like repeat business or active social media interaction (both with the brand and others in the brand's community), you can increase brand equity.
Advantages of keller’s Brand Equity Model
· Companies can use this model to gain leverage when introducing new products
· Increase loyalty
· Product line extension 
· Differentitate from the competitors 
· Brand resilience
· Assets for relationship with other stakeholders
Disadvantages of keller’s Brand Equity Model
· There are number of issues considering the approaches managers want to use to value their brands.  
· Co-brands or umbrella names imply advantages as a result of affiliations with the business. The challenge in this situation is separating the benefits that are attributable to the product's brand name from those that are attributable to the corporate or umbrella brand.
· A decrease in market share could happen if a rival enters the industry. This would be viewed as a decline in brand equity in the majority of models. It is possible to counter that the value of the devoted customers has increased, leading to a rise in brand equity.Spend a lot of money as its pricely 
· More Time and Efforts are Expended
· Its Challenging
6.Customer Journey 
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STAGE 1: Insight for a proactive Relationship
   The customer will be told that it's time for a service at the beginning of the aftersales process, either because a predetermined number of miles or time has passed or because the onboard computer system or a service technician has noticed the vehicle requires a (unexpected) service.
   Four out of ten drivers in our poll (39%) compare various service offerings before scheduling an appointment at a workshop; younger and more budget-conscious clients are even more prone to shop about. For a sizable minority of drivers, this is a make-or-break situation.
Customer touch point: The Land Rover company is the customer relationship is more proactive than the compitetors. 
· Insights for proactive Relationship is strength of the company
· These touch point is worked good performance of the sales 
STAGE 2: Transparency at booking 
 The Land Rover booking transparency at booking is that giving customers a thorough analysis of the service's length, cost, and expenses up front would increase their likelihood of choosing an OEM over an IAM when making a reservation. 71% of respondents to our study said they want a thorough pricing estimate before they reserve a service at a workshop. The Land Rover  OEMs can also provide their customers with a far better sense of the costs involved because they are likely to know in advance which repairs, if any, will need to be made.
Customer touch point: transference of the customer journey is booking their own styles and customised their required features.
· It is weakness of the transparency at booking because its required long time to delivery the vehicles to the customers 
STAGE 3: Service experience 
Land Rover service experience is good because When customers bring their cars into the shop, they anticipate having a good experience. More than half of people believe service experience influences where they take their car for maintenance. IAMs are therefore concentrating not only on price but also on the differentiation provided by customised packages and expedited services. The maily Land Rover service maintenance is good performance good experience to the customers.
 Customers touch point: OEMs can also provide their customers a much better sense of the time their vehicle will spend in the shop because they know in advance which repairs, if any, would need to be made.
· These stage is strength of customer journey map because these will more important for the vehicles. 
STAGE 4: Anticipating and managing the out of the ordinary
 OEMs can employ connected automobile features to completely prepare for the unusual needs of their consumers. By offering monthly health reports and remote diagnostics, modern automobiles can, for instance, anticipate the need for maintenance on elements that are susceptible to deterioration. The Land Rover car will warn the driver if there is a non-routine issue that need urgent repairs. The driver can then run a diagnostic scan and send the data to the workshop so they are ready for the vehicle when it arrives.
Customer touch point: The issue and communicate it to the client via the app or HMI, asking for their approval of the additional work before moving forward
  its weakness of the land rover because managing the ordinary substances of the manufacturing industry to the customer delivery
STAGE 5: After-sales after 
