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[bookmark: _Toc122225491]Introduction
This study aims to discuss how Sainsbury's can make innovative marketing strategies to develop an awareness of this brand and manage the consumer journey to ensure that the recent and future stakeholders' needs are met. In this context, this study elaborates on the promotional strategies adopted by this company to develop brand awareness. Additionally, Keller's brand equity model to Sainsbury's is also discussed. Also, this study depicts the consumer journey map for this company and the total engagement model regarding this company. 
[bookmark: _Toc122225492]Company Background
[bookmark: _Hlk122083536][bookmark: _Hlk122083881]Mary Ann Sainsbury and John James founded the company of Sainsbury’s in 1869. The company emphasises high-quality food at reasonable prices, and brands like Habitat, Argos, Tu, and Nectar and the support of Sainsbury's Bank are simple in-person and online shopping (Sainsburys, 2022). The company primarily emphasises Ireland and the UK for the business. Greater London serves as the headquarters for Sainsbury's in the UK. Over 600 supermarkets and over 800 convenience outlets are Sainsbury's. The organisation is dedicated to creating and providing sustainable, nutritious diets for everyone. They want to help make eating healthily inexpensive, simple, and delicious to benefit both humans and the world's health. According to data, the company employs close to 117,000 people (Macrotrends, 2021). The primary goal of Sainsbury is to become consumers' go-to source for food items by collaborating to provide them with extraordinary quality at competitive prices.
[bookmark: _Toc122225493]Definition of communication
Communication is the interchange of ideas between people using a shared symbolism (Adanlawo and Rugbeer, 2019). In the marketing industry, marketing communication is the term used to describe the business strategies to communicate directly or indirectly with customers about the brands and goods they want to influence them to purchase. The company uses marketing communication techniques to make potential consumers aware of their brand, creating an impression that affects consumers buying choices. 
[bookmark: _Toc122225494]Include a diagram and briefly explain a communication model
David Berlo has created the SMCR Model of Communication which explains the primary form of communication. The sender, Receiver, Message, and Channel are all abbreviated as SMCR. This model mainly uses massage coding and decoding for efficient communication (Muyanga, 2021). Four components are involved in Berlo's SMCR model, which describes the communication process. 
[image: BERLO'S SMCR MODEL OF COMMUNICATION – etechmethod]
Figure 1: Berlo’s SMCR Model of Communication
Source: (ETECHMETHOD, 2016)
Sender – As per Berlo's SMCR Model of Communication, a sender originates and transmits the messages. The sender is also the one who codes the message and initiates contact.
Message - A message is the collection of information packages sent by the sender to a particular recipient. The message may be sent in various ways, including through audio, text, video and others. The entire body of the message is considered the content, while the elements of a message may include speech, gesture, and others. Treatment of the message is the method of delivering and transmitting the presentation. The various segments of a message are said to be the structure involved. At the same time, the code is encrypted by denoting its format and method.
Channel - Channel by which the message was passed on. The receiver's sensory system must be able to pick up the medium.
Receiver - An individual who encounters the coded message and then decodes it to readable text is the receiver. The receiver decodes the encrypted form of communication into a simple and convenient communication process. As per Berlo's SMCR Model of Communication, the thoughts of the receiver and sender should match at that level where the communication will be seamless.
[bookmark: _Toc122225495]Definition of Integrated Marketing Communications
Integrated marketing communication is defined as the combination of various communication aspects, such as business growth concepts, advertising, public relations, social media and audience analytics which are constant all over multiple channels (Camilleri, 2018). According to the American Marketing Association, IMC is a planning process that guarantees that all brand encounters a client or potential client has with a business regarding its products or company are consistent throughout time. In addition, it helps both public and private companies to provide an excellent and seamless consumer experience for the product.
New promotional strategies your company can use to raise awareness of the brand
Sainsbury's has a good presence on social media. Sainsbury's has 1.67 million followers on Facebook, 333,000 on Instagram and 593,000 followers on Twitter (Nash, 2018). The brand can use social media to raise awareness regarding the brand. Around 68% of men population and 60% of the female population in the UK are obese (Sattar et al., 2020). Therefore, Sainsbury's can promote their brand by showing the healthy recipe for obese people. Hence a new customer segment will be created. Moreover, they can also invite the opinion of others customers regarding benefits so that new customers can judge the effectiveness of groceries. Furthermore, Sainsbury's can also share nutritionists' views on their social sites so that health-conscious people can be attracted to the brand. 