When the service is finished, there is still work to be done to foster loyalty and guarantee a repeat appointment. According to our research, the workshop should follow up with the client to ensure their satisfaction and to solicit input for ongoing improvement. The option to provide input is significant to one in two respondents (51%) and is especially significant for younger drivers.
The every Land Rover after sales Because individual (offline) aftersales touchpoints are improved by fresh, digital touchpoints and merged into a single, seamless customer journey, while also enabling the client to freely move between offline and online touchpoints, this elevates the customer experience to a whole new level. The sales after sales is strength of Land Rover  
6.2.Customer Touch points 
  The customer touch point is the main factor is customer satisfaction for Land Rover company. It focusing on the customer safety and awareness of brand pricing should be the luxuary promotions of the customers focusing. Now, you gain even more from our specialised care when you bring your car to a Land Rover Authorized Service Center. The Land Rover Service Guarantee provides you with unmatched quality, convenience, and transparency with a great focus on you and your time.
Making the most of the Land Rover Service Guarantee, which includes the following, is recommended because regular maintenance is crucial to a vehicle's performance and residual value.
Pre purchase of Land Rover
Your budget: Because Land Rovers are expensive cars, it's crucial to set a reasonable budget before   you start looking. Don't forget to account for the price of upkeep, taxes, and insurance.
 You require: Take into account your driving style and way of life. Are you looking for a beautiful, comfy car for highway cruising or do you need a tough off-road vehicle? Consider the quantity of cargo you'll need as well as the number of passengers you'll be hauling.
Research: Examine the features of several Land Rover models as well as customer feedback. Examine the dependability and upkeep expenses of the models you are considering.
Test drive: Before making a purchase, always take a Land Rover for a spin. This will allow you to get a feel for the handling, comfort, and features of the car.
Reputation: Choose a trustworthy Land Rover dealer with a good reputation. To learn more about a company's reliability and customer service, look at reviews and ratings left by previous customers.
Finance: Evaluate your financing alternatives and pick a strategy that fits your budget the best.
You'll be able to choose a Land Rover with confidence if you have these things in mind.Renew your effort
Purchase
Research the Land Rover models you're interested in, their amenities, and their costs before visiting a dealership; this can help you understand what to anticipate and negotiate a better deal. fair cost.
Test drive: Before making a purchase, always take a Land Rover for a spin so you can feel the handling, comfort, and features of the car.
Negotiate: Research the Land Rover's fair market worth and approach the dealership with an open mind when asking about the price of the vehicle.
If you need to buy a Land Rover with financing, look around for the cheapest interest rates and conditions. Several lenders' offers can be compared, and you should pick the one that fits your budget the best.
Look for rebates and incentives: Check to see if there are any rebates or incentives that might be offered on the Land Rover model you want. This may enable you to make your purchase at a discount.
Ask for a car history report if you're buying a used Land Rover to check for any accidents or damage.
Post purchase of Land Rover:
Read the instruction manual: Read the owner's manual to become familiar with the features and capabilities of your Land Rover. By doing this, you can maintain the best possible condition and use of your car.
Follow the suggested maintenance regimen for your Land Rover to keep it operating smoothly and effectively. Also, routine maintenance might help avoid future, expensive issues.
Warranty and insurance: Make sure you comprehend the terms of your Land Rover's warranty. Be sure your car is covered by the appropriate insurance, too.
Driving behaviour: Always operate your Land Rover safely and responsibly. Avoid aggressive driving, which might damage your car unnecessarily and possibly cause accidents.
Utilize the gasoline and fluids: that are advised for your Land Rover, and top them off as directed by the manufacturer.
Repairs: Choose a trusted mechanic or dealer with knowledge of working on Land Rovers if you need to perform any repairs or replacements.
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6.1.Customer journey map of Land Rover