On the other hand, they can promote good food habits among children using social media. The brand can encourage good habits among children by offering discounts, gifts, or other promotional activities. Hence children can be attracted to the brand. It is observed that 10% grocery is wasted in the UK (Bravi et al., 2020). One of the tag lines of Sainsbury's advertisement is 'Live well with less.' By using this tagline, Sainsbury's can promote its brand well among sustainability preferring customers. Sainsbury's can advise their customers how to save in purchasing products, ingredients, fuel, etc., so that money can be saved. It will create a good impression of the brand among sustainability-loving customers.  
Apart from this, Sainsbury's can also use SEO strategies. Since most people in the UK depend upon digital platforms, Sainsbury can use SEO platforms to promote their products (Yamoah, 2019). The product description should also include the detail of the products so that people can get an idea regarding the product. The brand can use exceptional words so that the site can first catch customers' eyes. The monthly traffic to Sainsbury's site is 95, 65,326. (Ponzoa and Erdmann, 2021). Therefore, SEO strategy is a good opportunity to promote Sainsbury's brand. 
In the UK, a significant portion of the population does not follow social media because they need to be technically capable of following it or trusting social media information. For them, Sainsbury's can advertise in magazines, newspapers, billboards, or others to promote the brand. Apart from this, the brand can also be promoted by offering discounts, promoting a product, organising sales for different ethnic groups of customers, etc., so the brand's acceptance will be increased (Nilssen et al., 2019).   
[bookmark: _Toc122225496]Definition of branding and brand equity
According to Kotler and Keller (2022), branding entails giving goods and services a brand's strength. Explaining and defining a brand from the customers' perspective will communicate about the company, product and services (Keller and Kotler, 2022). By providing a product consistently, the primary focus is to keep all guidance of devoted customers and other stakeholders. By establishing the brand, the business gains an advantage over rivals since such factors will influence customers' minds and drive them to pick their brand again.
The premium value a company receives from a product with a well-known name over a generic equivalent is referred to as brand equity. Businesses may develop brand equity for their commodities by making their items distinctive, readily recognised, superior in quality, and trustworthy. For example, the annual profits of Sainsbury in the UK have gradually increased from the previous year (Statista, 2022). It represents positive brand equity at this time. Positive brand equity directly affects the return on investment, increasing the profit margin, increasing sales, and maximising customer retention.
[bookmark: _Toc122225497]Explain and relate either Keller’s Brand Equity model or Aaker’s Brand Equity model to your company
[bookmark: _Toc122225498]Definition of Keller’s model
Keller's Brand Equity Model is a pyramid that illustrates how to build the ideal brand experiences for creating a great brand (Świtała et al., 2018). Every experience with your brand should leave potential customers with great sentiments and convictions. If a company can show the value of its brand, then it can build brand equity, and other people can express its customers' beliefs. Building consumer interactions from the bottom up is helpful if the company wants to make a good and strong brand.
[bookmark: _Toc122225499]Advantages and disadvantages of Keller’s model
[bookmark: _Toc122225500]Advantages of Keller’s Model – 
As the Keller Model of brand equity is based on customer experiences, it has some advantages in managing the business as mentioned below: -
Increasing customer index- The positive experiences of the existing customer can usher in generating new customer indexes from their recommendation and feedback reviews. A company like Sainsbury, which has well-established brand equity, can grow business value by engaging a new customer (Indeed, 2021). A higher level of recognition of a brand can reach a gradual increase in customers.
Brand loyalty refining- The brand equity model enriches the value based on customer experiences. A long-running relationship between the company and buyers can be constructed while customer satisfaction is promised. This relationship value can encourage a customer to become a repeat customer when returning to buy the article from the same brand.
Generating revenue- When a brand has established a reputation and loyalty in the market, the recommendation from satisfied customers will bring about more new customers. The company will allow a premium pricing product and services to provide their customers. In this process, the brand will be able to increase sales growth, thus generating more revenue.
Disadvantages of Keller’s Model – 
One disadvantage is that it does not primarily concentrate on recognition, how well, and how the brand is known. As the customer-based brand equity model mainly focuses on consumer recommendations, the other channels to reach out to the targeted customer base may be limited. The partial response about brand awareness cannot be controlled by relying on this business management model (Nguyen, 2020). The other disadvantages may include high branding investment costs, lack of brand consistency, and ease of pivoting to changing marketplace conditions. 
[bookmark: _Toc122225501]Brand equity of Sainsbury’s through Keller’s Brand Equity Model
Kevin Lane Keller invented the unique CBBE model, which was published in his book Strategic Brand Management in 1993. Keller's goal with this model was to represent the growth of customers' interactions with firms, from brand awareness at the bottom to brand resonance at the top. According to Keller, six elements affect a customer's overall perception of a brand.
[image: ]
Figure 2: Schematic diagram of Keller’s Brand Equity Model
Source: (Papirfly, 2019)
The foundation of Keller's CBBE model is the consumer's reliance on commercial value. Below is an analysis of Sainsbury's brand equity in this situation.
1. Salience – Salience assesses how well-informed a consumer is about a brand, which is represented by the base of the brand equity pyramid. It is a very significant initial step in forming consumer brand equity because if people are not aware of a brand, it will be difficult for them to create a point of view about it. At this point, it is essential to make sure people recognise the brand, but it also needs to be the correct recognition. At this stage, companies must provide a clear, accurate, and consistent image of their brand identity to the public since, with it, they will have the opportunity of moving farther up the pyramid. Sainsbury's employs various cutting-edge strategies to draw customers, including appealing packaging, product distinctiveness, on-time delivery, etc.
2. Meaning - In this step, consumers are informed of the trademark's internal message regarding the brand. Between the two, this is separated.
A) Performance - The following level of the CBBE model of Keller is split into images and performance. The essential characteristics and capabilities of the products and services of a company are covered by its performance. It incorporates price, reliability, style and design, functionality, durability, consumer assistance, and customer contentment. Sainsbury's can serve consumer expectations by offering high-quality products at competitive rates since it sources its commodities internationally. Sainsbury's excellent customer service further improves the effectiveness of the brand. In order to gauge client preferences and deliver products in accordance, they also employ artificial technology. Buyers choose Sainsbury's over competing stores because it has an excellent procurement program and delivers the goods to the market on time.
B) Imagery - Consumers will examine a brand and judge it based on its pictures. Their degree of pleasure with a feeling associated with the products because of your brand's reputation is at issue. Sainsbury's engages a team of experts to help preserve the public's view of the product's dependability. As the brand representative for Salisbury, David Beckham was chosen. Beckham's spotless photo contributes to the product's increased dependability for Sainsbury's. Additionally, it helps the fans develop a new market niche.
 3. Response - The response concerns how buyers evaluate the merchandise. Individual assessment varies because of various points of view. There are two sections to this phase.              
A) Judgements - The thoughts that individuals have about your brand are what constitute a judgment. People hold Sainsbury's products in high esteem because the company practices ethical business. As a result, customers perceive the brand value as being higher. Sainsbury's implements several social programs to boost its reputation as an ethical company; as a result, customers are aware that some of their purchases support the underprivileged. It will be advantageous to draw socially responsible consumers to Sainsbury's brand.
 B) Feelings – Keller's brand equity model identifies six desirable brand sentiments for businesses to strive towards warmth, excitement, fun, social approval, security, and self-respect. Customers have a positive impression of Sainsbury's because it offers high-quality products at fair pricing and engages in socially responsible behaviour.
 4. Resonance - At this stage, customers are more likely to be aware of a brand and purchase its products; they act as brand ambassadors. Sainsbury's monitors customer feedback on websites and social media and adjusts its products and services appropriately. Additionally, Sainsbury demands that consumers rate the shops' atmospheres, the personnel's behaviour, etc. Sainsbury's always respects client feedback since the company grows essentially on consumer pleasure rather than the calibre of its products. Through the ways mentioned above, Sainsbury's maintains its customers' loyalty. 
[bookmark: _Toc122225502]The customer journey and customer touchpoints for Sainsbury’s
A customer journey map can be defined as measuring the issues faced by customers during the purchasing process. The customer journey starts with identifying brands and purchasing products or services (Arco et al., 2019). The object of the customer journey is associated with good customer care and enhancing the excellent experience with the product. On the other hand, customer touch points can be defined as direct or indirect interactions between customers and the brand. Touchpoints occur before, during, or after the selling process and are inside or outside of the brand's control (ElHamd et al., 2021). The touch points of the process are situated on the path of the customer's journey. 
Customer journey map
	Stage
	Awareness
	Consideration
	Decision
	Deliver and usages
	Loyalty and advocacy