Source: created by learner


6.3.Strength and weakness of Land Rover  
Strength 
  Strength of the Land Rover is convenience and comfort of seat interior design, its provide versatility with comfortable seats, options and many features, its part of TATA MOTORS their main strength is security and safety they won’t compromise about security is main agenda giving to the public
 WEAKNESS
  The weakness of the Land Rover is high cost and some reliable issues of air suspension problem, and Land Rover has a priority to fix the issues about reliability and quality using the reimagine plan and also compete with other SUVs brands have similar specifications, engine, technology, materials quality, different prices,
 
7.TOTAL ENGAGEMENT MODEL
 Definition :
    In order to get insights into the customer experience, a comprehensive engagement model often assembles data from many sources, including sales statistics, social media analytics, and customer feedback. Following the analysis of this data, plans are developed to boost consumer engagement and loyalty and to pinpoint areas that require improvement.
Leadership that is customer-focused and prescriptive in character is often seen in organisations whose brand, culture, and customer experience have all been harmonised. They establish the organization's operational framework, the value it offers, and the means by which it does so. Examples include Southwest, Apple, 4 Seasons, Nordstrom, Apple, Intuit, and Enterprise Rent-A-Car. These businesses coincidentally benefit from good word-of-mouth, great customer retention, and long-term growth. the Land Rover Engage all important stakeholders, including the CEO, Executive, Staff, and Customers, in the absence of leaders who have a strong customer focus and provide prescriptive direction. The actions that organisations must take are shown in Figure below. (Christopher Roberts and Frank Alpert-journal product and brand management)

[image: The total engagement model in action ]
                              SOURCE: Author.Christopher Roberts and Frank Alpert
Customer economics. 
  The Land Rover Create a customer economic business case first. To calculate customer lifetime value, distinguish between engaged and non-engaged customers based on their level of loyalty, share of wallet, and recommendation. The business case for your customer efforts will then be strengthened by comparing engaged consumers to other customers.
Governance. 
   Establish a customer programme committee with representatives from each of the important customer functional areas. the Land Rover mainly focus on the  Senior executives should serve as the committee's primary internal sponsors, and the CEO should serve as the committee's chair. A blend of project management, analytical, and functional knowledge should be present on the programme team.
Design. 
  Always the Land Rover designes the customer requirements ,Together, create the brand, the customer value proposition, the corporate culture, and the customer experience. Your vision, customer value proposition, and anticipated customer experience should come first.
Engage. 
Engage all employees in the process of developing loyal consumers. Engage employees by giving them the freedom to develop original strategies for generating engaged customers.Make sure leaders behave appropriately. Staff engagement is a result of their comprehension of your plan, knowledge of what is expected of them, knowledge that they possess the necessary skills and resources, personal commitment to your approach, and lastly, knowledge that they are having an impact.
Measure.
 Land Rover Measure the level of consideration, suggestion, and loyalty among your customers. A question inquiring why the score was given should be asked after an opening one. To ensure that outcomes are at the proper operational level (branch, retail outlet, product, call centre team, or other channel),of the Land Rover organization make sure that measures around recommendation and loyalty are granular and census-based.

Embed. 
Land Rover Encourage your personnel to create projects that will improve the planned customer experience. Encourage employees to innovate and create new projects. Send client input to the departments with the highest potential for improvement. Establish procedures that enable workers to respond to consumer feedback and improve.
Performance Management.
 The following should be managed, rewarded, and recognised: adhering to organisational values; internal peer evaluations of agreed-upon behaviours based on organisational principles; and customer metrics such as recommendation, loyalty, and consideration. Matching hiring and firing decisions to company values and behaviour.
8.Recommendation
   The land Rover is one of the leading luxuaries band company we recommend to enter the manufacturing the Public transportation systems like buses. Because Land Rover company is the manufactured the premium quality same quality transport is more needfull to the society day by day increasing the population in the every country so more demanded to manufacturer the buses to the public 
· Buses is more demanded nowdays to the public if they manufacturing premium quality buses everyone should use the public transport, It avoids more traffic in the cities.
· As per my knowledge I’m recommending to enter the public transport system buses manufacturing sector. 
9.Conclusion 
  We conclude that the strategic management of the organization of Land Rover company. Innovative strategy, brand equity, and also explantion of various stages of customer journey new touchpoints analysis, which includes, technological factors, legal issues, and environmental variables, was done to evaluate the external environment for the automotive industry. communication model, of the Land Rover has also been done to explain the competitive advantage for the organisation. integrated marketing communication. Also, a customer journey of which includes pre purchase, post purchase, purchase and detailed explanation about eller’s brand equity model and Aaker’s brand equity model and also customer journey map that considers the company's strengths, weaknesses, opportunities, and threats was undertaken in order to understand Jaguar's external environment.  
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