	Customer activities
	Customers make aware of different social media platforms, print media, etc. 
	Evaluate the price and quality of grocery items with other rivals like Tesco.
	Select the grocery items according to the requirements and order them from an online Or retail outlet. 
	Receive the delivery at the doorstep or from the shop and use it. 
	If satisfied, they place an order again and refer it to others. 

	Feeling and needs
	Customers like to have quality and healthy grocery items. 
	Purchase the best quality product at the lowest price in the market. 
	Find the best products at convenient places.
	Grocery items with better preservation time, easy to use and without any adverse effect on health. 
	Make a repeat order, share feedback with Sainsbury’s and recommend the brand to others. 

	Customer goal
	Get quality grocery items at the lowest prices. 
	Find the best grocery store at a convenient location with various products. 
	To access the products quickly and conveniently. 
	Using grocery items according to instructions. If any problems face, contact customer service for better understanding. 
	To make a second purchase of the item if a positive experience is felt. 

	Touchpoint 
	Social media, print media and recommendations from others. 
	Social media and print media
	Digital platform and physical outlet. 
	Delivery time of the grocery items and proper customer care at the physical outlet. 
	Recommendations on social media and advice for others to purchase from Sainsbury's 

	Business goals
	Increase customers' awareness regarding the quality and price of grocery items. 
	To increase customer base and sales over rivals. 
	To increase sales and attract customers from the rival brand. 
	To procure grocery items as per the requirement of customers. 
	To enhance the retention rate of customers by providing quality grocery items at the lowest price and customer retention rate. 

	KPIs 
	The number of customers who visited shops, inventory turnover rate. 
	Customer Generation
	Lead to customer generation rate from potential to confirmed customer. 
	Product movement, customer satisfaction rate.
	Customer retention rate, new customer capture rate. 

	Organisational activities
	Media campaigns and promotions through discounts, different festive offers, etc. 
	Marketing of grocery items regarding quality, availability, shops convenient locations, etc.  
	Supply the correct quantity of groceries according to the customers' requirements and a secured payment gateway.  
	Providing good customer care service online and offline and developing it periodically by providing staff training, technological gradation, etc. 
	Market segmentation according to customers' buying ability, collecting customer feedback for further improvement. 

	Opportunities for improvement
	Increase social media campaign since most of the customers in the UK uses social media for the query.
	Provide more healthy grocery products at affordable prices.
	Increasing more online and offline shopping experiences of customers. 
	Update technology to increase customers’ shopping experience. 
	Providing high-quality grocery items at affordable prices increases customer satisfaction and brand loyalty. 
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Figure 3: Customer Journey Map of Sainsbury’s
Source: Created by the author
[bookmark: _Toc122225503]The Total Engagement Model could be explained and related to your company.
The total engagement model can be defined as a bunch of procedures that outline the relationship between the development team of a product and the customer. The total engagement model helps business enterprises improve their brands' image and customer base (Moreira et al., 2022). This business model also helps to develop products suited to customers' requirements. The total engagement model also assists in retaining the existing customer base and winning customers' trust.  
[image: The total engagement model | Download Scientific Diagram]
Figure 4: CVP model
Source: (Moreira et al., 2022)
The total engagement model is based on organisational culture, employees and customer experience, leading to the customer value proposition. The corporate culture helps boost employee morale, increasing customer satisfaction (Stewart et al., 2022). On the other hand, organisation performance also increases customer satisfaction. The CVP model helps to analyse the increase of customers' value proposition from collaborative activities of organisation culture, employee motivation, and customers lead to the business development. 
Organisation culture assists in increasing performance: Sainsbury's vision is to be the most trusted retailer where people love to shop and work. The vision also includes maintaining and improving the skill so customers can enjoy a better shopping experience with Sainsbury's (Bunten et al., 2022). As part of the vision, Sainsbury's sets up food colleges where skilled workers are trained to develop their leadership styles and application techniques. After training, suitable leadership styles help the team to give good customer service so that their experience increases. 
Skills increase customer satisfaction: On the other hand, good food processing technique helps the brand serve customers' specific needs. As a result, the customers' confidence increases towards Sainsbury's brands. Sainsbury is committed to serving its customers with the best products. Therefore, customers can secure their position within the perimeter of Sainsbury's products. Sainsbury's was awarded the Aquaculture Stewardship Council of UK award in 2022 for delivering sustainable seafood to its customers (Doody, 2021). Due to the excellent performance of employees, customers' loyalty to the brand has increased. As a result, Sainsbury's enjoys the second-largest market share in the UK retail sector after Tesco. 
Brand advertising: Most UK population prefers digital media to know about products. Therefore, Sainsbury's follows Facebook, Twitter and other media to keep in contact with its customer. Social media helps the brand to promote its products as well as to communicate with customers. Sainsbury's announces grocery items with remarks on the digital platform to get feedback from its consumers. Apart from this, Sainsbury's also uses brand ambassadors to promote its product to the target audience (Bentham, 2018). Positive remarks help brand advertising since sharing by followers can reach several people who are not followers of the brand. 
[bookmark: _Toc122225504]Conclusion 
This study has focused on several marketing aspects of a company. Here, Sainsbury's has been chosen. However, at first, the definition of communication has evolved. After that, the study discussed Berlo's SMCR model and its elements. However, the promotional technique that Sainsbury's can adopt has been discussed. The brand equity of Sainsbury's is analysed by implementing Keller's Brand Equity Model. This study has drawn a customer journey map of this company with the proper description. At last, the total engagement model is implemented to analyse Sainsbury's effectiveness in engaging its employees and customers to offer a customer value proposition. 
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